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OVERVIEW 

 

Vivid Sydney at Chatswood ran from 25 May to 16 June 2018. Online marketing via social media 

channels and online advertising were key tools in raising awareness and driving visitors to the 

event. The online marketing campaign ran from 17 April until 17 June 2018. 

A budget of $10k was divided between social media promotions and other online advertising 

including search engine marketing.   

 

HIGHLIGHTS 

During the campaign we received more than 3,000,000 impressions, 14,000 engagements, 

114,000 video views, 15,000 link clicks, and 2,500 new followers or fans. 

 Social Media Results 

 
1.2m 

Impressions 

 
14.7k 

Engagements 

 
5,430 
Link Clicks 

 
2,507 

New Fans 

 

 
 

Online Advertising Results 

 
2m 

Impressions 

 
55k 
Views 

 
10k 

Clicks 
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SOCIAL 
The Chatswood NSW Facebook Page and Willoughby City Council Instagram account were the 

primary social channels used during the campaign, with 3-5 posts going out on each channel every 

week. The Willoughby City Council Facebook Page and Twitter account were secondary channels, 

with 1-2 posts sent each week. 

A total of $6,000 was spent on social media advertising across Facebook and Instagram. 

Facebook: Chatswood NSW 

The most engaged group throughout this campaign were women between the ages of 25-34. 

 
438.6K 

Impressions 

 
4,305 

Engagements 

 
809 

Link Clicks 

 
2,051 

New Fans 

Total Fans 4,378  
Total fans increased by 

91% 
since previous date range 

 
 

Paid Likes 1,986 

Organic Likes 138 

Unlikes 73 

Net Likes 2,051 

  

Demographics: People Engaged 
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Top 5 Posts 

Post Reactions Comments Engagements Reach 

✨Chatswood already glows in a 

spectacular brightness by day but 

Vivid Sydney at Chatswood will light 

up our precinct like never before.✨ 

From 25 May - 16 June Chatswood 
shines 24 hours a day. Brought to you 

by Willoughby City Council and 
supported by Precinct Contributors Chatswood Interchange, 
Chatswood Chase Sydney and Westfield Chatswood. 
#VividSydney http://ow.ly/dnQX30jHN2m  

(Post) April 29, 2018 10:00 am 

313 29 4.7% 9,972 

One of six incredible garments on display 
during Vivid Sydney at Chatswood, this 
colourful creation draws inspiration from the 
kaleidoscope itself. The beauty of this garment 
is truly revealed when under UV light - 
projecting an ever-changing display of pattern 
and colour. Created by Tess Tavener Hanks, 
Kaleidoscope is on display at Chatswood 
Chase from 25 May. 
http://ow.ly/40Ts30jZ1Nh 

(Post) May 15, 2018 8:00 am 

304 17 8.3% 4,839 

'Light Market' pops up from this Friday 
night, hosting some of Sydney’s most 
popular bites, including Mary's 
Burgers, Black Star Pastry and 
Pimp My Chimney to name just a 
few. Yum! Once you've had your fill, 
you can relax next door at The 

Orchard 🍔 🍦🍻👌 #VividSydney#VividSydneyatChatswood 

Mary's Newtown (Post)  May 22, 2018 12:00 pm 

269 36 6.3% 7,269 

Just announced! We’re pleased to 
announce that Crank Zappa jellyfish 
will join the nine other installations as 
part of Vivid Sydney at Chatswood. 
Designed to raise awareness about 
plastic pollution in the ocean, Crank 

Zappa is completely constructed from single use plastic items 
including plastic bags, coffee cups, straws, and plastic bottles. As 
you gather under Crank, he electrifies and animates in response to 
human touch. Visit Crank from 25 May. http://ow.ly/Vp7v30jPk5r 
#VividSydney (Post) May 04, 2018 2:02 pm 

256 20 6.7% 5,794 

Only 1 week to go! Vivid Sydney 
returns to Chatswood next Friday 25 
May. Proudly brought to you by 
Willoughby City Council and 
supported by Precinct Contributors 
Chatswood Interchange 
Chatswood Chase and Westfield 

Chatswood 🙏✨👌 #VividSydney http://ow.ly/AZb730jZ4bk 

(Post) May 18, 2018 12:00 pm 

 

148 25 8.5% 12.9k 

http://ow.ly/dnQX30jHN2m
http://ow.ly/40Ts30jZ1Nh
http://ow.ly/Vp7v30jPk5r
http://ow.ly/AZb730jZ4bk
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Facebook Video Performance 

Full View: Organic 1,700  
Total Views 

18.7k 
 

 

Full View: Paid 4,500 

Partial View: Organic 4,600 

Partial View: Paid 8,000 

Top 5 Videos  
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Facebook: Willoughby City Council 

Women between the ages of 35-44 were the leading force among fans and were the most likely 
to engage with the Vivid content. 

729.1k 
Impressions 

 
 

9,000 
Engagements 

 
 

4,610 
Link Clicks 

383 
New Fans 

Total Fans 5,203  
Total fans increased by 

8% 
since previous date range 

 

Paid Likes 152 

Organic Likes 276 

Unlikes 45 

Net Likes 383 

  

Demographics: People Engaged 
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Top 5 Posts 

Post Reactions Comments Engagements Reach 

We’re pleased to announce that Crank 
Zappa jellyfish will join our nine other 
installations as part of Vivid Sydney at 
Chatswood. Designed to raise awareness 
about plastic pollution in the ocean, Crank 
Zappa is completely constructed from 

single use plastic including 1000 plastic bags and 800 plastic bottles 
that were salvaged from Scotts Creek. As you gather under Crank, he 
electrifies and animates in response to human touch. Visit Crank to 
learn more about the effects of plastic pollution on our environment 
from 25 May to 16 
June. http://ow.ly/cY1N30jUl7K#VividSydney #VividSydneyat
Chatswood (Post) May 10, 2018 8:10 am 

330 12 5.7% 9,543 

Did you know that this year’s Vivid 
Sydney at Chatswood is 100% green 
powered? We've achieved this thanks to 
our solar farm at the Albert Avenue car 
park and the purchase of 14MWh of 
green power. The sustainable theme 

continues with the festival installations themselves. For 'Light Market', a 
pop up international food market, artists and volunteers have been 
turning everything from industrial waste, chairs and even microwaves 

into unique art. ✨🌞�� World Environment 

Day http://ow.ly/7OB930kgpaF  
(Post) May 31, 2018 4:00 pm 

281 16 4.4% 10.7k 

Lights on! Vivid Sydney at Chatswood has 
returned for another year until 16 
June: http://ow.ly/NF6930kaQAo #
VividSydney#VividSydneyatChatswo
od (Post) May 25, 2018 6:56 pm 

227 10 4% 9,309 

Vivid Sydney returns to light up 
Chatswood this Friday. Join our mailing 
list to stay up to date on the latest event 
news and announcements. 
http://ow.ly/G5pv30k4YMs (Post) May 
20, 2018 8:00 am 

88 5 4% 3,783 

Vivid Ideas 🗣 comes to Chatswood for the 

first time with Techshift Exponential, lifting 
the lid on how sustainability challenges are 
being solved through inventive ideas. Hosted 
by ABC science writer and presenter Bernie 
Hobbs, the fast-paced flow of ideas will set 
The Concourse abuzz this Friday 15 June, 
1pm – 4pm. 
 

The event will feature presentations from thought leaders and 
entrepreneurs, including City of Sydney Deputy Lord Mayor Jess Miller; 
CEO and co-founder of Take 3 for the Sea, Tim Silverwood; and 
scientist, Louise Hardman, focusing on innovations in three different 
areas: Energy, Resource, and Humans. Register now. 
http://ow.ly/xasm30kqmD2 
Techshift Exponential and the Better Business Awards Vivid Sydney 
(Post) June 11, 2018 8:00 am 

79 3 2 8,918 

 

  

http://ow.ly/cY1N30jUl7K
http://ow.ly/7OB930kgpaF
http://ow.ly/NF6930kaQAo
http://ow.ly/G5pv30k4YMs
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Facebook Video Performance* 

Full View: Organic 3,100  
Total Views 

40.4k 

Full View: Paid 7,000 

Partial View: Organic 7,800 

Partial View: Paid 22,500 

*Includes all WCC videos posted during this period – not just Vivid content. 

  

Top 5 Videos  
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Instagram: Willoughby City Council 

The most engaged group on Instagram during the campaign were women aged 25-35. 

 
74 

Comments 

 
1,074 

Likes 

Total fans increased by 

100% 
since previous date range 

  
57 

New Followers 

 
1,326 

Total Followers  

 

 

 

  

Most Engaged 

Hashtags 

Demographics 
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Top 5 Posts 

Post Likes Comments Engagements 

Have you heard? 👂✨ Vivid Sydney at 

Chatswood features 10 light installations, a 
pop up food market with some of Sydney's 
best culinary treats, live entertainment, 
fashion, art and more. Nightly from 
5.30pm. 
(Video) May 31, 2018 2:59 pm 

127 11 138 

🌊🦑 Just announced! Crank Zappa jellyfish 

will join our nine other installations as part of 
#VividSydney at Chatswood. Designed to 
raise awareness about plastic pollution in the 
ocean, Crank Zappa is made from single use 
recycled plastic including plastic bags, coffee 
cups, straws, and plastic bottles. As you 
gather under Crank, he electrifies and 
animates in response to human touch. Visit 

Crank Zappa from 25 May. (Image) May 03, 2018 8:00 am 

124 10 134 

2 more sleeps! #Repost @twinsandablog 

💥LIGHTS! (a walking journey with many 

colourful and artistic light displays!) 

📸CAMERA! (get your cameras out and get 

some awesome shots!) 

🙌ACTION! (get interactive with fun filled 

action packed displays for the whole family!) 
(Image) May 23, 2018 8:51 am 

106 6 112 

✨ Vivid Sydney at Chatswood opens 

tonight at 5.30pm with special performances 
by the Willoughby Symphony Orchestra, the 
NSW Police Band, Japanese dancers and 
Shirina Holmatova. See you at the The 

Concourse from 5.30pm. 🕺🎶👌 

95 7 102 

Vivid Sydney at Chatswood launched last 
night but the fun has just begun! 

72 3 75 

 

Instagram Stories Date Seen by 

 

30 April 2018 138 
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28 May 2018 111 

 

31 May 2018 109 

 

9 June 2018 103 

 

22 May 2018  99 
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25 May 2018 92 

 

15 May 2018 86 

 

23 May 2018 71 

 

1 June 2018 71 
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Top 5 Posts 

Post Impressions Engagements Engagement 
Rate 

RT @VividSydney: Swim in the Barrier Reef, 
wander among icebergs, walk along a dry river 
bed or negotiate a wetland in 'Sky Portal' at 
#ChatswoodInterchange. Lights on 
5.30pm-11pm, 25 May - 16 June. 

#vividsydney 📷 Artist Impression by 

@WilloughbyCity  

1,552 45 2.9% 

Lights on! Vivid Sydney at Chatswood is back until 16 
June: http://ow.ly/NF6930kaQAo  #VividSydney 
#VividSydneyatChatswood  

1,258 51 4.1% 

Did you know that this year’s 
@VividSydney at #Chatswood is 100% 
green powered? Thanks to our solar farm 
and the purchase of 14MWh of green power 

✨🌞👌 #vividsydney 

#vividsydneyatchatswood #willoughby 
#chatswood #solar #worldenvironmentday  

1,242 25 2% 

Join our mailing list to stay up to date on the 
latest Vivid Sydney at Chatswood event news 

and announcements ✨👌   

http://ow.ly/G5pv30k4YMs  #VividSydney 
#VividSydneyatChatswood  

1,185 26 2.2% 

Follow the light to #vividsydneyatchatswood! 
Lights on 25 May - 16 June. #VividSydney 
#Chatswood #Willoughby 
pic.twitter.com/6jQbYQMbpz 

1,131 16 1.4% 

 

Twitter: Willoughby City Council 

On average during the campaign period, you earned 1 Retweet per day, 1 Like per day, and 54% of 
your Twitter followers were male.  

 
18.9k 
Impressions 

 
237 

Engagements 

Total followers  
increased by 

100% 
since previous  

date range 

 
11 

Link Clicks 

 
16 

New Followers 

https://twitter.com/VividSydney
https://twitter.com/hashtag/ChatswoodInterchange?src=hash
https://twitter.com/hashtag/vividsydney?src=hash
https://twitter.com/willoughbycity
https://t.co/Jn6NoBsZOV
https://twitter.com/hashtag/VividSydney?src=hash
https://twitter.com/hashtag/VividSydneyatChatswood?src=hash
https://twitter.com/VividSydney
https://twitter.com/hashtag/Chatswood?src=hash
https://twitter.com/hashtag/vividsydney?src=hash
https://twitter.com/hashtag/vividsydneyatchatswood?src=hash
https://twitter.com/hashtag/willoughby?src=hash
https://twitter.com/hashtag/chatswood?src=hash
https://twitter.com/hashtag/solar?src=hash
https://twitter.com/hashtag/worldenvironmentday?src=hash
http://ow.ly/G5pv30k4YMs 
https://twitter.com/hashtag/VividSydney?src=hash
https://twitter.com/hashtag/VividSydneyatChatswood?src=hash
https://twitter.com/hashtag/vividsydneyatchatswood?src=hash
https://twitter.com/hashtag/VividSydney?src=hash
https://twitter.com/hashtag/Chatswood?src=hash
https://twitter.com/hashtag/Willoughby?src=hash
https://t.co/6jQbYQMbpz
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COMMENTS AND SENTIMENT  
Sentiment was overwhelmingly positive throughout the campaign across all social media 

channels.  
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Negative Comments  

Some of the negative comments are included below. It’s possible the messaging around the 

‘shanty town’ and ‘recycling’ themes weren’t received by all the visitors as they commented on 

the installations looking like trash. 
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Top 5 Ads (by engagement) 

Ad Page 
Likes 

People 
Reached 

Engagement
s 

Amount 
Spent 

Cost Per Result 

Instagram: Video ad 
 

- 56,768 11,641 $240 $0.05 

Facebook: Video ad 4 7,856 4,623 $88.72 $0.05 

SOCIAL ADVERTISING 

A budget of $6,000 was spent during the campaign on Facebook and Instagram ads, including 
Boosted Posts and Page Promotion. Four out of the top five ads were video ads.   

 
568k 

Impressions 

 
42k 

Post Engagements 

 
248k 

 Reach 

 
1,377 
Link Clicks 

 
1,984 
Page Likes 

Total spent 

$6k 
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Facebook: Boosted Post - Video (mobile) 
 
 

- 2,830 2,456 $67.00 $0.03 

Facebook: Boosted Post - Video - 5,350 1,808 $33.61 $0.06 

Facebook: Boosted Post 10 19,206 2,948 1,108 $130.00 
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Ad Clicks Impressions Cost Per Click Total Cost 

 

3,480 272,720 A$0.32 $1,102.78 

 

3,288 595,071 A$0.48 $1,587.37 

 

1,282 236,14 A$0.47 $607.55 

GOOGLE ADVERTISING 

A budget of $5,266 was spent during the campaign on Google ads, including Display advertising and 
Video ads.  

 
2m 

Impressions 

 
10k 

Clicks Total spent 

$5.2k 
 

55k 
Views 

 
54c 

Average Cost Per Click 
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466 42,570 $0.30 $138.67 

 

464 46,948 $0.34 $158.38 
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In-Stream Ads run as pre-roll (that is, before other videos) on other YouTube videos.  In-Display 

will be served next to content on YouTube and through the Google Display Network. 

  

Most viewed YouTube ads Type Views 

 

In-Display 15,083 

 

In-Stream 5,632 

 

In-Display 5,452 

YOUTUBE ADVERTISING 

A budget of $1,500 was spent during the campaign on YouTube ads, including In-Stream and In-
Display advertising. The In-Display advertising received a higher number of views.  
Bumper ads (6 second ads) ran in the final week of the campaign and received a total of 408 
impressions.  

 
318k 

Impressions 

 
3k 
Clicks Total spent 

$1.5k 
 

44k 
Views 

 
3c 

Average Cost Per Click 
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Top 20 Keywords Impressions Clicks 
activities and games for kids 100,879 2,112 

family activities 108,312 846 

fun activities for the family 35,486 638 

sydney 58,968 265 

activity games for kids 15,284 261 

games and activities 4,872 56 

renewable energy 4,902 22 

family fun attractions 1,028 20 

australia and sydney 3,106 16 

sydney entertainment 1,652 13 

plastic recycle 3,960 12 

sydney nsw 1,260 10 

ocean trash 1,458 7 

event sydney 1,673 4 

rubbish 1,047 4 

green sustainability 825 4 

sydney guide 421 4 

waste plastic 1,876 3 

plastic packaging 916 3 

alternative energy 692 3 
 

 

 

 

1. Video content worked best in social advertising, followed by boosted or promoted posts with 
multiple images 

2. Encouraging sign ups to the e-newsletter could have begun earlier via social media posts 
and Facebook advertising lead forms 

3. Stronger promotion of key messages could have helped avoid some negative comments. For 
example, more promotion and education of the ‘recycling’ and ‘shanty town’ theme. This 
was possibly lost a little bit in the ‘FutureScape’ and ‘Space’ messaging. 

4. Competitions on social media could be used to promote the event. Some ideas are: 
I. Tag a friend, or check in at Vivid to win dinner for two at the Lightmarket, or dinner 

or at a local restaurant 
II. Have sponsors, such as Westfield provide shopping or dining vouchers 

III. Post a picture of yourself at each installation to win xx 
IV. Vivid Treasure Hunt – follow the clues and post photos as you solve each one 

 

 

 

 

  

LEARNINGS AND RECOMMENDATIONS 
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Suggestions for Social Media Tone of Voice 

The Facebook pages of the below city councils are suggested as guides when creating the 
Willoughby City Council social media style guide / tone of voice: 
 

• Liverpool City Council  
• Cumberland City Council 
• North Sydney Council 
• City of Sydney 
• Moreland City Council 
• City of Melbourne 

 
 
 
 

• Sprout (reporting) 
• Plann (Instagram hashtag planning) 
• Facebook Slideshow, Adobe Spark, Fliptastic, Adobe Premiere Clip (Video creation) 

Key tools used throughout campaign 

https://www.facebook.com/LiverpoolCityCouncilAustralia/
https://www.facebook.com/cumberlandcouncilsydney/
https://www.facebook.com/NthSydCouncil/
https://www.facebook.com/cityofsydney/
https://www.facebook.com/morelandcitycouncil/
https://www.facebook.com/cityofmelbourne/

