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CAMPAIGN OBJECTIVES




CAMPAIGN TARGETS
DIGITAL TARGETS

* Increase family database (capture new audience by unique co-branded competitions)

* Increase website traffic in campaign months by 20%

Increase Facebook followers by 15% and engagement by 30%

Increase Instagram followers by 30% and engagement by 20%

PR TARGETS

Align SSW with new entertainment brand Disney to speak to a new Sofitel audience

» Establish a long term partnership with Disney and get connected to Disney’s partners (e.g. Pandora, the Australian Ballet) to cross
promote offerings

* Media recognition of unique campaign to be seen as a family friendly product/destination
+ Achieve to gain free Media articles in family friendly media at a min value of $150K

» Capture contacts from Media/bloggers that reach affluent family travellers
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ACTIVATIONS




THE ACTIVATIONS

SOFITEL

HOME ROOMS DINING CONFERENCE & E sofitelsydney.com.au/beautyandthebeast

«  Accommodation package, from $379 per night,
includes breakfast, Beauty and Beast amenities and
Kids dine free

« Beauty and the Beast High Tea, $69 per adult, $29 per

Disney Family Fun Package o . . .
Siark e iy Aol adventire sith an evernighiata chantment eautiful High child, including Beauty and Beast colouring kit

Beauty And The Beast High Tea

» Belle’s reading corner at the Wentworth Library
*  MySofitale Social & onsite competitions

* Lobby Styling and Disney asset installations

Belle's Reading Corner MySofitale

Keep the whole family ente 1in Belle's Reading Corner, Join the
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IMAGES

Beauty and Beast High Tea  Belle’s Reading Corner Disney assets & florals
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CO-BRANDED PRINT DESIGNS
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Sunday Life
12th March & 2nd April

[BFATIY: s
A s Phagoifiyenio Sptosy |

Sydney Morning Herald
5th & 18th March

www.soFTEL com %

Sydney Morning Herald
Traveller section

5th & 9th March

Donna Hay Magazine
April = May issue

22289188
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SALES & MEDIA RESULTS

Offer Actual Covers Actual revenue/value Forecast till 17/7
B&B High Tea 1602 94 658.00 1,800 covers and $105,458
B&B Accommodation 37 13,314.00
Media coverage 42 150,000.00
257,972.00
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DIGITAL RESULTS

Social Media

_ _ _ o o _ Instagram:
* Tripled social conversions on website in April, with a spike

from 2 posts shared by Disney (usually 100

* Increase of Instagram followers by 38%
conversions/month)

(800 new monthly followers)

4304 « Engagement increased to an average of
8K per month (20% increase)
S~~~ Sessions: 14,553
AN N Sessions via Social Referral: 1,477
e _—_—— Conversions: 4,304 Facebook-

312

. ~ I ____ Contributed Social Conversions: 312
. 27 AN

S Last Interaction Secial Conversions: 271

« Engagement increased to an average of

Social Sources Socil Retwork 39K per month (21% increase)
Social Network 4 1. Facebook 1282 [N 0397
Pages 2. Instagram 76 | 515%

* Increase of followers by 7% (+428 likes)
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DIGITAL RESULTS

* Total of 61 online
conversions

* 305 new sessions

e 177 new users

BEAUTY AND BEAST CAMPAIGN REPORT

Source | Medium

fivestarkids / partner

Source / Medium

DisneNewsEDM / email

Source [ Medium

1. newsletter / email

E-newsletters

Acquisition

% Mew
Sessions

Sessions New Users

181
% of Total:
- 0.58%

169 (93.37%) 62.13% | 105(100.00%)

% New

" Sessions New Users

Sessions

48 81.25% 39

Avg for View: % of Total:

% of Total:

48(100.00%) 81.25% | 39(100.00%)

% New

Sessions Sessions New Users
76  43.42% 33
f View: % of Total:
7% 0.14%

76(100.00%)

43.42% | 33(100.00%)

Behavior

Bounce Rate

56.91%

Avg for View:
ot

(36 T5E
(36.75%)

56.80%

Bounce Rate

79.17%

79.17%

Bounce Rate

53.95%
Avg for View:
41.61%

(29.64%)

53.95%

Pages |

e Avg. Session

Duration

1.55 00:03:44

1.56 00:03:50
Pages / .
Session Avg. Session

Duration

1.27 00:00:56

127 00:00:56
Pages / N
Session Avg. Session

Duration

1.97 00:02:49

Conversions

Goal
Conversion

Rate

23.20%
Avg for View:
28.54%

-18.71%)
(-18./1%)

24.85%

Goal
Conversion

Rate

14.58%
Aug for View:
28.54%

(-48.91%)
(-48.91%)

14.58%

Goal
Conversion

Rate

15.79%
Avg for View:
28.54%
(-44.68%)

15.79%

All Goals =

Goal
Completions

7(100.00%)

Goal
Completions

12

% of Total:
4% (8,857)

0.1

12(100.00%)



DIGITAL RESULTS
Website

Apri 2017
Goal Completions Goal value
16,733 A$0.00
vt g,

Reservations Email (Goal 2
Completions)

0

Conferences Email (Goal 7
Completions)

0

Subscribe - OK (Goal 3
Completions)

10

JJIA A AN

Download Conference Kit
(Goal 8 completions)

0

1. Jindex.html

2. Jen/rooms.html

May 2017

Geal Conversion Rate

28.22%

Dining Online Booking - OK
(Goal 4 Completicns)

196

Click to Call High Tea 1 (Goal &
Completions)

0

June 2017

Total Abandonment Rate

0.00%

Book Online (Goal 1
Completions)

0

BGarden Court Facebook (Goal
5 Completions)

0

Conferences Enquiry Form -1
(Goal 6 Cempletions)

0

Clicks to BE (NEW) (Goal 10
Completions)

14,436

3. /en/beauty-and-the-beast-packages.htm|
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Weddings Enquiry Form - OK
(Goal 11 Completions)

0

Conversions

* Increase of conversions by 6,544 (YOY) —
Increase by 39%

11.54% (1,931) of all conversions originated
from Beauty and Beast landing page

16,733

% of Total: 100.00% (16,733)

7,043 (42.00%)

2,604 (15.56%)

1,931 (11.54%)



SAMPLE MEDIA

Following

funboxactvitics C
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Alexandra Nea
21 March 2017
33.3k followers

Jetsetting Kids
18 March 2017
38.8k followers

h Kid Bucket List
A Beauty and the Beast High Tea? Oh my! Thanks to Disney ar
stayed in an amazing themed

this the follow

1 Like 25 Your Page

y Wentworth we not only

up skating inside

rather than walzing in her dress (always a #skatergir this one) but no one batted an eye. So, 50 yummy!
#sydneykids #sydneywithkids #sofitelventworth #beautyandthebeast #hightea

and s
experience on the weeker

A Beauty and the Beast Experience at Sofitel Sydney Wentworth Hotel - The

Kid Bucket List

Enjoy & Besuty and

1k Like 25 Your Page

Wentworth, Sunshine and | experienced a Beauty and the Beast

st Softel Sydney

Gorgeous theming includes

Alphabet Street
20 & 31 March 2017
32,972 followers



SAMPLE MEDIA

The Party Bebe
7,8, 24, 25, 26, 28 March 2017
37.7k followers
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SAMPLE MEDIA

The Kid Bucket List
25, 26, 27 March 2017
16.3k followers

Paperplayground
12 March 2017
79.8k followers
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SAMPLE MEDIA

ALPHABET STREET

Kid Spot

March 24 2017
http://www.kidspot.com.au/lifestyle/entertain
ment/books-tv-and-movies/the-magical-
beauty-and-the-beast-adventure-that-will-
blow-your-childs-mind

pogise

:u;i':
3

Alphabet Street

19 March 2017
http://www.alphabetstr
eet.com.au/index.php/
kid-tested-beauty-
and-the-beast-high-
tea-at-the-sofitel-
sydney/
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http://www.alphabetstreet.com.au/index.php/kid-tested-beauty-and-the-beast-high-tea-at-the-sofitel-sydney/
http://www.kidspot.com.au/lifestyle/entertainment/books-tv-and-movies/the-magical-beauty-and-the-beast-adventure-that-will-blow-your-childs-mind
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