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Agenda

Å Setting your goals

Å Plan carefully

Å Execute your plan 

Å Select your partners and sponsors carefully

Å Complete the job ðsponsors and staff

Å Learn from your mistakes ðPost Event 

Review



Setting Goals

FIRST QUESTION THAT NEEDS TO BE ASKED

Why are we doing this event?

Å To enhance our reputation among target audiences

Å To demonstrate we are a valuable asset to the local area

Å To cultivate community relationships

Å To build connections with key individuals

Å To inform audience about a specific region

Å To stimulate pride and involvement among audience

Å To create òbuzzõ about our brand in our area

Å To give the press an excuse to write about us

Å To make money and increase sales or volume (or rooms) 



Setting Goals

ÅKeep your objectives in mind at all times

ÅCreate realistic time frames

ÅFree up time for critical people from their other jobs

ÅContingency plans (what happens if it rains)

ÅDetails ðcar parking, toilets, security etc.

ÅGo, No GO criteria and checkpoints

ÅBudgets

ïOnce you have all tasks, start to cost, then price 

to meet objectives

ïDonõt forget : Staff rewards



My motivation

ÅMarketing ðTo raise the 

profile of an organisation

ÅTo make money ðusually in a 

period when it is the low 

season or down time.



Case Study: Jazz Meets Opera

OBJECTIVES - 2005

ÅCreate a regional Iconic Event

ÅRaise the profile of the Hidden vale

ÅPublicity ðgive the press an 

excuse to write about us

ÅEnhance a òSense of Prideó for all stakeholders

ÅTry to break even in the first year

ÅBuild Community Spirit

ÅMake sure we deliver an event that is worthy of the 

name òPeppersó



Case Study: Jazz Meets Opera

TRY TO BREAK EVEN 

IN THE FIRST YEAR

ÅRoom occupancy - 100%   

ÅA further 10 rooms were waitlisted

ÅTotal spend for the event was just under  

$15 000

Å100 + outside guests attended

ÅReturn on investment was 30% 



Case Study: Jazz Meets Opera

òThe relaxing ambience, great food and wine and 
uniquely diverse yet complimentary 

entertainment made for a wonderful inspiring 
evening ðcanõt wait for next yearõs event.ó

Susan Yates

Marketing Manager ðIpswich City Council



Case Study: Jazz Meets Opera

BUILD COMMUNITY SPIRIT

Å$5  from every ticket sold was donated to 

Kids Helpline, represented on stage by 

Maree Bryant, Qld Marketing 

Manager.  2008 was 

Empower Plus Network. 

ÅPeppers Hidden Vale donation - a cheque for almost 

$3000.00 presented by David Jeffrey GM.

ÅKidõs Helpline volunteers acted as parking 

attendants, ushers and ambassadors on the evening.

ÅFurther donations were given by guests on the night.



Case Study: Jazz Meets Opera

DELIVER A PEPPERõS EVENT

ÅGreat Venue

ÅProfessional acts and presentation

ÅGood food well presented

Å21 out of 27 rooms rebooked for 2006 before 

departure

ÅSponsors signed on again for 2006 ðsame sponsors 

still in place in 2008

ÅWe were approached unsolicited by other sponsors 



Case Study: Jazz Meets Opera

Sponsors

http://www.4kq.com.au/


Case Study: Jazz Meets Opera

Sponsorship document

ÅBackground

Å 2007 Guests, 

Testimonials and media 

coverage

Å 2008 Event details ð

target audience, 

performers sponsors 

and supporting partners

ÅBenefits of becoming a 

media partner

Å Formal partnership 

invitation



Which Event?

ÅDetermine the right fit for the organization

ÅLook at the time, talent & resources it will take to 

make the event a success

ÅEvery special event succeeds or fails largely on the 

strength of its planning.

ÅKeep goals in mind for:

ïEvent 

ïCompany

ïCommunity



ÅNo matter how spectacular, an event cannot stand alone

ÅYou can use advertising or public relations without doing 

a special event, but you need both advertising and public 

relations to make the event work.

ÅGet professional press release and get them out

ÅUse advertorial

ÅLocal radio is always useful ðinterviews, live crosses

ÅGet out and talk about the event

ðLocal chamber of commerce   - local council

ðLocal tourism authority

Marketing & Promotion



The event was marketed through ð

Å Mail out to previous guests

Å The Website

Å Local businesses  - posters

Å Ipswich Council

ðbanner in main street

Å Newspapers: 

Toowoomba Chronicle, 

Queensland Times, 

Ipswichõs Own, Westside Weekly

Å A local letterbox drop

Case Study: Jazz Meets Opera



Case Study: Jazz Meets Opera

ÅRoadside A frame Corflute signage ðsought council 

approval

ÅKey partners ðToowoomba Hospital Foundation , 

Ipswich Hospital foundation, free mailing lists

ÅMusica Viva

ÅCourier Mail

ÅRadio ð94.7FM,  4KQ

ÅBrisbane Times.com ðonline activity

ÅFree Press with ticket giveaways

- Style Magazine

http://www.4kq.com.au/


Case Study: Jazz Meets Opera

Poster



Case Study: Jazz Meets Opera

We received press through the following print publications:

Å Sunday Mail ðRSVP , Hot shots, On the back burner and others

Å Toowoomba Chronicle   Queensland Times  Ipswich Advertiser

Å Sunshine Coast Daily    The Weekender  Gold Coast Bulletin

Å Gold Coast Sun   Brisbane News  City News   Quest (Brisbane)

Å Brisbane  Bmagazine Style magazine (West, South, North) & 

Gold Coast

Å Image magazines   Highlife Downs living   Beaudesert Times  

Å Jimboomba Times  Gatton Star  Brisbane Valley Sun  Fassifern 

Guardian

Å Moreton Border News  Brisbane Business News  Queensland 

Business Review 

Å Brisbane Lawyer



Case Study: Jazz Meets Opera

We received press through the following online publications:

Å Brisbane Times Online

Å BisEnews

ÅOurbrisbane.com

Å seq.thejuice.com.au/whatson /

Å www.queenslandholidays.com.au

Å www.ipswichtourism.com.au

Å www.brisbanecitylife.com.au

Å ABC online www.abc.net.au/brisbane/radio/

Å Australian Regional Food Guide Website 

www.australianregionalfoodguide.com.au

Å Brisbane Marketing e news



Case Study: Jazz Meets Opera

The total value of press 

for this event was 

$112,391



Case Study: Jazz Meets Opera

Press Release

12 June 2008

Followed by a number of staged 

press releases including those 

on 4 July, 5 August, 21 August, 5 

September, 25 September

 

 

 
 

 
 

Media release: June 12, 2008 
 

HIDDEN VALE SETS STAGE FOR 
MEMORABLE NIGHT OF OPERA & JAZZ 

 
MAGICAL music, fine food and classic country hospitality take centre stage at Peppers Hidden 
Vale in October for the fourth annual Jazz Meets Opera evening ï a uniquely Australian cultural 
event which continues to grow in popularity. 
 
To be held on Saturday October 4, the charity event will again showcase an intoxicating blend 
of band, jazz and classical opera, played out against the spectacular backdrop of a 10,000 acre 
working cattle property surrounded by picturesque mountains and valleys. 
 
Consistently attracting acclaimed performers, this yearôs program is no exception with Mood 
Swing, Irene Bartlett, Judith Henley, John Colwill, and Kim Kirkman featuring in a stellar line-up 
at the night to be hosted by Robin Bailey from 97.3FM. 
 
Guests can ensure they donôt miss one distinctive note of this fabulous event, with a range of 
ticket and accommodation packages available including indulgent weekend escapes from $929* 
for two people including: 
 

¶ Two nightôs accommodation 

¶ Lunch on Saturday 

¶ Ballandean Wine dinner on Friday night with five-course degustation menu 

¶ Opera picnic hamper for two and bottle of Ballandean wine 

¶ Two A reserve tickets to Jazz Meets Opera 

¶ Breakfast on Saturday & Sunday 

¶ An array of optional activities 
 

Peppersô marketing representative and instigator of the original Jazz Meets Opera, Pip Close, 
said she was delighted with how the concept had struck such a chord with visitors near and far. 
 
ñThe combination of such distinct music styles is a unique approach and guests to the event 
have really embraced it,ôô Ms Close said. 
 
The night is far more than music alone, with Peppers offering a dazzling setting and a seductive 
spread of gourmet food to excite guestôs tastebuds while they soothe their ears.  
 
ñA true meeting of the senses, the glorious sweeping views of the Little Liverpool and Great 
Dividing Ranges will create harmony for any overworked body,ôô Ms Close said. 
 
 ñWe welcome guests to visit with a picnic for the evening or enjoy our corporate packages 
which are a fantastic way to entertain important inter-state or international clients.  

 

Guests can choose from individual tickets to the event, or go all out with an all inclusive 
accommodation, meal and entertainment package.ò 
 
And guests will be swinging behind a great cause, with $5 from every ticket sold going to the 
charity - Empower Plus network to assist in their important work supporting disadvantaged 
children. 
 
Guests are welcome from 5pm when the gates open, to be entertained by a roving Jazz trio until 
6pm. The first half of the concert commences at sunset with a dinner break at 7.15pm ï 8.15pm.  
 
Following the concert, guests are welcome to enjoy the live music and dance until late to Mood 
Swing. Guests are invited to visit a selection of Marquees showcasing Peppersô quality cuisine 
where they can sample the wonderful spread of multicultural influences on offer, as well as 
coffee and cakes and beverages from the bar. 
 
óAô reserve seating is available from $49 per person or guests can bring their own picnic rug and 
watch the concert for $39 per person.   Children are $20 per person.  
 
Visitors are invited to complete their evening by treating themselves to a gourmet picnic hamper 
for two (including a bottle of Ballandean wine). These are available from Peppers Hidden Vale 
at a cost of $90 for two (48 hours pre-ordering required in advance). 
 
Peppers Hidden Vale is situated in South East Queensland Country, just 60 minutes drive south 
west of Brisbane , 50 minutes from Toowoomba and 1.5 hours from the Gold Coast.  
 
For Jazz Meets Opera ticket, corporate marquees, or accommodation packages 07 5465 5900 
or email Hiddenvale@peppers.com.au.   www.hiddenvalelodge.com.au. 
 
ENDS: 

 
For hi resolution images or further information, contact Pip Close:  0434 939 405 
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