
ST GEORGE OPEN AIR CINEMA

POST CAMPAIGN RESULTS



A G E N D A :

1 . T H E  O F F E R S &  R E S U L T S

2 . O N L I N E  D I S T R I B U T I O N  &  R E S U L T S

3 . E V E N T  A C T I V A T I O N

4 . N O T E S



OFFER DETAILS
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50x Classic Packages @ $315/$345 per night 12x Premium Packages  @$385 per night

• Overnight accommodation in a Superior Room

• Two cocktails and Cheese platter on arrival

• Tow GA tickets to St George Open Air Cinema

• Breakfast for two

• Late check out at 12pm

• Overnight accommodation in a Luxury Room

• Two cocktails and Cheese platter on arrival

• Tow Lounge passes to St George Open Air 

Cinema

• Breakfast for two

• Late check out at 12pm



ONLINE DISTRIBUTION
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Website landing page

Results

• Landing page had 544 session 

• Generating a total of 81 conversions



EMAIL MARKETING
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Sent 18 December 2018Sent 25 January 2019

Results:

18 December 2018:

• Sent to 31,369 contacts

• Opened by 20.9%

• 1.9% click through rate

• 256 session generated on Microsite

• resulted in 42 overall conversions

• 24 sessions on St George OpenAir landing page

• 1x conversion generated

25 January 2019

• Sent to 32,789 contacts

• 24.1% opening rate

• 2.9% click through rate

• 367 sessions generated on Microsite

• Resulted in 32 overall conversions

• 119 sessions on St George OpenAir landing page

• 14x conversions generated



PRESS RELEASE
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• Media release distributed 

on 20 December 2019



SOCIAL MEDIA – FACEBOOK
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SOCIAL MEDIA – ORGANIC CONTENT & RESULTS
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Results:

• 6,384 total reach

• 381 actions taken



SOCIAL MEDIA – INSTAGRAM
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SOCIAL MEDIA – INSTAGRAM
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• 468 views, comments & shares



SOCIAL MEDIA – ADVERTISEMENT
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St.George OpenAir (1st Round)

Spend: $200 

Clicks: 209 

Reach: 6,142

Landing page views: 183x



SOCIAL MEDIA – ADVERTISEMENT
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St.George OpenAir (2nd Round)

Spend: $44.21 

Results: 42 Clicks

Reach: 1,482



SOCIAL MEDIA – INFLUENCERS
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• SSW hosted Georgia Gravanis to 

experience a Sydney Harbour escape



SOCIAL MEDIA – INFLUENCERS
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• Total of 1,371 likes, comments, shares

• Overall boost of Social Media referral & conversions throughout the 

campaign period:

Conversions:

Facebook +102.13% uplift YOY

Instagram +42.86 % uplift YOY 

Referral traffic:

Social Media referral +309% uplift YOY

I



EVENT ACTIVATION
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• 30 second Sofitel branded video appeared 

on 41x movie sessions throughout the 

season, next to brand like Tiffany & Co, 

Chanel, Aria, Chiswick, Audi, JCDecaux



EVENT ACTIVATION

P.16

Branding on St George OpenAir website
https://www.stgeorgeopenair.com.au/

https://www.stgeorgeopenair.com.au/


EVENT ACTIVATION
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Branding at event entrance

Approx. Value of overall 

branding/exposure: $143,500



EVENT ACTIVATION
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Notes

• Cancellations due to bad weather were a challenge to manage

• Guests with premium packages complained due to extra dinner expenses onsite – maybe next 

year dinner can be included as part of negotiations or only GA tickets to be included

• Premium tickets for entertainment caused similar queries in re to dinner spend in the Aria Lounge 

– some guests arrived late for the movie only which was a waste of the premium upgrade

• Dates in January need to be reviewed next year as two dates in early January did not sell due to 

lacking demand – its recommended to book packages in late Jan and Feb only in future years 

• Redemption of soft benefits were not coordinated properly and are now spread out throughout the 

year

• Entertainment tickets were not handled the most effective way and could have rather been used 

for additional packages as there was very high demand

• Other than rooms packages, additional FB promotions could have driven revenue in outlets and 

would be recommended to implement in future years

• A follow up meeting was held on 13/3 with St George open to renewal discussions for 2020

• Minimal Marketing due to Loyalty distribution and in house Email Marketing/Social Media




