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Brief and objectives: 
Weber Shandwick Manchester was selected as PortAventura’s UK agency, tasked with 
launching the resort’s landmark project ‘Ferrari Land’. 
 
PortAventura is firmly established as a popular family theme park and resort, and 
expectations for the latest addition to the park were high. 
 
Objectives: 

 Successfully announce/launch the new attraction 

 Generate the first ‘hit’ of media coverage for the launch and establish a social media 
buzz. 

 

Rationale behind event, including research and planning: 
We knew that we had a ground-breaking attraction but we needed to reach British families in 
an extremely crowded marketplace. 
 
Industry trends cited 2016 as the year for adventure and extreme travel with consumers 
more experience hungry than ever. Our research demonstrated a core appetite for new 
experiences in the travel sector with 69% of global travellers looking specifically for new 
adventures. 
 
We needed to harness the Ferrari Land experience– thrills, speed and adrenaline – ahead of 
the attraction opening to create a buzz. 
 

Strategy and tactics, including creativity and innovation: 
Ferrari Land was something you needed to experience and since we couldn’t take visitors 
there yet, we needed to bring the park to the people. 
 
We decided that an event was the only way to do this and recreating Ferrari Land for one 
night in London was our challenge – months before the headline ride was built or the first 
Ferrari had arrived. 
 
Building our own attraction… 
Recreating a theme park in a 200 square metre room in London is no mean feat. We wanted 
to evoke the thrill and adrenaline of Ferrari Land– and since building a 367 foot rollercoaster 
wasn’t possible, we decided to utilise virtual reality with exclusive ‘Ferrari F1 simulators’. 



 
Presenting a logistical challenge in itself, the 3m long state of the art simulators weighing a 
tonne each were brought from Maranello, the birthplace of Ferrari in Italy, to the streets of 
Soho and ultimately craned into our event space. 
 
Hours later, attendees entered ‘Ferrari Land’ for the evening. Lit completely in Ferrari red, 
the venue was dressed to reflect the brand and the park. Our intention was to ‘transport’ 
attendees away from London to PortAventura where they could experience Ferrari Land for 
themselves. 
 
The simulators were used to create a distinct link between the park and the F1 associations 
with the Ferrari brand. Attendees experienced the same speeds and sensations that Ferrari 
racing drivers feel on the F1 circuit and that visitors to the park will feel on the headline ride. 
Lap times were captured on a ‘Top Gear’ style leaderboard, encouraging attendees to post 
on social media about their experience in the driving seat. 
 
Putting influencers in the driving seat and showing everything PortAventura has to offer… 
 
Ben Collins, previously Top Gear’s ‘The Stig’ and Daniel Craig’s 007 stunt double was 
secured as brand ambassador. Ben acted as a valuable interviewee for the media and also 
represented the many UK consumers with young families, eager to visit the attraction upon 
opening. Racing driver Marc Gené, global Ferrari Land spokesperson, was also present at 
the event to add further media interest. Marc was able to talk about the construction 
progress of the park, having visited several times since its inception. Between our family 
man turned racing driver, and F1 Ferrari Land spokesperson, we had our two target 
audiences covered. 
 
To ensure Port Aventura was front of mind, we created a pop up gallery which enabled 
attendees to ‘explore’ the park and experience an interactive presentation about the whole 
attraction. 
 
Reaching out to consumers… 
Our activity included a wraparound media engagement plan to maximise impact before, 
during and after the event. 
 
Media targets were segmented and angles agreed upon for each, with interviews used to 
maximise our spokespeople. E.g., the controversy of the changing Top Gear line-up was 
used as a hook to place interviews with Ben Collins in national newspapers and men’s 
magazines. 
 
Social media users had a virtual invite to the event and Ferrari Land itself, with teasers and 
images posted across PortAventura’s UK channels and offering consumers the chance to 
win some of the first tickets to the park. 
 

Implementation of tactics, including details of design, production and support 
teams employed: 

 Planning and research  
July – August 2016 
Explored travel trends, consumer insights, visited the Ferrari Land site and spoke to 
park designers and commercial leads to understand more about the offering 

 Building our event 
September – October 2016 



Researched simulators, undertook venue recces, created our event theming and 
invited relevant media and influencers 

 Event 24th November 2016 

 Follow up activity 
November 2016 onwards 
Outreached to the media with exclusive information/images and placed further 
interviews and features. 

 

Measurement and evaluation: 
A revved up audience… 
The event generated the largest spike in UK social media interactions for Ferrari Land since 
the launch announcement, with media, influencers and consumers taking to social media to 
express their excitement about the launch. 
 
More laps to follow… 
There was no plan to replicate the event until the PortAventura client experienced the 
London event. The event was so successful that the format was rolled out across (Spain, 
Italy and France), generating significant additional revenue across the Weber Shandwick 
network and enabling PortAventura World to reach millions of consumers across Europe. 
 
An impressive grandstand of spectators… 
The event provided PortAventura World with the opportunity to engage directly with over 65 
media contacts at the event including attendees from ITV1, BBC, Press Association, the i 
and the Daily Star. 
 
Blanket national coverage was achieved in the two weeks following the event (five months 
ahead of the actual launch). To date over 120 pieces of coverage have appeared, with a 
combined reach of over 600 million. 
 

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

 Implementation £40,000 

 Agency fee £18,000. 
 
The following measures were taken to ensure value for money was achieved: 

 Supplier negotiations to reduce costs where possible, including securing a 20% 
reduction on the venue 

 Relationship with Ferrari leveraged to secure loan of simulators at a discount 

 Social media wall delivered via online tool and managed via WSM team during the 
event. 

 


