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1. INTRODUCTORY INFORMATION
A) EVENT DATES 

27 MAY - 18 JUNE 2016
B) PURPOSE / MISSION
Vivid Sydney is a 23-day winter festival celebrating light, music and ideas, which in 
2016 attracted attendance of more than 2.3 million.

Vivid Sydney is owned, managed and produced by Destination New South Wales 
(Destination NSW), the New South Wales State Government's tourism and major 
events agency.

MISSION 
To build Sydney’s global brand reputation as a creative, innovative city and 
Australia’s event capital.

GOAL 
To double annual visitor expenditure by 2020 and position Sydney as a global hub 
for creative industries. 

ECONOMIC OBJECTIVES 
  To stimulate the local visitor economy during the May/June winter period 
  To support growth of Sydney’s creative industries by showcasing the city’s 
leadership in innovative use of digital technologies and its creative and 
functional applications across diverse economic sectors.

C) HISTORY / DESCRIPTION OF EVENT
Established in 2009 as part of the NSW Government’s strategy to generate economic 
growth through tourism and major events, Vivid Sydney takes place over 23 nights in 
the May/June period. These weeks mark the transition from Autumn to Winter and 
have traditionally been the year’s lowest visitor season.

The first festival took place in 2009 over 18 nights and attracted 225,000 visitors and in 
subsequent years attendance has experienced unprecedented growth. By 2013 visitor 
attendance topped 800,000 prompting the festival’s elevation to ‘Hallmark Status’ by 
the NSW Government in recognition of its size and significance. Since 2014 attendance 
levels have increased by 61% with 2.31 million people flocking to the festival in 2016.

In response to popular demand, the duration of the festival was extended by five 
nights in 2016 – increasing from 18 to 23 nights. In addition the festival’s geographic 
footprint also expanded, with event programs and lighting installations extending 
across the city to encompass 12 precincts and 94 venues around the main harbour 
and foreshore precincts, Central Business District (CBD) as well as inner city and 
suburban town centres. 

Vivid Sydney has now consolidated its position as Australia’s largest festival and in 
doing so retained its focus on creative innovation in the arts, music and industry. It 
encourages widespread community engagement and interaction, and is a strong 
catalyst for visitation to Sydney and subsequent dispersal to Regional NSW.
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D) TYPES OF ACTIVITIES INCLUDED UNDER THE FESTIVAL / EVENT UMBRELLA
The festival program is structured around three core ‘pillars’– Light, Music and Ideas. The unifying element of the three 
programs is their focus on creativity, innovation and the cutting edge applications of digital technology.

VIVID LIGHT VIVID MUSIC VIVID IDEAS

Vivid Music comprises an extensive 
series of live performances and cross 
genre musical collaborations featuring 
some of the world’s most renowned 
musicians. 2016 delivered 227 shows at 
31 venues throughout the city.

Vivid Ideas aims to generate a rich 
and diverse flow of ideas and creative 
influences to support the development 
of Sydney’s creative industries sector. 
More than 650 speakers participated in 
180 events including specialist industry 
workshops, debates, conferences and 
exhibitions. Many events were also created 
for participation by the general public.
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Vivid Light is a largely free public event, 
transforming the urban environment 
through the light artistry of more than 
150 artists from 23 countries in 90 
installations along a magical 4km ‘light 
walk’; the sails of the Sydney Opera House 
were lit with the work of six indigenous 
artists in a contemporary expression of 
an ancient Songline of Australia's first 
people; the illumination of the Sydney 
Harbour Bridge, ferries and cruise 
vessels with changing light patterns plus 
the spectacular projections on iconic 
buildings and treasures including the 
Royal Botanic Garden and Taronga Zoo.



E) OVERALL REVENUE AND EXPENSE BUDGET 
Vivid Sydney is largely funded by the NSW Government through Destination NSW 
and has an operational budget well in excess of $1.5 million (the largest budget 
category listed in the IFEA Pinnacle Awards). In addition, more than 40 NSW 
Government agencies plus sponsors, media partners, the tourism industry, major 
venues and local government also provide commercial revenue and value in-kind 
services to support the event.

VIVID SYDNEY REVENUE SOURCES

SOURCE CONTRIBUTION

Destination NSW Underwrites the festival with budget allocations from the NSW 
Government to create the event umbrella and fund event staff and 
contract suppliers, commissioned arts content, event resources, 
global marketing and promotion and event evaluation. 

NSW Government 
Agencies

Government agencies are coordinated centrally through the NSW 
Event Operations Group (EOG) to supply services that support the 
festival including NSW Police, Transport NSW and Roads & 
Maritime Services.

Local Government Local Government invests heavily in creating programs for 12 
different city precincts. Main players are the City of Sydney (COS), 
the Sydney Harbour Foreshore Authority (SHFA) and Willoughby 
Council. They provide operational support services and funding for 
arts content as well as localised marketing investment associated 
with the events in their precincts.

Major Venues Sydney Opera House, Carriageworks, and the Museum of 
Contemporary Art Australia (MCA), invest heavily in event content, 
staging and promotion. This investment is offset by ticket sales and 
program sponsorship.

The Tourism 
Industry

Contributes product development initiatives and cooperative 
marketing investment, which is recouped against success in 
stimulating tourism revenues associated with the event.

Partners and 
Sponsors

Contribute cash revenue and budget relieving assistance to 
Destination NSW (particularly with regard to technological facilities 
and equipment).

Media Partners Contribute to the event through coverage of the festival; additional 
community information announcements, production of content 
which is freely available for repurposing and distribution through 
social media and digital channels.

F) ESTIMATED ECONOMIC IMPACT
Vivid Sydney is funded as part of the NSW Government’s commitment to improving 
the performance of the NSW Visitor Economy by doubling overnight visitor 
expenditure by 2020. The business case associated with the Government 
investment in the event includes:

  Direct increases in visitor nights and expenditure and its related benefits 
for employment 

  Increased trading stimulus for small to medium businesses (SME) across a 
variety of sectors

  Additional investment in the arts 

  Enhancement of the city’s brand appeal 

  Growth and innovation in the NSW Creative Industries Sector.

VISITOR NIGHTS AND EXPENDITURE 
Vivid Sydney has been pivotal in turning what was traditionally a quiet period for the city’s 
tourism industries, into one of the years’ busiest. 

  International and domestic visitation to Sydney in 2016 was boosted by the sale of 
88,000 Vivid Sydney accommodation and travel packages. These included sales of more 
than 44,000 travel packages to international visitors. The highest number (17,800 
packages) were sold to China; other markets also performed strongly with package 
sales increasing by 20% from South Korea, 242% from Singapore and 126% from the 
USA. In domestic markets more than 44,200 Vivid Sydney packages were sold.

  Information on visitor nights and expenditure was still being collated at the time that 
this submission was prepared but the event is expected to show significant increases in 
visitor nights and expenditure over the 2015 festival, which generated around 324,000 
visitor nights and directly injected $63.2 million into the local visitor economy.
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LOCAL BUSINESS REVENUE
Local businesses in the harbour and city precincts reported increases in 
trading revenue during Vivid Sydney; cafés, restaurants and pubs benefited 
from the fact that more than 79% of all visitors to Vivid Sydney purchased a 
meal during their time at the festival. Accommodation providers, retailers 
and cruise operators also reported strong increases in sales revenue 
during Vivid Sydney.

INVESTMENT IN THE ARTS
Vivid Sydney is a major cultural event and represents a significant 
investment in the Sydney arts community: more than 231 bands, 693 
musicians and 388 DJs performed at Vivid Music in 2016 and entertained 
festival-goers with more than 1,514 hours of music. Vivid Light featured 
more than 90 light art installations and building projections, created by 150 
artists from 23 countries. Strong features of the light art and music 
programs were unique collaborations between the Sydney arts community 
and some of the world’s best artists and performers. Vivid Sydney is now 
recognised as one of the world’s most innovative creative festivals and has 
given international exposure and prominence to many Australian and 
international artists and performers.

ENHANCEMENT OF THE CITY’S BRAND APPEAL
To continue raising the international profile of the world’s largest festival of 
light, music and ideas, and driving visitation to Vivid Sydney 2016 and beyond, 
Destination NSW hosted its largest ever media familiarisations program. 126 
media were hosted at Vivid Sydney from around the world – a 27% increase on 
2015 results. 12 countries, including Australia, were represented Vivid Sydney 
2016 Visiting Journalist Program, with strong media engagement in the US, 
China, UK, New Zealand and Singapore. 

In addition the Vivid Sydney Facebook page reached more than 42 million 
people and trended twice on Facebook and five times of Twitter. Visitor 
feedback and community response for Vivid Sydney 2016 was exceptional with 
the majority of NSW residents and domestic and international visitors strongly 
agreeing that Vivid Sydney had a positive impact on Sydney’s reputation.

GROWTH AND INNOVATION OF THE CREATIVE INDUSTRIES SECTOR
NSW currently accounts for 40% of Australia’s creative industries workforce 
and the state’s creative services exports are worth about$1.4 billion to the 
NSW economy. The Vivid Ideas program presented more than 650 speakers 
who participated in more than 180 events. The program encouraged the 
cross fertilisation of ideas in the application of digital technology to the arts 
and industry, fostered new business connections and collaborations, and 
showcased the skills and output of hundreds of companies involved in the 
Creative Industries sector in NSW.

G) ATTENDANCE NUMBERS & DEMOGRAPHICS
Vivid Sydney is now the world’s largest event of its kind in terms of 
attendance, footprint and event program. In 2016, attendance grew to 2.3 
million visitors – an increase of 35% over the previous year.

  Vivid Light was attended by a broad cross-section of Sydney residents 
including families with young children, students, young and middle aged 
working adults, and retirees. Attendance was also boosted by large 
numbers of international and domestic visitors aged 25-64, predominantly 
tertiary educated with higher than average disposable income. Most 
travelled to Sydney as couples or part of a group.

  The Vivid Music program recorded more than 132,000 attendees – up 48% 
over 2015. These were predominately students and professionals aged 
18-34 with a strong interest in experimental and electronic musical genres.

  Vivid Ideas events attracted more 54,000 creative industries professionals 
and interested members of the public, with attendees to business events 
increasing by 40% from 2015.

H) VOLUNTEER COUNT & DEMOGRAPHICS
In 2016, Vivid Sydney was assisted by more than 485 volunteers who 
contributed 10,126 hours of their time to the event. Volunteers varied in 
age between 18-83 although most were students, motivated by gaining 
work experience in major events, and retirees, keen to participate in the 
event and contribute their services to the community.

I) STAFFING NUMBERS AND POSITIONS
The Vivid Sydney team comprises a core team of 18 curatorial and event 
staff. In addition to this, various contractors and suppliers are engaged to 
deliver a variety of services.

J) FOUNDING / INCORPORATION DATE 
AND MANAGEMENT SYSTEM
Founding date: 2009 
Management System: NSW Government Statutory Authority.
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VIVID BY THE NUMBERS

42 
MILLION 
UNIQUE USERS 
ENGAGED THROUGH 
FACEBOOK

650 
SPEAKERS 
PARTICIPATED IN VIVID 
IDEAS EVENTS

485 
VOLUNTEERS 
WERE ASSOCIATED 
IN THE SUCCESS OF 
VIVID SYDNEY

231 
BANDS & 

693 
MUSICIANS 
PERFORMED FOR 
VIVID MUSIC

DAYS & NIGHTS ON 
THE VIVID SYDNEY 
CALENDAR23

150 
ARTISTS 
PRODUCED LIGHT 
INSTALLATIONS FOR 
VIVID LIGHT

2.26 
MILLION 
VISITORS TO THE 
VIVIDSYDNEY.COM 
WEBSITE

88,300 
VISITORS 
TRAVELLED ON VIVID 
SYDNEY PACKAGES 
IN 2016

2.3 
MILLION 
VISITORS 
ATTENDED VIVID 
SYDNEY IN 2016
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The Matter of Painting by Huseyin Sami and Danny Rose, 
Museum of Contemporary Art Australia 
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A) PROMOTIONAL / MARKETING CAMPAIGN & MEDIA OUTREACH 
A significant contributor to the success of the 2016 festival was the innovative and 
wide-ranging Vivid Sydney marketing campaign, which focused on diverse industry 
and consumer audiences in both domestic and international markets. 

TARGET POPULATIONS

KEY CAMPAIGN MESSAGE
The core campaign message linked the creative and transformative nature of the 
Vivid Sydney festival to the appeal of Sydney in winter.

 Sydney is an exciting and memorable place to visit during winter because of the Vivid Sydney 
festival; the festival is a dynamic celebration of creativity as expressed through cutting edge 
Light, Music and Ideas programs; at night the city is transformed into a vibrant, exciting and 
innovative program of 3D projections, light art sculptures and building illuminations. The key 
objective is to drive increased overnight visitor expenditure during the lower yield, quieter 
winter period.

VIVID SYDNEY MARKETING CAMPAIGN
Campaign Development: Marketing activity for Vivid Sydney 2016 was extensive and 
multi-faceted and was conducted in three phases:

Preliminary Phase: October 2015 - March 2016 
  Development of Trade and Partnership Marketing programs promoting the release 
of airline, wholesale and retail travel packages for International and Domestic key 
source markets

  Preparation of campaign materials, communications content and media plans.

Phase One: March – May 2016 (12 weeks) 
  Global consumer launch of the Vivid Event Program and travel packages backed by 
extensive print, broadcast and outdoor advertising, digital marketing initiatives, PR 
and content programs.

Phase Two: May - June 2016 (4 weeks) 
  Implementation of local (Sydney) promotion and information campaign initiatives to 
enhance and manage local attendance; included local broadcast, radio, print and 
outdoor advertising, digital and mobile applications, PR and content distribution 
programs. Undertaken in the four weeks leading up to the event and during the 
23-day event period.

EVENT PROGRAM AUDIENCE SEGMENT SOURCE MARKETS

VIVID LIGHT

Australian 
Target 
Populations

Couples Aged 25-54 with annual 
income in excess of $104,000. 
Tertiary Educated.

Families with children aged 0-14.

Interstate Markets: SE Qld, 
Melbourne, Adelaide, Perth 
and ACT

Intrastate Markets: Greater 
Sydney, South Coast and Central 
Coast

VIVID LIGHT 

International 
Target 
Populations

Experience Seekers: Men and 
women aged 30-54. Travelling 
individually or as a couple. 
Affluent, higher than average 
household income, experienced 
travellers, tertiary educated.

Youth Travellers: Aged 18-30 
Working Holiday, International 
Students, Backpackers

Package Markets: Mainland 
China, Taiwan, Japan, Korea, 
Singapore, USA, Hong Kong, 
Indonesia, New Zealand, 
Malaysia

FIT Markets: South East Asia, 
USA, Japan, UK, Germany

VIVID MUSIC Young professionals, students, 
youth travellers: aged 18-34

Residents of Inner-city Sydney 
and the Greater Sydney area

Intrastate Cities: 
Residents of Newcastle, 
Wollongong, Canberra

Interstate: QLD, VIC and ACT

VIVID IDEAS Creative Industry, Practitioners, 
Interested members of the 
public: 25-34 , tertiary educated

Sydney: Inner-city and Central 
Business District workers

Intrastate Cities: residents of 
Newcastle, Wollongong, Canberra

Interstate: QLD, VIC and ACT



MARKETING MEDIUMS 
In Australia, activity was directed through mainstream print and broadcast channels, 
online and mobile sites and outdoor advertising sites. The marketing mix included:

DOMESTIC MARKETS
Consumer Advertising 
  Vivid Sydney headlined all Sydney winter destination and events advertising and 
dedicated promotional spots were also launched through online channels

  Event display advertising, 4-page editorial features appeared in business and arts 
sections of a national and Sydney metropolitan daily newspaper

  Vivid Precincts were promoted through Sydney radio and print media

  Advertising was also delivered through mobile phone and social media channels

  High impact outdoor advertising appeared on prominent digital billboards in 
Melbourne, Brisbane, Gold Coast and ACT, plus a tram wrap in Melbourne 

  Cooperative campaigns in partnership with airlines, travel trade and online, travel 
agents to promote travel and packages to Vivid Sydney.

Content Distribution 
  2,659,730 x 28-page Vivid Sydney tabloid size liftout was distributed via newspapers 
to city and regional domestic markets in NSW, ACT, Queensland, Victoria, Western 
Australia and New Zealand. Additional distribution was through hotels, inbound 
tour operators and information booths located around the city.

  Program content was distributed via travel industry partner websites and DNSW’s 
vividsydney.com, sydney.com and visitnsw.com websites. Other content programs 
encouraged posts and image uploads through mobile and social media channels 
(see section 2b for further detail on website and social media programs).

  Vivid Ideas, Vivid Music guides and Vivid Light Walk Maps were distributed through 
event organisers, visitor centers, venues and information booths in Sydney.

PR & MEDIA 
  Vivid Sydney received coverage through significant media relations campaign 
across domestic and international key markets, including a 24/7 press office, 

media briefing program, media hosting program, extensive media preview 
week and live cross broadcasts.

  29 media releases were issued regarding various topics for example, Vivid Ideas and 
Vivid Music full program announcements, a ‘Lights on’ media release, Vivid Sydney for 
families, and food and beverage information.

CITY DRESSING 
  In Sydney, Vivid branding featured on over 700 city banners, metrolites, hoardings, 
outdoor billboards and pylon banners in harbourside precincts and the Central 
Business District (CBD).

  Up to 1,000 retail activation kits were distributed to key retailers in the event footprint. 
Kits contained posters, window decals and key event information to leverage the event 
branding and increase foot traffic.

INTERNATIONAL MARKETS 
Marketing activity in international markets was conducted through cooperative travel 
industry partners included:

  Cooperative partnership campaigns with airline, travel trade and online agents to 
promote Vivid Sydney packages 

  Agent education programs including event briefings, sales calls and sponsorship of 
261 international trade familiarisation visits

  Collateral distribution to travel industry partners including factsheets, point of sale 
material and purpose produced video content for broadcast advertising

  Production of the Vivid Sydney booklet in three languages (including Simplified 
and Traditional Chinese) for distribution to consumer audiences via travel 
industry partners

  Significant international coverage was secured including two major broadcasts with 
LeTV from China broadcasting over three nights and Associated Press broadcasting 
for four hours on opening night. In 2016, Vivid Sydney hosted its largest ever media 
familiarisations program with 105 international and 21 domestic media hosted in 
Sydney to experience the event.
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B) WEBSITE / SOCIAL MEDIA / MULTI MEDIA PROGRAM / CAMPAIGN 
Given Vivid Sydney’s focus on the creative applications of cutting edge technology, 
it is not surprising that digital marketing featured prominently within the 2016 
campaign to promote the event and encourage visitors to enhance and share 
their experiences.

WEBSITES
The vividsydney.com website was the festival’s primary consumer response and 
information resource. Developed by Destination NSW, the Vivid Sydney website is 
fully mobile-responsive and published detailed event information and carried links 
to event booking sites and real-time transportation information, touring and 
accommodation information. In addition the site featured:

  News feeds 

  An access and inclusion page for accessible visitors with a downloadable 
accessibility map

  A media servicing centre 

  Travel and hospitality deals and promotions; a social media powered gallery of 
video and images

  Links to social media to promote content sharing and a collection of maps, apps 
and guides to enhance the on-ground experience.

Also in 2016, My Vivid functionality was available, enabling users to login and save 
favourite event information that followed them from desktop to mobile.

Destination NSW’s main consumer site sydney.com (in Australia and eight 
international locations) also carried extensive Vivid Sydney content including links 
to latest travel deals and packages, accommodation and touring options.

MOBILE APP
The Vivid Sydney smartphone app, for Apple and Android, was used extensively to 
extend consumer reach and to enhance the event experience for users.

The Vivid Sydney app enabled visitors to browse and discover all Vivid Light 
installations plus Vivid Music and Vivid Ideas program details. The app’s main 
functions for consumers were:

  VividTrails brought Vivid Sydney to life through a collection of bespoke virtual 
tours that highlighted the Vivid Sydney precincts, light walks and Music and Ideas 
event programs. The trails assisted event-goers to find suitable routes around 
multiple precincts with time and distance guides.

  Near Me conveniently matched the locations of those attending the events with 
details of nearby Vivid Sydney light installations, music and ideas events

  My Vivid enabled users to save information about Vivid Sydney light installations, 
events, precincts and speakers across all their mobile devices and be accessed 
with a My Vivid log in.

SOCIAL MEDIA
Vivid Sydney’s primary social media networks were Facebook, Twitter and 
Instagram. The sites were predominantly used to drive visitation, provide 
recommendations and enable consumers to share experiences with friends and 
family. The networks were also used to gather feedback on the festival events. 
The channels were also used to reach niche audiences and sell tickets for the 
Ideas and Music programs.

During the event, Vivid Sydney’s social media channels were the first response 
operational communication channel with consumers, and were closely aligned 
with communications channels for Transport NSW, NSW Police, City of Sydney and 
individual Precinct channels to provide key information about trip planning, crowd 
control and any last minute changes to the event program. 

ELECTRONIC DIRECT MARKETING (EDM)
Destination NSW promoted key event messages to targeted databases to drive 
response to the vividsydney.com website, promote the Vivid Sydney app and 
feature travel, accommodation, hospitality and ticket offers. Search engine 
optimisation (SEO) and digital display advertising were also used to promote the 
event and drive traffic to the website.

2016 WEBSITE AND SOCIAL MEDIA RESULTS
By the end of the Vivid Sydney 2016 event, Vivid Sydney’s social media was an 
unqualified success achieving:

  More than 2.26 million visitors to the Vivid Sydney website, a 35 per cent 
increase YoY

  Vivid Sydney Facebook reached over 42 million people during the event

 #VividSydney was mentioned over 245,000 times across Instagram and Twitter

  During the event, Vivid Sydney trended twice on Facebook and five times on Twitter

  360 Facebook videos generated 2.2 million total video views 

  132 Facebook posts were generated during the event resulting in over 2.19 
million engagements and 223 Tweets which resulted in 9.5 million impressions

  The Vivid Sydney social team responded to and engaged with over 2,500 
comments/messages during the event

  The Vivid Sydney App was available on both Apple and Android devices

  Over 88,000 downloads of the Vivid Sydney App, a 14 per cent increase YoY

  Over 1.01 million events were viewed in the App.
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C) OVERALL SPONSORSHIP PROGRAM 
In 2016 the Vivid Sydney Sponsorship program attracted 44 sponsors who 
contributed several million dollars to the festival through direct cash and Value-In-
Kind (VIK) contributions. Seven major new commercial partnerships were signed and 
there was more than a 60 per cent increase in VIK support due to the increased program 
activations and the extension of the event by five days. The size of the event and total VIK 
investment was also significantly boosted by the commitment of seven Vivid Precincts 
(including three that were new to the festival in 2016), to fund their own light installations 
and projections, street activations, entertainment and marketing as part of the growing 
festival footprint. The 2016 Vivid Sydney Sponsorship Program was a success based on a 
90% increase in sponsorship revenue year on year.

VIVID 2016 Commercial and VIK Partnerships:

SPONSORSHIP MODEL
The sponsorship strategy was built around identifying key target categories and 
industries and developing high calibre partnerships. Destination NSW worked with each 
individual sponsor to create tailored marketing packages and activations. Each category 
was exclusive so that sponsors could enjoy full rights and benefits across the event 
without conflict with competitors. 

The key offering of the program is content integration. Each sponsor has their own Vivid 
Light installation and they can, where relevant, participate in Vivid Music and Vivid Ideas 
events to showcase relevant industry knowledge, products and experience. Examples of 
how this was achieved in 2016 include:

  INTEL technology was integrated across the Vivid Light program, with Destination 
NSW helping to align the company with artists that required Intel chip technology; Intel 
also developed a broader program of activations including the high profile Drones for 
Good symposium at Vivid Ideas, which explored the potential benefits that drones can 
bring to the economy, to society and the lives of individuals. Intel delivered a 
spectacular choreographed routine called Drone 100 over Sydney Harbour, featuring 
100 illuminated drones, accompanied by the breathtaking sounds of the Sydney Youth 
Orchestra. Intel have launched a world first ‘Eyes on the Harbour’ water projection 
activation using RealSense™ technology which allows people to have their faces 
projected on a giant waterscreen 20m above the surface of Darling Harbour.

  HUAWEI (Australia) integrated with Sydney’s Hidden Stories, a major light installation 
that took over the façade of the iconic Sydney Customs House. Visitors could step onto 
a new reality-viewing platform and use Huawei’s latest smartphones and tablets for a 
remarkable Augmented Reality viewing experience. Huawei’s technology was used to 
uncover layer upon layer of extra viewer experiences hiding in the magical world 
created on the building façade, including giant dragons and crazy gnomes, jet-powered 
witches and a slithering octopus.

  CANON (Australia) activated their Canon HQ in the Foundation Hall of the Museum of 
Contemporary Art Australia, where they offered Vivid Sydney visitors photography tours, 
free printing, photographic shows, product demonstrations plus advice and help from 
photographic experts.

  INDEED (Australia) focused their activations on the Vivid Ideas program by embedding 
their experts as thought leaders in symposiums on the future of recruitment. They also 
created a ‘Virtual Career Mirror’ on the Vivid Light Walk using advanced imaging 
technology to allow visitors to ‘try on’ a new career and receive a photo that could be 
shared on social media.

  JAGUAR Automotive used their tagline the ‘Art of Performance’ to inspire a 3D 
mapped video projection that deconstructed, rotated, re-contextualised and generally 
manipulated the geometry of a Jaguar F-Pace SUV in a thrilling multi-media 
experience located in Martin Place.
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VIVID PARTNERS
(Cash and VIK)

Intel (6th year as a Vivid Partner)
Huawei (new in 2016)

VIVID 
SUPPORTERS
(Cash and VIK)

Canon (3rd year as a Vivid Supporter)
Indeed (2nd year as a Vivid Supporter)
Jaguar (new in 2016)
Coates (new in 2016 – previously a Vivid Collaborator)
Google (new in 2016)

VIK Supporters:
City of Sydney
Oracle Liquid
Sydney Harbour Foreshore Authority
Sydney Opera House
TDC (Technical Direction Company)
32 Hundred Lighting

VIVID 
COLLABORATORS
(Cash and VIK)

Transgrid (new in 2016)
Westfield (new in 2016)

VIK Collaborators:
22 collaborators (6 new in 2016)

VIVID PRECINCTS
(VIK funding of all 
installations & 
activations)

Australian National Maritime Museum
Darling Harbour Alliance (3rd Year)
Willoughby Council – Chatswood (2nd Year)
Central Park (2nd Year)
Royal Botanical Garden (new in 2016)
Taronga Zoo (new in 2016)
The Galeries (new in 2016)
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D) CRITICAL COMPONENT PROGRAMS 

VOLUNTEER PROGRAM
Sydney has an outstanding reputation for staging major events and has fostered a great 
tradition of volunteering. As Vivid Sydney has grown, the festival has become more reliant 
on the assistance of volunteers. Destination NSW invests considerable resources into the 
recruitment, training, team building and logistical management of its volunteer program.

In 2016, Vivid Sydney was assisted by 485 volunteers, who predominantly contributed 
their time to management of visitor enquiries, provision of information relating to light 
installations and artworks; general guest services; access and inclusion assistance, 
and provision of services to assist general coordination between operational teams. 

To ensure the best outcomes for the event, participants and the volunteers 
themselves, Destination NSW contracted volunteer management company, I Need 
Helpers to provide specialist assistance in the design and implementation of the 
program. A detailed volunteer management plan was prepared which covered all 
aspects of recruitment, communication, administration, safety, volunteer training, 
onsite management and post event acknowledgement. A special volunteer manual 
was produced and face-to-face training included special briefing sessions, team 
leader training and site inductions. Careful planning of shifts and personnel ensured 
volunteers were rotated through different roles and responsibilities. Volunteers were 
in regular communication with organisers (and each other) via newsletters, email, 
phone and a Facebook page.
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VOLUNTEER PROGRAM STATISTICS – VIVID SYDNEY 2016

  Total number of people who volunteered during Vivid Sydney 2016 – 485

  Total number of volunteer hours during Vivid Sydney 2016 - 10,126.5 hours

  Average number of shifts completed by volunteers - 3.7 shifts

  Total number of volunteer meal packs - 2,661 meals

  Youngest volunteer during Vivid 2016 - 18 years old

  Oldest volunteer during Vivid 2016 - 83 years old

  Number of photos and videos on Facebook Vivid Volunteers Group - 275

  Number of Volunteer Team Leaders – 50

  According to the national peak body for volunteering, Volunteering Australia, the 
current value for a volunteering hour is $27.45. Based on this rate and the number 
of hours worked by Vivid Sydney volunteers, their labour contribution to the event is 
valued at more than $277,972. However the volunteers also made other 
contributions to the success of the festival through their diligence, openness, 
empathy and enthusiasm.



D) CRITICAL COMPONENT PROGRAMS 

GREEN PROGRAM
In 2015, Destination NSW in conjunction with the Banksia Foundation (a well-
established not-for-profit organisation dedicated to working with industry and the 
community to achieve excellence in environmental sustainability), undertook an 
extensive review of Vivid Sydney’s environmental management performance. 
This review allowed Vivid Sydney to extend its sustainability initiatives in 2016, 
ensuring that as the event’s footprint grows, its impact on the environment 
continues to reduce.

Firstly, the NSW Government announced that in 2016 Vivid Sydney would continue its 
commitment to environmental sustainability by purchasing 100 per cent ‘GreenPower’, 
from accredited renewable energy generators, to offset all grid-connected electricity 
consumption for light installations and projections. In conjunction with this 
commitment, sustainability initiatives introduced in 2016 included undertaking 
important research to baseline the energy consumption and waste output of the 
fundamental elements of the event. This was achieved through a newly established 
working relationship with EarthCheck. EarthCheck is an international tourism and 
environmental management and advisory group founded by the Sustainable Tourism 
Cooperative Research Centre (STCRC). The EarthCheck team have a wealth of practical 
experience in corporate social responsibility, carbon reporting, environmental 
benchmarking, project feasibility studies, destination management, social and 
environmental planning, tourism events and risk management.

This year, Destination NSW also negotiated with partners, precincts venues and 
contactors regarding the take-up of improved practices for the 2016 event. 
Contractors and venues were already required to have responsible carbon 
management practises in place as part of their contractual agreements, but the 
additional 2016 initiatives have further lifted performance. 

Other Vivid Sydney 2016 sustainability initiatives included:

  A range of light sculptures and installations used energy efficient LED.

  Additional scheduling and promotion of public transport resulted in approximately 
half of all attendees to Vivid Light using public transport.

  Destination NSW reduced reliance on print collateral through use of electronic 
marketing, apps and ticketing for events. Any Vivid Sydney print collateral that was 
produced was printed in Australia on FSC 100% recycled paper where possible, 
using vegetable based inks and was certified carbon neutral.

  Each year Vivid Sydney purchases carbon offsets to mitigate the impact from 
international and domestic airline travel and accommodation for a range of its 
front-line artists across Vivid Light, Music and Ideas. The offsets are sourced 
through the Qantas Future Planet Partnerships from projects conserving native 
forests in regional NSW and providing critical habitat for local species.

  Comprehensive recycling practices in venues and precincts were applied to 
consumables including food and beverage packaging, decorations and giveaways. 
All had to be recyclable, compostable or reusable, and appropriate numbers of 
recycling bins were on site.

  All precinct and event partners had responsible carbon management and 
sustainability policies in place. As an example, the Sydney Opera House implemented 
detailed policies which extended to issuing artists and crews with reusable water 
bottles, which saved the disposal of an estimated 6,000 plastic water bottles 
throughout the festival. The Sydney Opera House also donated surplus food to recovery 
services such as OzHarvest whilst continuing their use of reachable rather than 
disposable batteries in wireless microphones across the site. As a new initiative, 
earlier this year a team of 50 Sydney Opera House Staff travelled to Varroville, 50 km 
south-west of Sydney, to plant almost 1,000 trees, which contributed to offsetting the 
490 tonnes of carbon emissions generated by 2015’s contemporary music program. 
These trees, which will become a biodiverse native forest, mean that the Opera House 
is not only reducing greenhouse gas emissions in the long-term, it is improving native 
vegetation in the Sydney region.
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Be the Light for the Wild at Taronga Zoo
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D) CRITICAL COMPONENT PROGRAMS 

EDUCATIONAL PROGRAM
Vivid Sydney celebrates and champions creativity and innovation: connecting 
audiences and creative professionals with world-class creators, makers and 
thinkers. Vivid Sydney shares cutting-edge insights and market and industry 
updates whilst building the tools and skills for the future. It is rapidly growing and 
establishing itself as the leading creative industries event in the world. 

In 2016 the Vivid Ideas program consisted of 183 events in 63 venues, presented by 
125 event owners with over 658 speakers. The emphasis is on practical, interactive 
and collaborative learning opportunities and exchange of ideas. The program 
includes many educational events that are multi-disciplinary in nature and explore 
eight key creative industry themes:

  Built Environment including architectural services, landscaping, building 
sustainability and town planning
  Communications/Audience Development including PR, advertising, marketing and media 
  Storytelling related to educational and professional development in digital publishing, 
radio and screen (television, film, electronic games and interactive entertainment) 
  Leadership & Entrepreneurship models and strategies to launch or develop a 
creative industry business or career
  Community & Social Impact explores digital approaches to engaging and 
empowering creative, local and diverse communities
  Creating & Making aims to give participants the tools skills and strategies vital for 
creative practitioners, producers and creators of all kinds
  Education focuses on fostering innovation and creativity in schools, the workplace 
and to support lifelong learning
  STEM (Science, Technology, Engineering and Maths) and STEAM (Science, 
Technology, Engineering, Arts and Maths) explores pathways to STEM and STEAM 
skills by encouraging creative collaborations across art, science and technology.

VIVID IDEAS PROGRAMS FOR PROFESSIONALS
More than 180 professional development and skills training programs events 
featured in this year’s festival program, with highlights including:

  REMIX Sydney – A summit of local and international culture and technology 
entrepreneurs featuring more than 70 creative pioneers from around the globe.

  Media Architecture Biennale 2016 – Brought together architects, designers, artists, 
academia and industry as a unique professional development opportunity to learn 
about media architecture and digital place making.

VIVID IDEAS PROGRAMS FOR SMALL TO MEDIUM ENTERPRISE (SME)
The Vivid Ideas program covered a wide range of creative industries issues and 
trends. Examples of the practical skills-based nature of the sessions included:

  MakerSpace & Co Present: A Week in the Workshop, which helped practitioners 
transform a product idea into a prototype – before takin the result into production. 
Specialist mentors assisted participants in producing metal, wood and ceramic 
objects in dedicated studio environments.

  VizbiPlus - Visualising the Future of Biomedicine, allowed graphic artists to learn 
from renowned medical illustrator, Bang Wong, as he discussed the visual 
strategies required to meet the challenges posed by the unprecedented scale, 
resolution, and variety of data in biomedical research.

VIVID IDEAS PROGRAMS FOR YOUTH
Highlights of the educational program for children and educators included a series of 
interactive workshops focused on creative education and development. Highlights 
from this program included:
  Creativity In Education: Engaging Creative Students In The Senior High School Years 
– Which brought together a series of arts educators to explore practical approaches 
to teaching creativity and innovation within schools. Inspiring the Next Generation of 
Creative, Entrepreneurial and Digital Women – A practical workshop aimed at 
breaking down gender stereotypes and inspiring girls to persue careers in science, 
technology, engineering and mathematics.

  Code in the Park – One of Australia’s largest learning events aimed to teach children, 
young adults and older enthusiasts the basics of coding. The program also included 
special Code Clinics for budding entrepreneurs looking to bring their creative vision or 
business ideas to life.

VIVID MUSIC
Sound Gardens – Vivid Music partnered the Sydney Conservatorium of Music 
(University of Sydney) where 47 musicians collaborated to create a festival of 
genre-breaking new music produced and composed by the best of the Sydney 
Conservatorium's home-grown composers. Curated by the institution’s Dr. Damien 
Ricketson BMus PGradCert RoyalConsHague PhD, Chair of Composition and Music 
Technology (Acting).

INTERNSHIP
In 2016 the opportunity for a tertiary student of Event Management to undertake a 
tailored placement was offered to a student of Australia’s leading institution for the 
arts and event industries, the National Institute of Dramatic Art (NIDA). The student 
was assigned the core project of coordinating the annual Media Launch event at 
Sydney’s Museum of Contemporary Art and Live Streamed to the internet.
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D) CRITICAL COMPONENT PROGRAMS 

CHILDREN’S PROGRAM
Families are a primary audience segment for Vivid Sydney as the city turns into a giant 
playground with special, innovative workshops and activities that are designed to inspire 
and enchant children and young adults. Examples of 2016 children’s events offered as 
part of the core Light, Music and Ideas programs included: 

VIVID LIGHT
 Be the Light for the Wild at Taronga Zoo – Vivid’s wildest precinct lit up with an 

illuminated trail that comprised 38 giant multimedia light sculptures featuring 10 
critically endangered species from Australia and Sumatra. Ranging from the 
magnificent Asian Elephant to the brightly-coloured Corroboree Frog Taronga Zoo’s 
sculptures delighted children of all ages and were among the largest and most 
technologically advanced lanterns ever to feature at Vivid Sydney.

 Sydney’s Hidden Stories at Customs House – This visual narrative was a Sydney-
specific fairy-tale featuring a cheeky blue-tongue lizard who brings a message of 
sustainability as he leads children on a journey through enchanted forests and bushland 
scenes with witches, snakes, cockatoos, gnomes and gumnut fairies in an awe-inspiring 
projection on the grand sandstone facade of Customs House.

 Dress Circle – A new take on architectural projection enabled children to add colour, 
light and patterns to the Circular Quay skyline using a 3D, touch-sensitive model – and 
to watch their creations light up Vivid Sydney in real-time. In 2016 Vivid Sydney took The 
Dress Circle to a new level with the Eastern side of the Sydney Harbour Bridge 
illuminated and fully interactive for the first time.

 WildLight - The Bio-Kinetic City – Families stepping off the bus or train at the pleasant 
suburban centre of Chatswood discovered a world of digital dinosaurs featuring three 
dimensional animations of prehistoric creatures. Another attraction was the 
Exoskeleton Encounter, which enabled kids to join in by taking control of mechanical 
dinosaur frames created by puppetry masters, Erth.

VIVID MUSIC
 Silent Disco – Kids aged 11 and over burnt off energy at Central Park by picking up a 

set of headphones and dancing to music that no-none but they could hear. Children 
were able to select their favourite music from a range of audio channels before hitting 
the dance floor for a fun night out with family and friends.

 Dress Up Attack! – This all-day mini-festival of family fun was geared towards children 
aged 2-8 and offered a collage of indie-rock performances, DJ sets, book readings and 
dress-ups, all hosted by popular children’s television personalities.

VIVID IDEAS
 Robowars – Robots big and small from all over Australia came to Vivid Sydney to battle 

it out in this one-day event. Built by hand from metal, power tools and remote-
controlled toy parts. The robots created a unique experience could be enjoyed by the 
whole family and served as a great way to start exploring the world of bot-building. 

 Creative Thinking & Inventing for Kids – involved a lively interactive session in which 
some of Australia’s youngest creative minds were guided through the processes of 
design and problem solving using methods developed by the Stanford School.

 Lumifold: Fold Your Own Paper Lamp - Using a technique called Origami Sekkei 
(mathematical paper folding), workshop participants received direct instruction and 
pre-scored paper to make a lamp illuminated with coloured LED lights. The project 
demonstrates how the Arts can encourage an understanding of Science, Technology, 
Engineering and Maths (STEM). A family-friendly event, this workshop was suitable for 
children 10 years and over.

 Feedback – Presented by Music NSW, Feedback is a music event for teens 
interested in working in the music industry. The program included discussions with 
musicians and industry practitioners, workshops to craft the perfect love song, plus 
opportunities for budding artists to make contact with key industry players while 
learning a few tricks of the trade.
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D) CRITICAL COMPONENT PROGRAMS 

FOOD & BEVERAGE PROGRAM
Vivid Sydney has seen Sydney’s restaurants, bars, cafes and hospitality businesses 
become attuned both to the creative inspirations offered by the festival, and to the 
enormous retail opportunities offered by the enthusiastic crowds. Over the 23 nights 
of Vivid Sydney’s hospitality retailers catered to the needs of hundreds of thousands 
of hungry festival-goers with Vivid-themed pop-up restaurants, serving colourful 
cocktails and street food, proving incredibly popular. 

Across the city bespoke art and music themed dining experiences were provided as 
stand-alone events or incorporated as a component of music performance and art 
exhibitions. Restaurants and cafes across Vivid Sydney’s 12 city precincts also enticed 
visitors with special value offers and Vivid themed dining and beverage options. 
Some highlights in 2016 included:

  The Sydney Opera House – The House venues extended the indigenous art themes 
projected onto its sails by offering traditional Aboriginal bush produce and flavours 
to amp up usual menus. As an example the Opera Bar featured a set of four 
shooters, flavoured with smoked macadamia nuts, juicy finger limes and native 
berries, paired with freshly shucked oysters.

  The Deep Purple Pool Hall – A ten-night only activation in the Northern Foyer of the 
Sydney Opera House Concert Hall. Part pool club and part Twin Peaks saloon, and 
bathed in purple light, the pop-up featured Mexican inspired menus and cocktails 
themed in hues of crimson, purple and pomegranate.

  The 8Bits+Bytes Pop-up – The main city plaza of Martin Place tapped into the 
long-raging debate over Sydney's best burger by staging a competition between six 
street-stall contenders. Against a high-tech background of food-themed digital 
displays, each stall presented specially designed menus including items such chilli 
burgers with umami sauce and pickle juice, or for sweet lovers, a tiramisu-inspired 
dessert burger. Members of the public, could vote via hashtag and eat their burgers 
while watching a 30-metre, interactive live action vintage TV scoreboard.

  THE NIGHT MARKET at Carriageworks – Showcased the top producers, chefs and 
winemakers from across Sydney and Regional NSW. This large scale immersive 
contemporary food and wine event delivered a tremendously exciting environment 
with more than 50 stalls presenting flaming dining options inspired by the theme of 
‘Cooking with Fire’. Carriageworks also developed a series of exclusive dinners, The 
Sydney Table designed and prepared by chefs and featuring some of Australia’s 
most exciting talents from the fields of, music, art and design. 

  Dawes Point Food Trucks – situated right under the lights of the Harbour Bridge 
and in full view of the Sydney Opera House, Sydney Food Trucks offered lively street 
food options from nine of the city’s best . With cuisine choices ranging from organic 
vegetarian to pork belly buns and German inspired gourmet sausages visitors were 
never short of choice in tis fantastic dining precinct. 

  Harbour, Lane Ways, Ferris Wheels and Islands – visitors could also choose to dine 
formally in unusual outdoor locations as they enjoyed the city spectacle. Many 
cruise boats (decked out with lighting installations) offered cocktail and dining 
cruises; 50 guests a night could also attend one of a series of formal three-course 
dinner parties staged in a ‘mystery’ laneway, the location only revealed through a 
series of clues. Other visitors took water taxis to the harbour island of Fort 
Dennison where they could view the illuminations from their tables situated along 
the walls of a colonial fort whilst some strong stomached visitors watched the 
action from Sydney’s harbourside amusement park Luna Park, where they could 
enjoy a three course menu served on board a gently rotating Ferris wheel.
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D) CRITICAL COMPONENT PROGRAMS 

ENTERTAINMENT PROGRAM
Vivid Sydney offers multiple forms of entertainment for diverse audiences including 
dance, music, theatre and choreographed lighting shows. There is a crossover 
factor at play with artists stepping beyond stage personas and performances to also 
entertain audiences through exhibitions, multi-media arts events and public talks.

VIVID MUSIC
Vivid Music 2016 delivered more than 227 shows at 31 venues throughout the city. Many 
were in unusual and intimate spaces and featured the latest staging technology, 
creating an immersive and multi-dimensional experience for audiences. In particular, 
the addition of Vivid Au Go Go, a program that, for the first time, ventured into 
avant-garde cabaret, music theatre and cutting-edge immersive theatre.

Highlights of the music program included:

  Vivid Live at the Sydney Opera House – A concert program of international acts across 
different genres including synth-pop legends New Order (who also performed a 
concert with the Sydney Chamber Orchestra), jazz great Wayne Shorter, indie folk band 
Bon Iver, jazz artist Ezperenza Spalding and the debut of a new work by Anohni (the 
artist known previously as Antony Hegarty of Antony and the Johnsons). 

  Vivid at Carriageworks – The edgy inner-city music, art and performance venue 
presented several different events featuring avant-garde artist Björk. These included 
two curated music events where she was the DJ, and a virtual reality exhibition entitled 
Björk Digital which presented seven 360 degree videos created by the artist to explore 
different musical themes and perspectives.

  Vivid at Café Del Mar – Featured an exclusive DJ performance by iconic pop artist, Boy 
George who performed before an audience of 600 gathered on the café’s rooftop 
terrace overlooking the illuminations, light shows and projections at Darling Harbour.

  Curve Ball – Fuzzy, the team behind some of Australia’s most iconic musical festivals, 
presented a seven-hour, a large scale installation comprising art and live music with 
performances by fresh international and local electronic artists across two massive 
stages at Carriageworks drawing 6,000 devotees.

  Models, Machinations and The Reels – ARIA Hall of fame inductees and 80’s chart 
toppers Models joined fellow charting band Machinations, alongside a stripped 
down version of Dave Mason’s The Reels, in a show especially created for Vivid 
Sydney. The sold-out performance merged technology and rock to showcase the 
influential New Wave movement of the late 70s and early 80s in Australia that 
blue-printed future sounds.
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VIVID IDEAS
Vivid Ideas offered a wide range of public programs that engaged and entertained 
through the ideas and expressions of major artists.

  The Game-Changers Talk Series – Headlined storytellers shaping the creative 
landscape including acclaimed director and producer Spike Jonze, House of Cards 
creator Beau Willimon; the creative force behind Orange is the New Black Jenji 
Kohan; and one of Australia’s most influential new creative talents, stylist and 
photographer Margaret Zhang.

VIVID LIGHT
As well as the renowned Light Walk, Vivid Sydney has given rise to ‘light 
performances’ where skill, expertise, technological marvels, complex narratives and 
sensory experiences are all presented within a lighting and multimedia context.

  Laser-Dragon Water-Theatre – An astonishing and technologically advanced 
incarnation of multimedia water theatre created by artists Oracle Liquid, the Presets, 
the Pulse and the Vivid Sydney Team. Featured four video-projected water-screens, 
fifty-six water fountains, twenty-two flame jets, and ten powerful lasers. The 
production also introduced a water-screen mounted on a 13m robotic arm. Floating 
high above Cockle Bay, arranged in snake-like coils, this moving water-screen 
assumed many forms, from ferocious dragons to dancing water nymphs.

  The Matter of Painting – The facade of the Museum of Contemporary Art Australia 
(MCA) featured a light performance created by Sydney artist Huseyin Sami in 
conjunction with the Paris-based artistic collective Danny Rose. Sami explored 
ideas associated with the material nature of paint and the process of ‘making art’. 
Danny Rose brilliantly captured Sami’s ‘performance’ by using a wide range of 
animation techniques, including three-dimensional animations, motion design, stop 
motion and edited video footage. Sound worked in synchronicity with the visuals to 
provide a multi-sensory, constantly morphing, contemporary art installation-
performance that utterly changed perceptions of the building’s architecture.



D) CRITICAL COMPONENT PROGRAMS 

COMMUNITY OUTREACH PROGRAM
SUPPORT FOR CHARITIES
Community Outreach programs associated with Vivid Sydney support a range of 
charities through high profile platforms and in 2016 were used in raising both 
awareness and funds for the following organisations:

  Taronga Zoo’s Endangered Species Program – for the first time Sydney’s Taronga Zoo 
became a Vivid Sydney precinct with an illuminated trail of spectacular light 
installations depicting endangered species ranging from mammals and marine life 
through to reptiles and insects. Many of the installations were interactive and were 
brought to life through advanced animatronics and included the Asian Elephant, 
Sumatran Tiger and the beautiful, brightly coloured Corroboree Frog. The aim was to 
raise awareness and support for Taronga’s efforts to create a shared future for wildlife 
and people. This was the only ticketed event for the Vivid Light program and all proceeds 
from the tens of thousands of tickets sold during the festival went directly to supporting 
the Zoo’s wildlife conservation efforts.

  The Aids Council of NSW (ACON) – recognising LGBTQI communities have specific 
health needs that are best met by community-based organisations with specialist 
knowledge and experience, particularly in relation to HIV, sexual health, discrimination 
and social isolation, Vivid Sydney provided ACON the platform to sell light up toys thus 
raising valuable funds towards providing information and services which support these 
specific needs of LGBTQI people and people with HIV.

  McGrath Foundation Mosaic – Vivid Sydney and the McGrath Foundation teamed up to 
encourage participation in an innovative light installation to create a message of support 
for those touched by breast cancer. People around Australia were invited to upload their 
photos and messages of support online and all photos were combined to create an 
inspiring mosaic image, which was projected onto the façade of the AMP Building at 
Circular Quay. The McGrath Foundation was established by Jane McGrath and her 
husband, Australian cricketer, Glen McGrath and has become one of Australia’s most 
respected charities, providing specialised assistance to women who have breast cancer. 

  The BIG Anxiety Project - A team of arts and mental health experts hosted a major 
interactive event exploring anxiety: how it feels, how to manage it, and what can be 
done to reduce it. The team used live online surveys and social media feeds to 
generate live infographics visualizing emerging themes and connections.

ADVOCACY
Vivid Sydney through its festival event program and the policies which guide its 
implementation delivers very strong advocacy for better communities through 
sustainable energy and water use, access & inclusion, urban design, education and 
encouragement of the arts. Examples of advocacy events in 2016 included:

  Carnival of the Bold 2016 – Six artists lead the ranks on the quest for social change 
with works highlighting cultural awareness, Indigenous rights, freedom of speech, 
social justice, gender equality, diversity and racism. Carnival of the Bold showcased 
a mix of talks and performances that captivated, challenged and inspired audiences 
and also connected them with others who care about a better world. 

  Fashion – As part of Vivid Ideas focus on Community & Social Impact two key 
fashion sessions were widely attended. The first focused on the pollution and 
human rights violations associated with the fashion industry and outlined strategies 
to assist the buying public and industry leaders to unpack these complex 
environmental and ethical issues. The second session examined the fashion image 
associated with women’s bodies and suggested ways in which images could be 
modified to empower women.

  Creative Conferences – across the city a wide range of conferences and events 
focused on issues associated with shaping exciting, sustainable, liveable cities and 
building innovative ethical businesses. Major events included the Media 
Architecture Biennale, the Smart Cities and Urban Innovation Symposium; 
Design for Social Innovation, a one-day symposium using new approaches to 
tackle Australia’s aging population, and the Sunrise conference that focused on 
founding business start-ups.

ORLANDO 
The shocking news about the Orlando massacre in the US, in which 49 people died, 
following an attack on a LGBTQI nightclub prompted a heartfelt show of solidarity 
from the people of Sydney. As large groups kept vigil on the night after the massacre, 
support for the victims and the world’s LGBTQI community was expressed through 
the lighting of the Sydney Harbour Bridge in the universal colours of the LGBTQI 
rainbow pride flag; the Sydney Town Hall was illuminated in pink light and the 
rainbow flag was flown at half-mast.
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MERCHANDISE PROGRAM
Destination NSW does not operate a branded merchandising program for the Vivid 
Sydney festival, however it supports charitable organisations to raise funds for their 
programs by permitting them to sell independent merchandise such as glow sticks 
and light merchandise at the event. In 2016 such organisations included:

  The Aids Council of NSW (ACON) – a New South Wales based health promotion 
organisation specialising in HIV prevention, support and lesbian, gay, bisexual, 
transgender and intersex (LGBTI) health – www.acon.org.au

  The Starlight Foundation – whose mission is to brighten the lives of seriously ill 
children and their families – www.starlight.org.au
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D) CRITICAL COMPONENT PROGRAMS 

EMERGENCY PREPAREDNESS PROGRAM
WEATHERING THE STORM
In 2016 the emergency preparedness plan for Vivid Sydney was tested when the city 
underwent an extreme weather event. Over the weekend of 4-5 June Vivid Sydney 
battened down for category two cyclonic winds, massive seas, driving rains, uprooted 
trees and widespread flooding and power outages.

The storm was the result of an intense low-pressure system that affected the entire 
East Coast of NSW – the first time in 30-years such an extreme weather event had 
impacted the state. Threats to public and worker safety prompted the Vivid Sydney 
event team to cancel the majority of light installations across the event footprint – 
although they were able to retain some projections, including those on the sails of 
Sydney Opera House throughout the weekend.

Teams of plumbers, electricians, riggers, engineers, carpenters, venue 
management, road, rail, police and traffic controllers were deployed to provide 
continual monitoring of the event footprint and ensure that event locations were safe. 
This was backed by an extensive crisis communication program that facilitated the 
transfer of accurate and up-to-date information between the emergency response 
teams and also kept city authorities and the public informed.

This prompt and effective action prevented any negative outcomes, whilst also 
keeping the event footprint a safe and secure place for staff and visitors. 

Following the storm the majority of event programs were up and running within 
hours while visitor favourites at the Royal Botanic Garden needed additional time, to 
return to full swing, as part of the plans to protect this national treasure, in its 
Bi-Centennial year.

VIVID SYDNEY RISK MANAGEMENT FRAMEWORK
Despite its severity, the extreme weather crisis had been anticipated as part of Vivid 
Sydney’s detailed event risk management framework; which covers all policy and 
operational aspects of staging this major, public outdoor event – including 
emergency preparedness and public safety.

The risk management framework was developed by a highly experienced risk-
management company, Assert Risk, Assure Safety – part of the ACES Group with 
significant input from the 30 NSW government and non-government agencies 
involved in the NSW Events Operations Group (EOG). This group is convened by the 
NSW Department of Premier and Cabinet as a whole-of-government coordination 
body for major events.

Vivid Sydney’s detailed risk management plan covers an array of potential risks and 
associated mitigation strategies. Risk identification ranged from major security risks 
and terrorist alerts, to issues associated with crowd and traffic management, 
technical malfunctions, street crime, food contamination, accidents, lost children, 
and extreme weather events.

Throughout the duration of the festival, the EOG operated a Joint or Government 
Coordination Centre (JOC/GCC) that daily assembled key decision makers from 
agencies such as NSW Police, NSW Ambulance, precinct landowners and event 
venues. Supporting them on the ground were security and tactical response teams, 
which could move into action in the event of any emergency.

The JOC/GCC maintained regular contact with event staff across all Vivid Sydney 
precincts and venues. Staff monitored and reported information about crowd 
numbers and any issues (e.g. accidents, falls, crime) to the JOC/GCC, so that 
decisions could be made quickly and any further risks could be prevented.

For example, when crowd numbers were growing too quickly in the Circular Quay 
precinct, the GCC was able to proactively implement measures to filter crowds off 
trains approaching the precinct and direct them instead to a less busy precinct to 
alleviate risks associated with over-crowding.

After the event, detailed analysis of what had occurred during the 23 days of the 
festival (including all actions associated with the 2-day storm and its aftermath) 
provided insights that will be incorporated into the risk management framework and 
emergency preparedness for Vivid Sydney 2017.
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The sheer scale of Vivid Sydney presents challenges for people with a disability, mobility 
and sensory requirements, the eldery or young families with children in prams. No 
matter how big Vivid Sydney becomes, it remains safe, accessible and inclusive for all. 
In 2016 more than 10,000 people requiring mobility assistance and 95,000 infants in 
prams attended. 80 pre-booked mini buses used the accessible drop off and parking 
options for 1,219 people.

The event team included an Access & Inclusion (A&I) Coordinator who worked across 
all areas of the festival planning and operations to implement measures that 
assisted visitors to experience the festival and undertook extensive consultation with 
A&I advocates and community groups. 

FESTIVAL PROGRAM
  Many of the Light Walk installations provided a range of sensory, tactile, auditory and 
visual interactivity options. Guests could move around, through and on certain 
installations to activate functions. Many installations also offered ramp access.

  Initiatives were implemented to offer a holistic ‘door-to-door’ experience of the Light 
Walk. Initiatives included ramps, seating options, accessible viewing areas, clear 
pathways, clear signage and accessible services and facilities.

  32 of the Light Walk installations were professionally audio described; these were 
accessed from the Vivid Sydney website and noted on the accessibility map.

  The Sydney Opera House also offered a special ‘Lighting of Sails’ audio-described Tour 
for vision-impaired guests. The tour catered for visitors who are blind or have low 
vision and offered a live visual description of the images projected onto the Sydney 
Opera House sails.

  Auslan (Australian Sign Language) interpreters for hearing-impaired guests were 
available for all three Vivid Ideas ‘Game Changer’ major events.

VIVID SYDNEY WEBSITE AND TOOLS
  The Vivid Sydney website featured functions to increase text size and contrast. Over 70 
installations were enabled with text-to-talk functionality via screen readers and 
smartphone accessibility voiceover tools.

  A dedicated access and inclusion web page consolidated event information for ease of 
use. Guests could also download an accessibility map in PDF format that showed 
viewing areas, drop-off zones, transport, accessible parking areas, information booths 
and accessible toilet facilities.

E) SPECIAL PROGRAMS 

ACCESS AND INCLUSION PROGRAM

2. Additional Requirements / Vivid Sydney 201631

CUSTOMER SERVICE
  Customer service email and phone hotlines provided service and advice during 
business and after hours specifically for accessible needs guests who could not use 
the internet or needed additional assistance in gathering information such as 
wheelchair hire, accommodation, Wheelchair Accessible Taxi Service (WATs), tours 
and general tourism.

  Accessible information booths were clearly signed and A3 accessibility maps and guide 
dog water bowls with water were also available. 

  To enhance the visitor experience, pre-booked mini-bus parking was provided nearby 
accessible viewing areas where dedicated Vivid personnel and volunteers met guests 
and presented a wide range of Vivid light activations using tablet technology.

  Directional and information access signage for people using wheelchairs was 
positioned to identify viewing areas, drop-off zones, ramp access, accessible entry 
points, pathways and accessible facilities.

VENUES
  An accessible venue audit was completed to identify Vivid Music and Vivid Ideas venues 
that offered accessible facilities such as venue website information, ramps, lifts, clear 
pathways, signage, toilets, wide doorways, seating options, dance floors, and hearing 
loop technology. 

  Information about Vivid Music and Vivid Ideas venues and their accessible services 
accompanied ticketing information and most ticketed events participated in the 
Companion Card scheme allowing free entry for accompanying friends, family and carers.
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Sydney Opera House





3. SUPPORTING MATERIALS
A) PROMOTIONAL / MARKETING CAMPAIGN & MEDIA OUTREACH

Vivid Sydney Souvenir Edition Newspaper Magazine

3. Supporting Materials / Vivid Sydney 201635
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A) PROMOTIONAL / MARKETING CAMPAIGN & MEDIA OUTREACH

Vivid Sydney Z-Card Map

Map folds to pocket size

3. Supporting Materials / Vivid Sydney 201637



Vivid Sydney Street Banners
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Vivid Sydney 
Wayfinders
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A) PROMOTIONAL / MARKETING CAMPAIGN & MEDIA OUTREACH

Vivid Sydney Retail Activation

3. Supporting Materials / Vivid Sydney 2016



A) PROMOTIONAL / MARKETING CAMPAIGN & MEDIA OUTREACH

Vivid Sydney Trams in Melbourne

3. Supporting Materials / Vivid Sydney 201641



Vivid Sydney Digital Billboards in Melbourne

42





B) WEBSITE / SOCIAL MEDIA / MULTI MEDIA PROGRAM / CAMPAIGN 

3. Supporting Materials / Vivid Sydney 2016 44

2.26 million
54,600

61,600

VISITS TO VIVIDSYDNEY.COM

TWITTER FOLLOWERS

INSTAGRAM FOLLOWERS

437,000
FACEBOOK FOLLOWERS

88,000
VIVID SYDNEY APP

DOWNLOADS



Vivid Sydney 2016 Master Brand Assets & Guidelines | 4

Vivid Sydney Logo - Horizontal 
Tagline, Locator & Dates

Vivid Sydney Logo - Horizontal 
Tagline & Locator

VIVID_MASTER_BLUE_HOR_DATES VIVID_MASTER_BLUE_HOR_LMI

Location of asset file in toolkit:

ASSETS \ LOGOS \ VIVID

VIVID SYDNEY 
COLOUR LOGOS

When appearing on 
photography, the Vivid 
Sydney logo should only 
be applied to sections of 
images that allow the logo 
to stand out. Background 
colours should be minimal 
and should not detract 
from the logo.

Both the logo and the 
framing devices have been 
trademarked and the TM 
must be used on these 
elements at all times.

Vivid Sydney Logo - Vertical 
Tagline, Locator & Dates

Vivid Sydney Logo - Vertical 
Tagline & Locator

VIVID_MASTER_BLUE_VERT_DATES VIVID_MASTER_BLUE_VERT_LMI

VIVID SYDNEY BRAND & LOGOS

Vivid Sydney 2016 Master Brand Assets & Guidelines | A

VIVID SYDNEY 2016
MASTER BRAND ASSETS & GUIDELINES
AS AT FEBRUARY 2016

Vivid Sydney is owned, managed and produced by Destination NSW on behalf of the NSW Government. All rights reserved.

C) OVERALL SPONSORSHIP PROGRAM 

3. Supporting Materials / Vivid Sydney 201645

Vivid Sydney Brand Assets & Guidelines
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IMAGERY ASSETS

IMAGERY

The images shown on this page 
are examples of the range of 
visual representation of Vivid 
Sydney. All images used will need 
to be approved by Destination 
NSW and credited appropriately. 
When selecting imagery, make 
sure there is a clear sense of:

Place 
Iconic Sydney architecture 
and spaces should be clearly 
captured

People 
Show people and movement, 
giving a sense of energy and 
excitement

Scale and angle 
Give a feeling of grandeur and 
importance to the event

Uniqueness 
Vivid Sydney is a unique 
event, and so the promotional 
photography should feature 
unique and artistic qualities

Image and video access 
Image and video footage can be 
accessed via the Destination NSW 
image library: 
images.destinationnsw.com.au
or the Vivid Sydney Media Centre:  
vividsydney.com/media-centre

Examples only

Vivid Sydney 2016 Master Brand Assets & Guidelines | 10

VIVID COLOURS

The primary colour for 
Vivid Sydney is black. 
Reflecting a night sky, this 
colour should be used for 
background applications. 

The blue and pink can be 
used as highlight colours. 
Only use them for text or 
graphic elements.

COLOURS

Text/highlight colourText/highlight colour

PMS 312
c94 m0 y11 k0
r0 g175 b219

PMS Process Magenta
c0 m100 y0 k0
r236 g0 b140

Background colour

PMS 5255
c67 m60 y0 k83
r23 g20 b57

Alternate background colour

PMS Process Black
c30 m30 y30 k100
r0 g0 b0
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D) CRITICAL COMPONENT PROGRAMS 

Vivid Sydney Music Guide
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Vivid Sydney Ideas Guide
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D) CRITICAL COMPONENT PROGRAMS 

Vivid Sydney Road Closures and Clearways Map
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E) SPECIAL PROGRAMS 
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41
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38
42 37Light Installations  17 3 4344

45 36
35

01  Songlines (Sydney Opera 30  OSMOSE 46
Sails)House 31  Vision^(reflection) 

02  Flurry 32  Light Totem 47 34
03  In the Frame 33

32
33  Horizon 48

50 49
17

3104  Dress Circle Control 51 0134  Vastitude 
30 2905  The 4th State 35  Attune 

06  U-Tube 36  Sweep 
1 07  Spectrum 37  Silent Island 22 0208  Tree Hugger 38  EORA - The Land 23 27

26 28
09  McGrath Foundation 39  Sydney Harbour Bridge 5921Mosaic 03 5840  Underfoot 602010  Sydney Hidden Stories 
 (Customs House) 

2441  Infinity Box 
0425 6142  Scales of Production

11  Extrude 17 0543  Elantica 18 19 6412  DNA 
0644  Shadow Wall

13  Mondrian Cube 
45  Underwater Forest

14  I LOVE YOU 0716
46  Wormhole Galaxy

15  Light Rocket 
47  Tri.os

16  The Matter of Painting (MCA)) d148 Momentum
17  You Spin me Right  14

49  UNFURLII 0815 13Round (3 locations) 
18  Human Touch 50  Exterminia 

19  Vein 51  CATCH – A Fish Tale 1112
1 0920  Tectonic 52  Les Danseuses 

21  Lightshows - 60’s 53  Electric Jellyfish 
to now 54  Mountain of Light 

22  Plecstrum 55  8Bits+8Bytes 
23  DODECA 56  Fountain 
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T1 
52

24  Sound Bubble 57  Geometrics 
25  Spice Winds 58  Rainbow Dancers 53
26  Impossible Voyage  59  Waratah Totem Gates 
 (Cadmans Cottage) 60  Electric Garden 
27  Laser Oscilloscope 61  Cathedral of Light 
28  Participation+ 62  Synthesis 
29  PTOLEMi 63  Sentiment Cocoon 

64  Will O’ the Wisps 

Audio Descriptions – These light installations or locations 
feature an Audio Description which can be accessed on the 
respective light installation page on vividsydney.com/light 

Text to talk - All Vivid Sydney light installations on this 
map offer text to talk functionality. People may listen to a 
description of each light installation on the respective light 
installation page at vividsydney.com/light using their screen 
reader or smartphone device. 
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VIVID PARTNER & SUPPORTER ACTIVATIONS 
Vivid Partners 

1 Sound Cells 1 New Reality Viewing Platform 

1 

122 Eyes on the Harbour 

3 Harbour Lights HYDE PARK 

Vivid Supporters 

Canon (Headquarters) d1 Virtual Career Mirror 

C Canon Memory Frame 

1 The Art of Performance 

Vivid Collaborator 

T1 The Con in a New Light1 Enchanted Forest 
(Only 27, 28, 29 May)

2 True Life 

MAP KEY  
Street Gradient (easy) Street Gradient (moderate) Street Gradient (steep) Accessible Viewing Area Info Booth Light Features 

Train Station Ferry Wharf Bus Station Accessible Public Toilets Accessible Taxi Rank Accessible Drop Off Zone 
(Vehicles with Mobility Parking permits ONLY) 

Destination NSW makes every effort to ensure Vivid Sydney is accessible and inclusive to everyone. 
For more information on Access & Inclusion for Vivid Sydney and other Vivid Precincts visit vividsydney.com/accessibility  

For transport information please visit vividsydney.com/transport  
Please note: Locations and audio descriptions are correct at time of printing, but should be used as a guide only and are subject to change. Apple and the Apple logo are trademarks of Apple Inc., registered in the U.S. and other countries. App Store is a service mark of Apple Inc. 
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4. SUPPORTING QUESTIONS 
A)  WHAT DID YOU DO TO UPDATE / CHANGE THE EVENT FROM THE YEAR 

BEFORE? WERE YOUR UPDATES / CHANGES SUCCESSFUL?
In 2016, there were two significant changes to the festival:

  The festival program was extended by five nights to a total of 23 nights
  The footprint of the festival grew to cover more than 12 city precincts

FESTIVAL DURATION
In 2016 Vivid Sydney reached a significant milestone when the NSW Government 
announced that the festival would be extended for an additional five nights. The 
extended duration was introduced after close analysis of the 2015 festival impacts on 
business, attendance, venue ticket sales and tourism growth. This showed that the 
festival’s escalating popularity (1.7 million visitors in 2015) and positive impact on 
business ($63.2 million in visitor expenditure) would support the extra nights and 
generate strong additional benefits to the local visitor economy.

The extension of the event proved to be extremely successful in terms of attendance and 
program content. The additional days encouraged more people to attend, helped spread 
the extremely enthusiastic crowds over a greater period, and enabled the festival to 
develop high-profile new content-programing over four weekends including the Queen’s 
Birthday public holiday weekend. The extra days, plus the attractive additional content, 
also helped reinforce repeat visitation to the event. This kept the festival offering very 
fresh with many new options available to entice people of all ages.

The festival also presented a wider timeframe over which Visit Sydney travel 
packages could be offered to international and interstate visitor markets. This not 
only enabled growth in visitor numbers but encouraged longer length of stay and 
cross promotion of Vivid with other coinciding winter events. 

For local businesses the extended night time trading environment was a major win 
with indicative reports indicating that weekly business transactions were consistent 
with those of 2015.

FESTIVAL FOOTPRINT
When the festival was first staged in 2009 it was largely contained to the harbourside 
Rocks and Circular Quay precincts. In 2016 the number of precincts on the festival 
footprint increased to 12 including three new precincts, The Royal Botantic Garden, 
Taronga Zoo and its first indoor precinct The Galeries a retail, fashion and lifestyle 

hub in the central business district. The enhancement of the festival footprint made 
the event more accessible to larger visitor numbers. By diversifying program events 
and crowd traffic across the city, the festival was able to reach more people and also 
involve more local businesses, venues and communities. 

The popularity of the Royal Botantic Garden precinct helped to relieve crowd 
pressure around the harbour which could, potentially have been affected by extensive 
building and road closures associated with major city infrastructure construction, 
including the new light rail being built along the main city artery of George St. 
Taronga Zoo received a major benefit with tens of thousands of visitors contributing 
to their endangered species program through ticket sales.



B)  PLEASE PROVIDE MEASURABLE RESULTS/EXAMPLES  
FOR QUESTION (A).

EVENT IMPACT
  The additional five nights of the festival assisted in growing attendance by 35 per 
cent and attracted more than 2.3 million attendees.

  In 2016 more than 88,300 domestic and international Vivid Sydney travel packages 
were sold, including 17,000 packages to China alone.

  International travel packages increased from 26,242 in 2015 to 44,155 in 2016, an 
increase of 68.3 per cent.

  International visitor attendance from other markets also grew strongly reflected in 
a 20 per cent increase in packages from Korea, a 242 per cent increase from 
Singapore and growth of 126 per cent from the US market.

  More than 54,000 people attended Vivid Ideas where ticket sales for business events 
in particular in this year’s program increased by 40 per cent over the previous year 
– increasing from 27,000 in 2015 to more than 38,000 in 2016, demonstrating both 
the relevance and appeal of the program to diverse professional audiences.

  The Vivid Music program saw the overall number of tickets sold jumping from 
90,000 in 2015 to 132,000 in 2016. The size and length of the festival program 
provided a major winter boost to live music venues and provided employment to 
hundreds of musicians and bands.

C)  WHAT MAKES THE EVENT STAND OUT AS AN  
INTERNATIONALLY RECOGNISED EVENT?

THE DISTINCTIVE IDENTITY OF VIVID SYDNEY
  Vivid Sydney is the only international festival of its kind to combine major public 
and industry facing programs related to Light, Music and Ideas. Its distinctive 
interpretative approach for all events is the interaction of cutting edge technology, 
creativity and innovation. The style of all festival events is fresh, contemporary (in 
some instances futuristic) and original. 

  The festival is one of the world’s largest – the sheer scale and diversity of Vivid 
Sydney have made it a stand-out on international event calendars and it is also 
recognised for its state-of- the-art content and staging approach. The program 
hosts major international performers and influencers but it is also increasingly 
exporting locally developed content to other arts festivals around the world.

THE EVENT IS INTERNATIONAL
  Vivid Sydney generates extensive global media coverage in international markets; 2016 
figures were still being compiled at the time this entry was being prepared but in 2015 
more than 4.2 billion people were reached globally with more than 20,000 media items 
generated. In 2016 more than 2.26 million visitors to the vividsydney.com website.

  Vivid Sydney attracts strong international visitation – in 2015 over 112,000 visitors 
came to Sydney or extended their stay specifically to attend the festival. In total the 
festival attracted over 39,700 international visitors staying overnight, delivering a 
total of 146,200 visitor nights to NSW. As the total festival attendance has increased 
by 35.4% in 2016 and the number of international packages sold has also increased 
across all markets, it is anticipated that Vivid Sydney will deliver even stronger 
international visitation this year. 

  Vivid Sydney has enhanced Sydney’s global brand identity – the festival has added 
cultural appeal together with new and compelling associations; images of the city’s 
icons, lit by dramatic projections have increasingly become the expression of the 
contemporary creative and innovative identity that Sydney wishes to project to the world.

EVENT EXPERIENCE
  The festival is Australia’s largest in terms of geographic footprint, attendance and 
number of events. The city in winter is exciting, alive and buzzing.

  The experience of the festival is transformative: 

 –  City spaces and structures are imaginatively transformed through the beauty of 
light and the inspiring capabilities of advanced technology

 –  Audiences are offered new multi-sensory ways of experiencing art and music 
performance in a variety of venues and settings

 –  Professionals are inspired by the practical and creative applications of 
technological advancement across complementary creative industries ranging 
from advertising to architecture, urban design and film production.

EVENT APPROACH
  The festival is inclusive – 90 per cent of events are free; the event is easily 
accessible to people of all ages and ability; it extends through many parts of the city.

  The festival is interactive – attendees can play with, program and change lighting 
projections on icons such as the Sydney Harbour Bridge; participate in 
performances; share ideas and engage through practical workshops/events.

  The festival content is collaborative – e.g. Light artists work in teams with 
engineers, and ‘soundscape’ audio specialists; musicians from different genres 
perform together; professionals from one industry explore interactions with those 
in other industries e.g. educators with interactive text book publishers, 
or biology students with design students and engineering students in their 
3D-printing workshops.
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D)  WHY SHOULD THE EVENT WIN THE IFEA / 
HAAS & WILKERSON GRAND PINNACLE AWARD

Vivid Sydney in less than eight years has gone from start-up to the largest festival 
of its kind in the world. Its extraordinary growth trajectory has seen an audience of 
225,000 in its first year increase to 2.3 million in 2016, which is an indication of how 
far and how quickly its audiences have embraced the festival.

Vivid Sydney is also a model of event management – reflecting the diligence, 
professionalism and ceaseless commitment to quality that is reflective, in general, 
of the Australian events industry. It delivers a very fresh and interactive format – 
and, in fact, an entirely new event paradigm – in keeping with the principles 
ofmodern audience engagement, and remains true to its commitment of delivering 
economic, cultural and community benefits to the people of NSW.

Above all, Vivid Sydney has captured its audience’s imagination in a way that 
promises to keep it fresh, surprising and hyper-relevant year after year; its 
perennial themes of creativity and innovation encapsulated in one its more striking 
strap-lines: “At Vivid Sydney you’ll see tomorrow, today…” – something we are all 
seeking: a confident, prescient and inspiring insight into how creativity and 
innovation, art and technology, will help humanity address the big issues facing the 
planet we all share.
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