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Brief and objectives: 
Weber Shandwick Manchester was selected as the UK agency for PortAventura, tasked with 
launching the resort’s landmark project ‘Ferrari Land’ to this key market. 
Objectives: 

 Secure standout media coverage to ensure the Ferrari Land launch was one of the 
main travel stories of the year 

 Generate significant online engagement reaching as many consumers as possible 

 Spark social media conversations and create the highest level of engagement in the 
brand’s history. 

 

Rationale behind campaign, including research and planning: 
PortAventura is firmly established in the hearts and minds of many UK families – its success 
based on its ability to bring guests back year after year by creating new and unique 
experiences. The resort is at the forefront of innovation in terms of rides, known for breaking 
European records. 
 
Ferrari Land would offer a range of experiences for visitors, our opportunity sat firmly with 
Red Force – dwarfing the rest of the park at 112m, the park’s headline ride was set to be the 
tallest and fastest rollercoaster in Europe. 
 
Red Force embodied the spirit of Ferrari – state of the art technology, record breaking 
speeds and an exclusive, once in a lifetime experience for those lucky enough to ride it. 
 
Our challenge was to convey the scale and intensity of the ride to consumers back in the 
 
UK ensuring Ferrari Land was the hottest launch of 2017. 

 

Strategy and tactics, including the types and variety of digital media utilised, 
creativity and innovation: 
We knew that imagery of Red Force towering above the rest of the park was impressive and 
we’d had strong interest from media during the construction phase. However, the launch of 
the park posed a new challenge and we needed to take our results to the next level. 
 



The imagery we had didn’t get the experience of riding ‘Red Force’ across. We needed 
something new to share with the media – the ride can be seen for miles around and had 
been in construction for over a year, as such it had been well documented around the globe. 
 
We decided to rethink our approach – instead of focusing on the slick engineering of the ride 
or its height against the backdrop of the Catalan mountains, we would create digital content 
to focus on the riders. The true experience and thrill of the ride would be found in the 
reactions of those riding it and we set about building our strategy around capturing these. 
 
GoPros take Ferrari Land global - BBC Travel Show 
We knew we needed a large scale broadcast outlet to support in reaching a mass audience 
with our planned content. We identified a presenter who was terrified of heights and 
rollercoasters and targeted him directly, challenging him to be the first non-employee to ride 
Red Force (a little cruel, but we knew it would get us the reactions, and the content we 
needed). 
 
Upon securing his interest, we found a global rollercoaster expert who would experience 
Red Force alongside the presenter, which would enable us to capture the contrasting 
reactions. 
 
We filmed at Ferrari Land a few days before opening to give the content an exclusive feel, 
making the ride seem even more daunting for the presenter. Having captured the pre-ride 
nerves, GoPros were fitted to the front seat of the ride to capture his genuine fear – and 
sheer thrill of our expert. 
 
A media launch with a difference 
We planned and delivered a global media launch for the park, inviting over 200 journalists 
from around the globe. As the embargo was lifted, we made sure our idea became a ‘must 
do’ for media. It became the talking point of the launch day, with media asking for their 
GoPro content before sharing on social media and competing to be the first to upload their 
reactions, almost in real time, to their respective news websites. 
 
We recruited influencers to live stream via Facebook live, Instagram stories and Snapchat 
and followers across the globe jumped on the launch hashtag #FerrariLandGO, expressing 
their excitement to visit the park. 
 
Translating our approach for print 
The video approach not only enabled us to secure broadcast and online coverage, it 
supported us in gaining further interest with print titles. Undeterred by the obvious 
challenges, we issued our video content to print titles, knowing that they would inspire them 
to cover the launch of the park. Our approach was met with enthusiasm – the Daily 
Telegraph even decided to send a photographer to Ferrari Land the following weekend to 
capture exclusive images which were ultimately used on the front page. 
 

Implementation of tactics: 
 Planning and research 

February 2017 
We held a meeting with the BBC to pitch our idea and challenge the presenter to ride Red 
Force as a world exclusive face to face 

 BBC Travel Show filming 
1st April 2017 
We spent a day filming at Ferrari Land with the BBC, while the final touches to the park were 
still being added 



 Launch Event 
5th April 2017 
We hosted over 200 journalists and influencers at an exclusive launch 

 Follow up activity 
6th April onwards 
We outreached to the media with exclusive content. 

 

Measurement and evaluation: 
 Global coverage on the Travel Show, reaching over 300 million households 

 Video coverage on LADBible, Mail Online, The Guardian, Daily Telegraph, The Sun 
and Daily Mirror 

 69 pieces of coverage secured in total, reach of 507 million 

 Influencer endorsement reaching over 100,000 consumers 

 30,000 mentions in one day on social media – the largest spike ever generated for 
PortAventura 

 56 million impressions on social media with a reach of 25 million 

 #FerrariLandGO trended on Twitter from 11am on launch day, before the park had 
Opened 

 
 

Budget and cost effectiveness: 
The event was designed to maximise budgets and provide maximum ROI for the client. 

 Implementation £20,000 

 Agency fee £12,000 
 
The following measures were taken to ensure value for money was achieved: 

 Selecting one large scale broadcast outlet to minimise costs while achieving the 
largest reach possible 

 Creating a piece of generic content which could be used for media titles who didn’t 
have a presence at the launch 

 Social media used to maximise reach 

 Content captured via WSM, media and influencers, removing the need for additional. 
 


