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Appendix 1 | Information boards

























Appendix 2 | Advertising collateral

Surf Coast Times advertorial

Published Friday 17 May 2024.



Event flyer

Published Friday 17 May 2024.



Email invitations

Sent to 979 individual Alcoa database subscribers.

Email copy:

Alcoa will host three open house sessions in Anglesea this month, inviting local community members to hear 
the latest update on rehabilitation of the former mine and power station sites, and learn about a potential 
strategy to fill the mine pit.

Click the image below to find out more about the sessions being held on Thursday 23, Friday 24 and Saturday 25 
May.

Image link: https://sway.cloud.microsoft/qieBQ1ohsjXPvUWs?ref=Link.

If you no longer wish to receive communication material from Alcoa Anglesea, reply unsubscribe to this email.

Note: Click on the link to visit the dedicated web page 
visited by 507 individuals.



Appendix 3 | Facebook and Instagram campaign
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Off-Page Social Media Campaign

Objective: deliver an off-page targeted social media campaign to drive awareness about the three upcoming 
open-house community information sessions being hosted in Anglesea over May and June:

 Campaign objective: increase awareness about the information sessions 
 Conversation location: https://sway.cloud.microsoft/qieBQ1ohsjXPvUWs?ref=Link
 Channels and delivery: deliver across two channels: Alcoa Australia Facebook and Instagram
 Campaign to target selected postcodes from Friday 17 May – Friday 24 May

Creative: 3 x animated ads utilising brand campaign imagery
 Water pump imagery
 West wall imagery
 Aerial imagery
 Animated graphics designed to suit all required ad specs for multi-platform ad delivery including feed 

ads, story/reel ads and right column graphics

Audience: Targeting Anglesea postcode
 Anglesea 3230 and Aireys Inlet 3231
 Targeted age range of 18-65 year olds will be applied to this campaign

Budget: total campaign budget of $150
 Deliver campaign budget optimisation – budget will be distributed across delivering ad sets to get 

more results in-line with performance goals and campaign strategy

Overview
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Content placement

 Each advert to be displayed in 21 placements 
across:
− Facebook feeds
− Instagram feeds
− Facebook marketplace
− Facebook video feeds
− Instagram explore
− Instagram explore home
− Facebook Business explore
− Instagram stories
− Facebook stories
− Instagram reels
− Facebook reels
− Facebook in-stream for Videos
− Facebook Ads on Facebook Reels
− Instagram Ads on Instagram Reels
− Facebook Search results
− Instagram Search results
− Audience Network: native, banner and interstitial 

(apps and sites)

Social media touchpoints and opportunities 
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Ad results - summary 
METRIC RESULTS

Reach
Number of accounts/users who saw content at 
least once.

3,819

Frequency
The average number of times each account 
saw your ad.

2.8

Impressions
Number of times your ads were on screen.

13,945

All Clicks
The number of clicks, taps or swipes on your 
ads.

103

Link Clicks
The number of clicks, taps or swipes within the 
ad that led to advertiser-specified destinations

32

Engagements
Number of actions people take involving ad.

732

Off-page campaign performance overview

 The off-page campaign had a performance target to ensure it met the 
main goal of boosting awareness of Alcoa’s Anglesea Community 
Open Sessions:

− Performance goal: maximising total reach and number of impressions of 
ads

 The campaign, made up of three ad sets targeting the specified 
postcodes Anglesea 3230 and Aireys Inlet 3231, had a set budget of 
$150

• In total, the campaign received close to 14,000 impressions, and 
reached an audience of just over 3,800. This a strong result 
considering the total audience size of the campaign sit within 5,000 – 
5,300.

• We used budget optimisation to ensure optimal results (highest 
number of reach) were achieved over the duration of the campaign. A 
method recommended for short term campaigns
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Ad results - audience 

Gender breakdown

Reach Impressions Engagements

Male 2,100 7,810 395

Female 1,681 5,996 330

Uncategorised 38 139 7

Off-page campaign gender breakdown

Findings

• Findings are a true reflection of current Facebook user statistics (as of January 2024 via Statistica) with men between the ages of 25 and 
34 years making up the largest audience (20%)

• Interesting to note that users between the ages of 25 and 34 saw the campaign the most but those in the 65+ age bracket were the most 
engaged. This reflects the Australian Bureau of Statistics population census results of Anglesea that details people between the ages of 60 
to 80 make up the largest portion 

https://abs.gov.au/census/find-census-data/quickstats/2021/SAL20046 

• The campaign was well-received by both the male and female audiences. The budget optimsation tool prompted an increase in budget 
allocation to the male-owned accounts to effectively hit the ‘reach’ targets set for this campaign

Age breakdown

Reach Impressions Engagements

18-24 840 3,207 102

25-34 954 3,765 95

35-44 575 1952 124

45-54 458 1813 118

55-64 496 1674 117

65+ 496 1534 176



Appendix 4 | Completed feedback forms

Names and identifying information have been redacted for privacy purposes.





































































































































Alcoa Anglesea
205 Coalmine Road, Anglesea VIC 3230
angleseaps@alcoa.com.au
www.alcoa.com/australia/anglesea


