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Mathemagical on The Sydney Opera House by Jonathan Zawada



1. OVERVIEW INFORMATION
A) INTRODUCTION AND BACKGROUND OF MAIN EVENT
The world’s largest festival of light, music and ideas, Vivid Sydney celebrated ten 
extraordinary years of creativity and innovation in 2018, with the inclusion of 
spectacular new precinct Luna Park Sydney, the return of Customs House as a 
highlight of the Vivid Light program brought to life with a tribute to the centenary of 
May Gibbs’ SnugglePot & CuddlePie, an expanded Light Walk through the Royal 
Botanic Garden Sydney with the inaugural illuminations on Government House 
Sydney, augmented reality installations in Kings Cross, and the artistry of Jonathan 
Zawada’s ‘Lighting of the sails: Metamathemagical’ transforming the sails of Sydney 
Opera House.

Vivid Sydney is a 23-day winter festival celebrating light, music and ideas, which in 
2018 attracted attendances of more than two million.

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

Marking ten extraordinary years in 2018, Vivid Sydney has become “an unmissable 
event for locals and tourists alike” according to Forbes Magazine. From each year’s  
“lights on” moment until the close of the festival, the city is transformed into a 
kaleidoscope of colour with light art installations and projections along Sydney’s 
harbour foreshore, CBD and allied precincts. Vivid Light brightens winter nights, 
drawing millions of visitors from far and wide. The world-renowned Light Walk is 
certainly ‘the reason people travel thousands of miles’, however the success of the 
Festival goes far deeper than its shiny surface. Together with Vivid Light, the pillars 
of Vivid Music and Vivid Ideas make this a feast for the imagination and a celebration 
of creative endeavour. There are few events internationally or nationally that can 
claim such universal appeal while delivering performances sought out by every 
subculture and thought-provoking talks and workshops that attract intellectuals, 
creative industry practitioners and curious folk in equal measure. There is no doubt 
that, ten years strong, Vivid Sydney is one of the most highly anticipated events on 
the worldwide cultural calendar.

B) DESCRIPTION, PURPOSE AND OBJECTIVE OF SOCIAL MEDIA CAMPAIGN
The Vivid Sydney 2018 Social Media Campaign was implemented across Facebook, 
Instagram and Twitter 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:

  95,256 website visits to www.vividsydney.com

  6,563 leads to industry and events  from www.vividsydney.com

  2,400 installs of the Vivid Sydney App across Android and iOs devices

  2,400 Vivid Sydney email subscriber leads generated
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C) SOCIAL MEDIA PLATFORMS USED
 Facebook
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 Instagram 



05 Vivid Sydney 2018 / Best Social Media Campaign

 Twitter



06

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

 Facebook App Install

 Facebook Lead Gen 

 Instagram Sponsored Stories
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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 
years-old attending with friends, and 
45-54 year-old couples (spend more, 
stay longer, the largest audience 
visiting from 7-11pm)

Secondary: 

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

Key source markets:

   Sydney and NSW
   QLD
   VIC
   ACT 

Interest targeting: 
  Interest targeting was set based on 
individual music and ideas event ads

1st Party Data Audiences: 
 Custom web traffic audience 
  Lookalike audiences created from web 
traffic audience
 Vivid Sydney eDM custom audience list

E) TARGET AUDIENCE FOR SOCIAL 
MEDIA CAMPAIGN
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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 focussed on boosting awareness 
of Vivid Sydney whereas Music and Ideas 
messaging specifically drove ticket sales for these 
program events.

Based on 2017 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, awareness 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 focussed 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 20 March 2018 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. 

May Gibbs’ Snugglepot and Cuddlepie artwork projected on Customs House
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G) EXAMPLES OF HASHTAGS, CONTENTS, POLLS & 
QUIZZES ETC USED DURING CAMPAIGN
#vividsydney

#vividideas

#vividmusic

https://www.vividsydney.
com/social

Nice To Meet You light installation at East Circular Quay
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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 Vivid Sydney channels generated 1,065 posts 
across its Facebook, Instagram and Twitter 
channels. This resulted in an official hashtag 
reach of over 83.5 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 Samsung, Coca-Cola and 
American Express) as well as key influencers 
such as Daniel Tran, Lauren Bath and Richard 
Hirst.
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During the 23-day winter festival, Vivid 
Sydney 2018 attracted attendances of more 
than 2 million.

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

Website

More than 1.7 million visitors to the Vivid 
Sydney website

More than 336,000 leads to industry

Over 87,800 event guides were downloaded 
from the website

Over 158,458 Buy Tickets buttons were 
clicked

Time on site averaged 1 min 46 sec

Social Media

Vivid Sydney Facebook and Instagram 
reached over 68 million people (an 18% 
growth YoY)

47 Vivid Sydney Facebook videos generated 
5.7 million total video views

Vivid Sydney Twitter Impressions were over 
18.3 million

1,065 posts were generated on Vivid 
Sydney’s Facebook, Instagram and Twitter 
channels

Vivid Sydney content reached 83.5 million 
people via #vividsydney; 3.9 million people 
via #vividideas; and 1.45 million people via 
#vividmusic

App

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

Over 70,500 new downloads of the Vivid 
Sydney App

Over 4,500 beacon audio files were played 
via the App

3,442 completed app games (4 or more 
precincts visited)

Over 9,500 AR button taps for lightboxes and 
Hidden ARt in Kings Cross

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 - paid campaign

  Demographics: 

- Highest responder for click to web activity was Females aged 25-34 y.o;

- Highest responder for App Installs was Females aged 25-34 y.o;

- Highest responder for Reach was Males aged 18-24 y.o.

  Reach: 8,952,914

  Impressions: 13,968,998

  Post Engagement: 114,440

  Post Shares: 2,510

  Reactions: 38,895

  Post Comments: 1,376

  App Installs: 7,293

  Lead Gens for Email Subscribe: 6,354

  Website Clicks: 62,857

  Video views: 272,915

  Sales Leads to Industry and Events from www.vividsydney.com: 13,490

Instagram - paid campaign

  Sponsored Stories Impressions: 3.5M unique users

  Sponsored Stories Reach: 1.9M unique users

  Sponsored Stories Video Views: 294K unique views

Samsung’s ‘Night. Reimagined’ light installation, Sydney Opera House Forecourt
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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 ROI.

The Vivid Sydney social community also grew as a 
by-product of event focussed content being in 
market, contributing to over 31K new Facebook 
users and 17K Instagram users in the Vivid 
Sydney community which can be leverage in 
future campaign activity.
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L)  OVERALL EFFECTIVENESS / SUCCESS OF SOCIAL MEDIA CAMPAIGN
The Vivid Sydney Social Media Campaign achieved the following:

   Delivered over 16.8 million impressions and reached over 8.9 million people - Facebook paid campaign 

   Generated over 62K clicks to www.vividsydney.com 

   Delivered over 13K leads to event owners from www.vividsydney.com 

   Over 7K downloads of the Vivid Sydney Facebook App

   Generated over 6K email subscriber leads

   Social traffic to vividsydney.com au increased by 11% year-on-year

   Sponsored Stories Impressions: 3.5M unique users

   Sponsored Stories Reach: 1.9M unique users

   Sponsored Stories Video Views: 294K unique views

Skylark lighting over Sydney Harbour



015 2. Additional Requirements / Vivid Sydney 2015Phantasos, the spirit of surreal dreams at Luna Park



What did you do to update / change this promotion from the year before?  
Were your updates changes successful? Please provide measurable results / examples.
DNSW also took a mobile first approach to social by introducing more immersive and premium Instagram Stories and Sponsored 
Stories in 2018. This aimed to increase engagement with Vivid Sydney content as well as disperse visitors to precincts and events 
beyond the Sydney CBD.

2. SUPPORTING QUESTIONS
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