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Agenda

• 3 month agreement details

• Cocktail Creation & Training

• Bar activations

• Event activations

• Media Releases & PR results

• Sale results vs targets

• To discuss: Feedback and forward plans
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C O C K TA I L C R E AT I O N  

&  T R A I N I N G
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3 month agreement - details

Training & Cocktail creation

• Creation of bespoke cocktail menu for both Vivid (winter) and Archibald

• Staff Training – for only the selected, curated campaign cocktails making & Archie Rose introduction

Event activations

• Involvement in 2x Co-branded Media events, providing of free stock & hosting of Archie Rose bar (pending 

brand approval of Bar assets) –of 50 pax per event, midweek, 2 hours, 2x cocktails per person max. – first 

event scheduled for lunch time on 6th June (1pm – 3pm)

Other activations

• Lobby tasting/sale opportunities - 6x prime days only throughout June/July– Friday evenings from 4pm –

6pm – max of 500 guests throughout the spaces in 2hours 

Marketing support 

• Story on Archie's Journal on website that pushes events we're partnering during June, 1 x social post 

minimum for Archibald and Vivid, Inclusion as a larger June event in EDM

• Sharing of photography costs – for 6 cocktails only – half day shoot – max of $500 photography 

commitment



P.5

3 month agreement - details

Outstanding items from 3 month agreement:

Tastings

• 5x tasting activations lefts

• 2x of them already booked for Sept PCO Event

• 3x outstanding still to use
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Cocktail creation 

• The following Gin cocktails were created by Archie Rose, to support launch of 2 campaigns, Vivid & Archibald 

2019
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Team training

• Team training hosted 

in James Cook 

Room on 23 May 

2019

• 10x staff members & 

Lachlan facilitating 

brand/history 

session, Gin tasting 

& cocktail making 

training 
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BAR ACTIVATIONS
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Public screens Print Collateral Street facing vitrine display A Frames on Philip Street

Bar activations
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Bar activations

Bar Menu inserts Gin Trolley display Menu Bar display
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DIGITAL 

ACTIVATIONS
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Digital 

Room TV’s E-Cards

• Sent to 32,250x 2

• 21% opening rate

• 9.4% click through 

rate
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Digital Social Media 

• 835 likes/comments

• Total reach of 16,100
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Digital Website

• Archie Rose present on 2x landing pages 

(Vivid & Archibald) from 24 May – current 

(Archibald)

• 816x new sessions generated across both 

pages

• 177x conversions

• New landing page for Father’s Day from 22 July
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EVENT ACTIVATIONS
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6 June 2019 – A Parisian Afternoon – in Garden Court Restaurant – 60 guests & Lobby activation 

22 June 2019 – ShowGroup Client event – Adelaide Room & level 4 foyer – 40 guests
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MEDIA RELEASES & 

PR RESULTS
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Media Releases distributed
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MEDIA COVERAGE
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Instastories from 6th June Media event

Total reach:

• 316 views/story

Total average views:

• 8x stories = 2,528 views

Total Value: $3,286.40 

(average cost/view @ $1.30) 
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Sample of features & results

Total of 6x features

Total Reach: 55,129*

Total Value: $15,250*

*via meltwater reporting
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SALE RESULTS VS 

TARGET
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Sale Results vs Targets

Notes:

• Reached 70% of target as per 31/7

• Campaign still going until 15 Aug (extended until 31 Aug) 

and seen an increase in sale in last 4 weeks due to team 

engagement
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Campaign feedback

Sofitel feedback

• Campaign start was challenged due to minimal lead time (2 weeks to create 

cocktails & train team & arrange content)

• Operational challenges with the Soiree team at beginning of campaign

• Minimal marketing support form AR due to a number of other 

events/launch/priorities and AR joining our campaigns – opportunity for a 

joint campaign to get wider PR/Marketing support

• Limited lobby engagement activation due to available AR Bar assets being 

not suitable for the space – opportunity to create something more 

customised for the brand and the space

• Very positive guest/team feedback – female focussed cocktails are best 

selling – opportunity to focus on a more male focussed menu, given its our 

main bar audience

• Other Accor hotel enquiries

• Enquiries from conference clients – opportunity to add packages into our 

menus


