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OVERVIEW 

In August 2015 Taj Cape Town celebrated its 5th birthday, big news for the client, but of little 

interest to the media and other noisemakers.  

Our task was to create hype around its birthday and to differentiate Taj Cape Town from its 

competitors by landing its unique location as the only luxury hotel in the historic inner city. We 

also needed to grow Taj’s share of voice in a competitive market, especially on social media - all 

within our R30 000 retainer with no more budget for the project.   

We realised the answer was on our doorstep. Taj is ideally positioned at the start of the new Big 

7 City Walk route, a collaborative community initiative facilitated by the Cape Town Partnership 

– one of the hotel’s strategic stakeholders. The walk includes the best historical and cultural 

sites in the inner city. It was the ideal opportunity to tap into the international trend of making 

inner cities sexy on Instagram.  

Our solution was simple, cost-effective and highly impactful. We arranged a series of 

Instawalks, the first of its kind for media, influencers and other noisemakers in the city centre, 

coupled with a photo competition and a trade exchange with some of the city’s top 

Instagrammers.  

Taj was soon trending on social media, with competition entries streaming in. Top 

Instagrammers raved about the initiative and drummed up enormous online support. In six 

weeks our hashtags #celebratecapetown and #TajCapeTown generated more than 1 300 

photos – all linked to the hotel’s location. We saw a significant spike in Twitter and Instagram 

followers, R465 000 in traditional and online coverage with a staggering 3 million impressions, 

but more importantly Taj reported a 10% spike in local visitors to the hotel’s entertainment 

facilities during the six week campaign period in mid-2016.  

“The concept was a novel one for us - it got Taj to connect with key stakeholders and it 

positioned us at the heart of inner city tourism in Cape Town. But a tangible business benefit is 

the growth in our social media following  AND the increased number of patrons to our 

restaurants and bars, which resulted in an estimated 10% spike during the traditional low winter 

season.”  Willie Williams, Director of Sales and Marketing, Taj Cape Town.  
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CHALLENGES AND OPPORTUNITIES  

 

Challenges: 

 

 Hotel birthdays are media snooze buttons and both media and influencers are inundated 
with invitations to review tourism experiences. We therefore had to create a fresh 
approach to create a buzz for Taj and its surrounding inner city attractions. 
  

 Many social media influencers charge to promote initiatives and establishments on their 
platforms but our PR budget was limited to hotel trade exchanges.  
 

 We had no budget for promoted posts so we had to rely on organic reach through our 
influencers.  
 

 The hotel’s birthday in winter 2015 was during the tourism low-season.  
 

 The hotel had a small social media following to start with, so other online media 
channels (blogs and travel news sites) had to be targeted to help promote the 
competition and Instawalk to the general public.  

 
Opportunities: 
 

 Taj’s desirable setting in the beating heart of the city – on the doorstep of historic sites 
such as the Slave Museum, Parliament, Company’s Gardens and Cape Town’s hippest 
street, Bree Street – made it a visual feast for Instagrammers (“Igers”) and other digital 
natives. 

 

 To create a greater sense of pride and discovery among Capetonians, to encourage 
them to become tourists in their own city.  
 

 We had the chance to strengthen Taj’s partnerships with city stakeholders such as Cape 
Town Partnership, City of Cape Town and Cape Town Tourism by sharing beautiful 
imagery they could use on their platforms and inviting them to the photo exhibition, an 
ideal networking event.  

 

RESEARCH  

 

 We surveyed 15 top Igers to gain key insights into how to coordinate a successful 

Instawalk and launch a competition that would attract and inspire the city’s keen 

photographers.  

 We had several meetings with city stakeholders, including Cape Town Partnership and 

City of Cape Town to gain further insight into their strategy of promoting Cape Town 

CBD and its historical and cultural treasures.  

 We researched the route, ensuring that the Instawalk would give Igers and media rich 

content.  

 

 

 



INSIGHTS 

 

 Cultural and urban tourism is on the rise globally with many international city centres 

becoming trendy destinations, such as Barcelona, Paris and Tokyo.  

 Tourism has seen a shift with customers now searching and planning holidays via social 

media and online platforms. 

 Instagram was the fastest growing social media channel in 2015, surpassing Facebook 

and Twitter.  

 Tapping into this trend of being one of the first hotels in Cape Town to create a 

searchable visual library for prospective visitors to Cape Town was the core insight 

which drove our campaign for Taj Hotel. 

 
SOLUTION 

 

 A city walk linked to a photo competition of one of the most beautiful cities in the world - 

with the Taj Hotel at the centre - promoted via social media.  

 This solution was affordable, but creative and highly impactful.    

 

STRATEGY PLANNING 

 

Objectives: 

 Grow Taj’s share of voice among a competitive market,  especially on social media 

channels, while communicating that the hotel recently turned 5  

 Clearly differentiate Taj from its competitors and communicate its value proposition 

 Engage with and build relationships with influencers (media, bloggers, celebrities, 

photographers and key city partners) 

 

Target audiences: 

 Capetonians, aged 20 - 39, LSM 9-10  

 Visitors from other parts of South Africa 

 International tourists with a focus on those already in town  

 City stakeholders, i.e. Cape Town Partnership, City of Cape Town, Cape Town Tourism 

and CCID.  

 

Core messages: 

 Taj is celebrating its 5th Birthday  

 Taj is ideally situated on the Big 7 City Walk route, allowing easy access to the city’s 

historical and cultural treasures 

 Taj is the only luxury, five star hotel in Cape Town CBD 

 

 

 

 



EXECUTION OF STRATEGY 

Foundation PR 

 A media release announcing the #celebratecapetown competition and Instawalk was 

issued to short-lead media two weeks ahead of the launch in July 2015 to generate 

online and radio coverage. 

 

Media reviews 

 We targeted online news sites and blogs with a three pronged approach – review the 

hotel facilities, join the Instawalk and publicise the photo competition.  

 

Competition ambassadors 

 Top Cape Town Igers were invited to be #celebratecapetown ambassadors – hotel stays 

and meals were exchanged for photo moments capturing the hotel’s offering. 

 Iger ambassadors rallied their followers to join the Instawalk and not only post 

photographs from the walk, but also of the hotel’s facilities during their stay.  

 The competition ran for six weeks and ambassadors helped maintain the launch 

momentum by uploading images/entries throughout this period. 

 

Instawalks  

 The Instawalks were organised to coincide with the monthly Saturday City Walk event - 

a creative outdoor event including street performers, street art and various other cultural 

activities along the City Walk route - providing additional photographic opportunities for 

seeing the city come to life. 

 More than 35 photographers attended the 90 minute guided walks hosted by Taj’s 

resident walking tour guide. He provided interesting facts and historical insights about 

the sites along the route. 

 Taj provided pre- and post walk refreshments at the hotel, creating an opportunity to 

experience its facilities and service.   

 

Photo Judging 

 An independent judging panel chose the winning photographs from seven categories. 

 The judging panel included key city stakeholders including Taj Cape Town General 

Manager, the CEO of Cape Town Partnership, the CEO of Cape Town Tourism, a highly 

respected photographic journalist and an editor at Africa Geographic. 

 Judging criteria stipulated that the photographic entries should be along the City Walk 

route or of the hotel and its employees, and the two competition hashtags 

(#celebratecapetown and #tajcapetown) should be used. 

 

 

 

 

 

 



Celebratory event and photographic exhibition 

 Taj hotel hosted a celebratory birthday cocktail event at its penthouse suite where the 

winning competition entries were announced alongside an exhibition of the top 

instagram photographs. The event was an opportunity to network with city and tourism 

stakeholders and to create further social media conversation/content. We encouraged 

guests and competition winners to post social media content from the event. 

 

 

 

 

 

Winning photographs 

 

 
Architecture 

 



 
Arts and Culture  

 



 
Elements of Design 

 

 
Nature 

 

 

 



 
People 

 

 
Most liked on Instagram 

 

 

 

 

 

 

 

 

 

 



 
Grand Prize winner 

 

 

 

 

View from Taj’s rooftop terrace, with a winning entry  

 

 

 

 

 



 

General Manager, Michael Pownall, addressing stakeholders and top 10 finalists before the 

announcement 

  

 

Attendees included city stakeholders (left to right) CCID COOTasso Evangelinos, Cape Town 

Partnership CEO, Bulelwa Makalima-Ngewana and Cape Town Partnership Events Manager, 

Terri Carter. 



 

General Manager, Michael Pownall, and Director of Sales and Marketing, Willie Williams,  

award Hloni Coleman for his Most Liked on Instagram winning entry  

 

All the winners on the night (left to right): Willem Law, Bianca Forlee, Lara Aucamp, Dillon Kin 

and Hloni Coleman  



EVALUATION 

 

All coverage was obtained organically (trade exchanges were offered to a few Igers so as to 

encourage entries to the competition but the campaign included no-paid  for media).  Our 

campaign acitivities was done on a fee of R30 000.  

 

Criteria for success  Results delivered by Atmosphere 

Communications: 

• Grow Taj’s share of voice on 

traditional and social media 

channels 

 

 

• 3 000 000 impressions 

• #CelebrateCapeTown trended on 

Twitter 

• 15 traditional media clippings  

• AVE: R465 997 (1:1)  

 

• Build relationships with 

influencers 

 

• 40 influencers attended Instawalk 

• 38 / 40 invited guests attended 

celebratory event 

Clearly differentiate Taj from its 

competitors and communicate its 

value proposition  

• Taj is first hotel in Cape Town to 

host an Instawalk  

 

Business:  

• Grow fan base on Instagram and 

Twitter 

• Total number of entries: 1 379 

• Twitter: 158 new followers 

• Instagram: 216 new followers 

• Organic growth with no promoted 

posts 

• 10% spike Y-o-Y in vistors to 

bars/restaurants during winter 2015 

 

"The Taj's #CelebrateCapeTown campaign gave me the opportunity to capture and share my 

unique view of the city. It also opened my eyes to others' views on the place we call home. The 

Taj has laid the foundation for connecting locals and visitors through the power of social 

interaction." Ockie Fourie, Instagrammer and campaign ambassador with over 49 000 followers. 

 

 

 



 
 

 


