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1. OVERVIEW INFORMATION
A) INTRODUCTION AND DESCRIPTION OF VIVID SYDNEY
Vivid Sydney ran for 23 nights from 26 May to 17 June 2017. Vivid Sydney is the 
largest festival of its kind in the world, transforming Sydney into a night time 
wonderland with innovative light installations, grand-scale illuminations  
and projections.

Now in its ninth year, the annual event has welcomed visitors from around the 
world, transforming what is traditionally a quiet visitor period into one of the 
year’s busiest.

Vivid Sydney brings art, technology and commerce together through its spectacular 
program of Light, Music and Ideas, positioning Sydney as the creative hub of the 
Asia Pacific.

Vivid Sydney is owned, managed and produced by Destination NSW, the NSW 
Government’s tourism and major events agency.

B) DESCRIPTION, PURPOSE AND OBJECTIVE OF SOCIAL MEDIA CAMPAIGN
The Vivid Sydney 2017 Social Media Campaign was implemented across Facebook, 
Instagram and Snapchat using a combination of impactful, engaging placements.  The 
primary purpose was to generate awareness of the event and key program highlights, as 
well as highly optimised formats to drive website visitation, leads to event owners to 
increase purchase volume of ticketed events and downloads and interaction with the 
mobile app.

The objectives of the social media campaign were to:

  Promote awareness of Vivid Sydney and highlight aspects of the program to drive 
intention to visit

  Increase volume of ticketed sales to Vivid Music and Ideas via conversion of Vivid 
Light attendees

  Increase total events attended by targeted event attendee prospects

  Drive digital visits, leads and conversions across website and mobile app

To achieve this, the following social media key performance indicators (KPIs) were set:

  87,985 website visits to www.vividsydney.com

  2,533 leads to industry and events  from www.vividsydney.com

  7,800 installs of the Vivid Sydney App across Android and iOs devices

  Average 1 minute dwell time within the Facebook Canvas format

  0.90-1.70 million Snapchat Sponsored Lens impressions
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C) SOCIAL MEDIA PLATFORMS USED
 Facebook
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 Snapchat
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 Instagram 
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 Twitter



D) SOCIAL ADVERTISING USED (PAID)
 Facebook Page Post Link Ad (PPLA)

 Facebook App Install

 Snapchat Sponsored Lens

 Snapchat Sponsored Geofilters

 Instagram 
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Vivid Sydney seeks to create great 
consumer experiences, inclusive of all 
target audiences. Vivid Sydney includes a 
broad spectrum of attendees and ages 
from eight to eighty. 

Key audiences:  
Primary: 

  Couples: younger couples (18-30) 
attending with friends, and 45-54 year old 
couples (spend more, stay longer, the 
largest audience visiting from 7-11pm)

Secondary: 

   Families: attending Vivid Sydney between  
 5-7pm on weekends, and tend to visit the  
 event once 

Key source markets: 
In 2017, due to awareness of Vivid Sydney 
being well established amongst 
Sydneysiders, media spend in Regional 
New South Wales (NSW) and key interstate 
source markets was increased. 

   Sydney and NSW (primarily the Sydney   
 Surrounds, South Coast and Central  
 Coast regions) 

   Queensland (QLD), Victoria (VIC) and   
 Australian Capital Territory (ACT) 

Audience insights: 
  Vivid Ideas target audience: The Vivid 
Ideas audience is slightly different to the 
main Vivid Sydney audience due to the 
targeted event content.

    56% female, 44% male

    Key age group 25-34 years

   Key interstate source markets are VIC 
and QLD

   Key interests industries: creative, 
design, advertising, fashion, 
architecture, entrepreneurship, start up 
business, film, tv etc. 

  Vivid Music target audience: general 
music lovers and concert goer’s audience, 
aligned to specific genres featured as part 
of the 2017 Music Program. 

08

E) TARGET AUDIENCE FOR SOCIAL MEDIA CAMPAIGN



F) EDITORIAL CALENDAR AND  
TIMELINE FOR CAMPAIGN
Due to the specific nature of event messaging and 
target audiences, content was categorised by the 
three main pillars of Vivid Sydney: Light, Music, 
Ideas.  In addition, there were specific events 
within each pillar that required their own specific 
event messaging, each with a respective budget 
and KPI. Audience insights and interests based on 
program features were taken into consideration in 
order to deliver the most relevant messaging to 
the target audiences.

The campaign created highly-engaging and 
enhanced social content across multiple 
geographic precincts and genres aligning to the 
pillars of Light, Music & Ideas. Light and specific 
event messaging focused on boosting awareness 
of Vivid Sydney whereas Music and Ideas 
messaging specifically drove ticket sales for 
these program events.

Based on 2016 research, it was found that people 
in Sydney and Regional NSW have a high 
baseline awareness of the event (98% 
awareness). However, outside of Sydney & NSW, 
awaress of the event drops down to 68%.  
Combined with key booking periods for interstate 
markets (requiring long lead awareness to drive 
consideration), a phased approach was 
implemented. The first 8 weeks of campaign 
activity focused on interstate and Regional NSW 
markets only to align to travel planning windows. 
Sydney source market was introduced 4 weeks 
out from event launch to give the local market a 
‘nudge’ and prompt trip planning, as well as to 
continue to drive ticket sales.

The campaign launched on 14 March 2017 and 
culminated in an intensive in-market period 
during the 23 days of Vivid Sydney, managing paid 
social media scheduling and optimisations based 
on ad performance and ticket sales volumes. 
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G) EXAMPLES OF HASHTAGS, CONTENTS, POLLS & QUIZZES ETC USED DURING CAMPAIGN
#vividsydney

#vividideas

#vividmusic

https://www.vividsydney.com/social
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H) ADDITIONAL MEDIA EXPOSURE 
RECEIVED FROM SOCIAL MEDIA CAMPAIGN
Vivid Sydney’s comprehensive Social Media 
Campaign generated an extraordinary level of 
engagement across social media.

The campaign also generated publicity for the 
event via a targeted media release issued by 
Destination NSW that focused on experiencing 
Vivid Sydney on digital devices. The media 
release (Appendix A) highlighted the customised 
Vivid Sydney Snapchat lens and geofilters, 
curated Spotify playlist, Facebook live streams, 
as well as the improved smartphone app  
and website.

The Vivid Sydney channels generated 577 posts 
across its Facebook, Instagram and Twitter 
channels.  This resulted in a reach of over 390 
million people via #vividsydney - a clear 
testimony to the enormous additional media 
coverage that the campaign generated. Many of 
these additional post shares and re-tweets were 
produced by key industry bodies such as Tourism 
Australia, Vivid Sydney sponsors (such as Canon, 
Ford, Huawei and American Express) as well as 
key influencers such as Lauren Bath, Daniel Tran 
and Richard Hirst.



Event attendance figures for Vivid Sydney 
2017 were not available prior to the date of 
the submission.  However, early indications 
are that the event will deliver in excess of 2 
million visitors into Sydney specifically for 
Vivid Sydney.

In addition, the following digital and  
social media results were delivered for  
the campaign:

Website

More than 2.02 million visitors to the Vivid 
Sydney website

More than 158,000 leads to industry

Over 26,000 guides were downloaded from 
the website

Social Media

Vivid Sydney Facebook reached over 57.5 
million people during the event (a 37% 
growth YoY)

57 Vivid Sydney Facebook videos generated 
2.8 million total video views

577 posts were generated on Vivid Sydney’s 
Facebook, Instagram and Twitter channels

Vivid Sydney content reached 390 million 
people via #vividsydney; 11 million people 
via #vividideas; and 2.6 million people via 
#vividmusic

The Vivid Sydney social team responded to 
and engaged with over 1,900 comments & 
messages during the event

App

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

Over 59,000 new downloads of the Vivid 
Sydney App

Over 399,000 items added to My Vivid via  
the App

Almost 58,000 beacon audio files were 
played via the App.
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I) ESTIMATE OF REVENUE AND/OR ATTENDANCE INCREASE AS A RESULT OF 
SOCIAL MEDIA CAMPAIGN
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J) ANALYTICS OVERVIEW (LISTING 
DEMOGRAPHICS, IMPRESSIONS, 
SHARES, MENTIONS, ETC)
Facebook

Vivid Sydney Facebook reached over 57.5 
million people during the event (a 37% 
growth YoY)

Facebook Canvas Opens: 36,685

Additional analytics were not available at the 
time of printing

Snapchat

Snapchat Sponsored Lens Reach: 1.26 
million unique users

Snapchat Sponsored Geofilters Reach: 
453,000 unique users

Vivid Sydney content reached:

  390 million people via #vividsydney

  11 million people via #vividideas

  2.6 million people via #vividmusic



K) WHAT MAKES THE SOCIAL MEDIA 
CAMPAIGN UNIQUE AND CREATIVE?
Vivid Sydney is unique in itself, being the world’s 
largest festival of Light, Music and Ideas. For 23 
days and nights, Sydney transforms into a night 
time wonderland with innovative light 
installations, grand-scale illuminations and 
projections. The event lends itself to the creation 
of visually striking content.

Engagements are a major strength of Vivid 
Sydney social media buying. Event content is so 
compelling and well suited for social promotion 
that most, if not all, audiences are engaging with 
it. Even advertising material that has a click to 
web or lead generation objective often generates 
considerable incidental engagement.

Social media was the only campaign channel to 
effectively address all marketing objectives: 
awareness, intention to visit, website visitation 
and conversions, ticket sales and engagement. 
Each piece of content was created with a specific 
objective in mind and was optimised to maximise 
impact and return on investment (ROI). 

The Vivid Sydney Social Media Campaign was 
unique in the following ways:

   Snapchat results for both lens and geo-filters 
 performed above estimates and above the  
 benchmark supplied by Snapchat 

   Destination NSW is the first tourism body in  
 the Asia Pacific region to use a National   
 sponsored lens, as well as a ‘collect all 5’  
 gamification of sponsored geo-filters

   This was the first year that the campaign  
 included Facebook Live streams, with 418,300  
 total views across 4 videos 

   This was the first year the campaign utilised  
 Instagram Story to cover various precincts  
 and events. 
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L)  OVERALL EFFECTIVENESS / SUCCESS OF SOCIAL MEDIA CAMPAIGN
The Vivid Sydney Social Media Campaign achieved the following:

   Vivid Sydney Facebook reached over 57.5 million people during the event (a 37% growth year on year).

   57 Vivid Sydney Facebook videos generated 2.8 million total video views.

   577 posts were generated on Vivid Sydneyʼs Facebook, Instagram and Twitter channels.

   The Vivid Sydney social team responded to and engaged with over 1,900 comments & messages during the event.

   Vivid Sydney content reached:

   390 million people via #vividsydney

   11 million people via #vividideas

   2.6 million people via #vividmusic

   Snapchat Sponsored Lens reached 1.26 million unique users

   Snapchat Sponsored Geofilters reached 453,000 unique users

   Vivid Sydney Facebook followers increased by 17.7% to 475,970

   Vivid Sydney Instagram followers increased by 53.8% to 90,261
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What did you do to update / change this promotion from the year before?  
Were your updates changes successful? Please provide measurable results / examples.
In 2017 DNSW made refinements to its audience targeting strategy to ensure that media was focused on driving both 
awareness and conversion amongst audiences most likely to bring incremental overnight stays and expenditure (ie. 
interstate and Regional NSW audiences).

Tactics to achieve this included:

  Excluding Sydney source market until 4 weeks out from the event launch to ensure budget was efficiently spent in 
other markets and not cannabalised by the Sydney market;

  Overlaying additional targeting methods within Facebook including lookalike and pixel remarketing. 

Website results indicate a greater share of website traffic from interstate markets during the first 8 weeks of the 
campaign compared to the previous year.  There was also a marked increase in the sales of both experience packages 
and travel packages from interstate markets compared to 2016.

DNSW also took a mobile-first approach to social by introducing more immersive and premium ad content including 
Facebook Canvas and Snapchat Sponsored Lenses and Geofilters in 2017. This aimed to increase engagement with 
Vivid Sydney content as well as disperse visitors to precincts and events beyond the Sydney CBD.

  As a new precinct, Kings Cross Geofilter was the second most swiped Geofilter after Circular Quay.

The Facebook Canvas was opened over 36,600 times with an average dwell time of 21 secs. There were 77,278 clicks on 
content within the Canvas and post engagement of over 57,000.  

2. SUPPORTING QUESTIONS
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3. SUPPORTING MATERIALS
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APPENDIX A: DESTINATION NSW MEDIA RELEASE ‘VIVID SYDNEY: HOW TO SHINE ON YOUR DIGITAL DEVICE

 
 

 

MEDIA RELEASE: Monday 29 May, 2017 
 

VIVID SYDNEY: HOW TO SHINE ON YOUR DIGITAL DEVICE 
 
The wonder of Vivid Sydney 2017 will be enjoyed through an exclusively designed Snapchat lens, live 
streams on Facebook, a specially curated Spotify playlist as well as an improved smartphone app and 
website, further enhancing the Vivid Sydney experience for visitors. 
 
Destination NSW Chief Executive Officer and Executive Producer of Vivid Sydney, Sandra Chipchase, 
announced the new digital innovations today. 
 
“Vivid Sydney 2017 will be bigger, bolder and brighter than ever before, and we’re making sure the 
digital experience for our visitors is as well,” Ms Chipchase said. 
 
“Last year Vivid Sydney attracted a record 2.31 million attendees, and this year we expect the 
festival to be just as popular. 
 
“We know how important digital technology is to people’s lives, and we encourage all visitors to 
Vivid Sydney to share their images and experiences on their digital platforms. 
 
“At its core, Vivid Sydney is about embracing new technologies, and our digital offering must reflect 
that,” she said. 
 
In 2017 Snapchat will offer a specially designed lens – an animated graphic which can be overlayed 
on a user’s face to augment the image. The exclusive Vivid Sydney lens, inspired by the animated 
Vivid Sydney ribbon graphic, will see neon patterns layered over the face of the person in the 
picture. 
 
Snapchat Geofilters will also be available, providing a fun way for visitors to share where they are by 
adding a location overlay to their Snap. Vivid Sydney has exclusively reserved five geographic 
precincts including Circular Quay, Taronga Zoo, Tumbalong Park, Kings Cross and the MCA 
throughout the festival. 
 
“As Snapchat users pass into the precinct they will be able to choose from the set of five geo-filters, 
which will in turn encourage attendees to make sure they explore multiple precincts to collect the 
full Vivid Sydney set,” Ms Chipchase said. 
 
In another first, Vivid Sydney 2017 will also offer audio files via its app and website, which provide an 
audio description of each light installation and key venue. 

 
 

 

 
“People who use the Vivid Sydney 2017 app will be able to listen to audio descriptions of the 
artworks, with beacon technology triggering the files to play as people pass by each artwork and 
through the different precincts,” Ms Chipchase said. 
 
Vivid Sydney’s musical director Stephen Ferris is also partnering with Spotify to create a Vivid Sydney 
playlist. 
 
“Stephen will curate a playlist with music from Vivid Music and Vivid LIVE’s impressive list of artists,” 
Ms Chipchase said. 
 
The Vivid Sydney 2017 native smartphone app will also include improved navigation, usability, push 
notifications, and calendar and event ticket integration. 
 
To visit the Vivid Sydney 2017 website go to www.vividsydney.com 
 
MEDIA ENQUIRIES: 
 
Katie Lettice, Red Agency 
M: 0405 470 925 
E: katie.lettice@redagency.com.au and/or vivid@redagency.com.au  
 
 
Michael Morcos, Destination NSW   Kate Campbell, Destination NSW  
M: 0419 093 882     M: 0418 126 211 
E: michael.morcos@dnsw.com.au    E: kate.campbell@dnsw.com.au    
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APPENDIX B: MAP OF SNAPCHAT GEO-FILTER AREAS
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APPENDIX C: SNAPCHAT LENS PROMOTED ON VIVID SYDNEY EVENT INFRASTRUCTURE; WAYFINDER LIGHTBOXES AND PROJECTION TOWER HOARDINGS
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APPENDIX D: LINK TO POST ON FACEBOOK WHERE THE SNAPCHAT LENS IS DEMONSTRATED IN ACTION:
   https://www.facebook.com/vividsydney/videos/10155272198473397/

Link to Facebook Live streams:

   https://www.facebook.com/vividsydney/videos/10155321096023397/

   https://www.facebook.com/vividsydney/videos/10155294350443397/

   https://www.facebook.com/vividsydney/videos/10155268464598397/ 

   https://www.facebook.com/vividsydney/videos/10155282411653397/
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