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Objectives 

• Ensure high attendance at the events 

• Celebrate our role as the Capital of NZ 

• Increase pride in our city and in our role as the Capital 

• National exposure via NZ media 

• Build valuable visitor experiences based on our inherent strengths 

• Enhance Wellington City Council’s reputation as a council that provides 

vibrant events for the local community and on a national scale 

• Promote Wellington’s unique status as New Zealand’s capital city 

•  Enhance Wellington’s brand as the events and cultural capital of NZ 

 

 

Marketing and communications strategy and 

overview  
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KPI’s  

Attendance at events 

• Target 15,000 over two days for Open House 

• Target 8,000 for Big Birthday Party 

Media coverage 

Social media engagement 

 

 

 



 

 

Activation - Creative 
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A distinctive #Capital150 brand, including 

illustrations of each building featured in Open 

House  was developed in house by the WCC 

External Relations team – this was applied to 

all materials and shared with all participants. 

The branding received overwhelmingly 

positive feedback, including an approach 

from Design Assembly to profile the project. 

 

 



 

 

Activation  
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Print 

• 100,000 copies of Our Wellington winter edition 

distributed to Wellington households in mid-June. 

Cover story and two page feature. 

• 60,000 A2 fold out maps distributed to households in 

Wellington and the Hutt Valley in mid July 

• 20,000 A2 fold out maps distributed through 

participating sites, council facilities and supermarkets 

in mid July in specially rebranded brochure stands 

• 20,000 A4 programmes distributed through 

participating sites, council facilities and supermarkets 

• Events section of July Kia Ora Magazine 

(readership 321,000) 

  

 

 

 



 

 

Activation  
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Print continued 

 
• Half page advertisement in The Wellingtonian 

(readership 82,000) 

 

• Half page advertisement in Kapi Mana News 

(readership 40,000) 

 

• Half page advertisement in Wairarapa Times Age 

(readership 23,000) 

 

• Half page advertisement in Wairarapa News 

(readership 24,000) 

 

• Half page advertisement in Hutt News (readership 

80,000) 

 

 



 

  

• 7-26 July 

• The Breeze, MoreFM, RadioLive, TheEdge, MaiFM, The 

Sound, Magic 

• Wellington, Wairarapa, Horowhenua, Kapiti 

• 3 x daily giveaways in the week leading up with Wgtn trivia 

• Live coverage on 25/26 by the Breeze, including staff 

exploring the sites on the bus route and reporting back, and 

promo staff on site at The Big Birthday 

 

Activation  
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Radio  

“Broadcasting from Capital 150 @ 

Parliament was unbelievable! I had the 

time of my life – Dave Dobbyn live with 

the Orpheus Choir and the front of 

Parliament coming alive with the light and 

sound show. Makes me proud to be a 

Wellingtonian. Best.Event.Ever.”  

- Feedback from Stu Smith, The Breeze 

announcer   
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• All events listed on eventfinder – syndicated to 

wellington.govt.nz, wellingtonnz.com, NZHerald.co.nz, 

yahoo.co.nz 

• Inclusion in Eventfinder, Wellington City Council, PWT 

eNewsletters 

• Paid and unpaid social on WCC, PWT and The Breeze social 

channels #Capital150 – including a call for birthday messages 

• Creative supplied to all participants for social use 

 

 

 

Activation  
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Digital  

 



 Results on Eventfinder were phenomenal with a total of more 

than 1.5 million views across all events. This blows our 

previous record of 661,000 for Anzac week events out of the 

water 

 Capital 150 was the featured event in the July 2 Eventfinder 

eNewsletter which has 295,000 subscribers 

 Capital 150 events made up 7 of the top 10 events in 

Wellington on eventfinder, and 4 of the top 10 events in NZ 

Results – Eventfinder 
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“  



Facebook 

Total posts: 37 

Total cumulative reach; 190,022 

Facebook event 

Over 26,000 reach 

2,700+ people viewed the event 

936 people engaged with the event. 

 

 

 

 

 

 

Results – social media 
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Twitter 

Total tweets by WgtnCC: 111 

Total tweets using #Capital150; 1,787 

Of the Top 20 tweets by WgtnCC over the last 28 days, 9 were 

relating to Capital150 (in context, we also had bad weather, the 

Hurricanes and Marshall Court). 

Of those 9 tweets only – we had a total reach of 31,722 and 

engagements of 910. 

We estimate 100,000  reach for  Capital150 twitter content.  

Instagram 

We posted 30 photos/videos to Instagram relating to Capital 150 

We received 676 Favourites on that media, with 31 Comments.  

Overall, there were 628 photos/videos posted using #Capital150 

 

 

 

 

 

Results – social media cont. 
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Results – social media cont 
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Birthday messages 

We had a great response to our call for birthday messages, most 

notably with a widely shared message from Prime Minister John 

Key. 

Other messages included Hon Peter Dunne, Mayor Celia Wade-

Brown and Deputy Mayor Justin Lester, and students from the New 

Zealand School of Music. 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

Results – social media cont 
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Results – social media cont 
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• There were more than 120 stories about Capital 150 

• We achieved extensive national and local coverage mentioning 

WCC across virtually every outlet including (but not limited to): 

 

Results – Media coverage  
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Results – Media coverage cont 
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Results – Media coverage cont 
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Results – Media coverage cont  
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Results – Media coverage cont  
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Results – Media coverage cont  
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Audiences 
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Open House visits 

 

Target: 15,000 Actual: 80,000 

 

Big Birthday Party audience 

 

Target: 8,000  Actual: 15,000 
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