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Campaign Summary
Xpertek Contact and Relativ media executed the Mall WiFi Campaign on Coca-Cola’s behalf over a period of 11 
weeks from 19 Nov 2019 to 31 Jan 2020.

The Campaign was targeted at WiFi users across 14 Malls and the banner was seen 2.8M times.  These malls serve a 
diverse clientele and are situated across South Africa.  The campaign engaged slightly more Females (47%) than 
Males (45%).  The age group with the highest engagement rate was 25 – 34 (42%), followed by  15 -23 (26%).  It can 
be inferred from the device types and manufacturers that approximately 75% of the engaged audience were from 
middle to lower income brackets.  This is further supported by the fact that malls in lower income areas generate 
far more engagement than those in high income areas.

The video advert proved to be exceptionally successful, with over 330,000 videos served and a completion rate of 
78.29%.  This is far above the completion rate of other video advertising platforms.  This should be leveraged to 
drive brand and promotion awareness in future campaigns.

Landing page click-through’s did not have a high engagement rate.  This is likely due to the incentive to click 
through not being strong enough.

The WiFi platform provides an innovative and differentiated channel for brand awareness, promoted through 
banner and video adverts.  The advertiser’s brand is instantly associated with the positive feeling that users get 
when they get access to hours of uncapped WiFi.  The platform provides a channel to engage lower income users 
who might otherwise be difficult to engage through digital channels due to their lack of “disposable data”.  

The platform does also allow for profiling questions to be asked of users, this feature can be used to gain further 
insights into the engaged audience.  This can be factored into future campaigns for Coca-Cola.

Venues

Benmore Centre (Gauteng)

Blue Route (Western Cape)

Boulders (Gauteng)

Bryanston (Gauteng)

Centurion Lifestyle (Gauteng)

Centurion Mall (Gauteng)

Golden Walk (Gauteng)

Goldfields (Free State)

Kenilworth (Western Cape)

Kyalami Corner (Gauteng)

Maponya (Gauteng)

Matlosana (North West)

South Coast (KwaZulu-Natal)

Stoneridge (Gauteng)

2,801,351 
Banner Impressions



Customer Journey Images
New User Page Return User Page Landing Page

These screen shots show the banner adverts that were seen by users while logging in to the 
WiFi at the malls.  Before the user was presented with the Landing Page, they would be 
shown a full screen video featuring Coca-Cola Summer Yama 2000 promotional content.

There was a total of 2.8M banner impressions shown and 330 K videos played to WiFi users.

If there are key characteristics that the advertiser would like to identify within the 
audience, then we can ask users to answer profile questions as part of the login journey 

on future campaigns.



Campaign Engagement Summary

Venues

Benmore Centre
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Bryanston

Centurion Lifestyle

Centurion Mall

Golden Walk

Goldfields
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19 November- 31 January 2019

2,801,351 

Banner Impressions

1,169,504

Total User Logins

0,76%

CTR
*landing page

333,321

Videos Served

260,964

Videos Completed

78,29%

Completion Rate



WiFi Customer Journey

248,711 

New User Page Impressions

Static Advert shown to user

Return User Page Impressions

1,107,847  

Landing Page Impressions

Advert displayed on successful login that can be 
clicked to redirect to website

8,506

Banner ClicksStatic Advert shown to user

1,444,793

333,321

Videos Served

Full screen video shown to user after signing in

260,964

Videos Completed

This slide shows the level of engagement at various points on the WiFi Journey.  The Journey starts with either the 
New User or Return User Pages  First time users will see the new User Page.  The user is then shown a full screen 
video, this campaign achieved a 78.5% completion of the video that was played.  This is far above the industry 
standard for other video advertising platforms.  Thereafter the user is presented with the landing page.  The 
banner on the landing page could be clicked, which would redirect to Coca-Cola’s website.

The campaign was very successful at exposing users to the Coca-Cola brand.  Future campaigns should focus on 
driving brand and promotion awareness.

2,801,351 

Total Banner Impressions



Engagement Per Venue
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Malls situated in lower income areas 
generate far more engagement than 
those in areas with residents in higher 
income brackets.

This makes sense as Free WiFi is far more 
appealing to those shoppers who are 
sensitive to the cost of data.

The Free WiFi provides a phenomenal 
platform to engage lower income users 
who might otherwise be difficult to 
engage through digital channels due to 
their lack of “disposable data”.



Engaged Demographics

Gender

Female Male Unknown Other

Device Manufacturer

Samsung Huawei Apple Unreported Other

Device Manufacturer gives good insight into the 
profile of the audience that was engaged.  The 
category “other” is largely made up of cheap 
import brands, as are “unreported” devices.

The split of Samsung Devices is:

• 50% Premium Devices

• 50% Budget Devices

The split of Huawei Devices is:

• 40% Premium Devices

• 60% Budget Devices

Apple Devices are considered premium devices.

We infer that those making use of budget devices 
are from middle to lower income brackets.  This 
makes up approximately 75% of the audience.



Engagement by Age Group
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Age Groups Per Venue

Stoneridge
Southcoast
Matlosana
Maponya
Kyalami
Kenilworth
Goldfields
Golden Walk
Centurion
Bryanston
Centurion Lifestyle
Boulders

Age Groups Engaged per Venue


