
DIGITAL CAMPAIGN SET UP

Eglinton Village Case Study



AGENDA
1. About Eglinton Village

2. Campaign Planning
Define your target audience – who are they and where are they moving from

Setting KPIs

Campaign objectives

3.  Campaign Set Up
Technical items – landing pages, campaign forms, campaign tagging

Creative assets

4.  Campaign Optimisation
Check your performance data against KPIs

Identify areas for improvement

2

Eglinton Village Digital Advertising Campaign



33

Eglinton Village Digital Advertising Campaign

EGLINTON VILLAGE
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DEFINE YOUR AUDIENCE

4

Eglinton Village Digital Advertising Campaign

What data to consider? Eglinton Village

Previous enquiry and buyer data for the project 

Buyer database from a similar project

Experian buyer profiling

Realestate.com.au migration data

ABS Census Data

Urbis Report
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What did we know about people already living in 
Eglinton and surrounds?
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EGLINTON VILLAGE AUDIENCE
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▪ Above average proportion of overseas birthplace - mainly from UK, 

New Zealand and South Africa

▪ Fly-in Fly-out workers and higher proportion of trades workers 

who aren’t reliant on commuting daily to the CBD 

▪ Key catchment areas are 20 km surrounding Eglinton including:

▪ Eglinton

▪ Alkimos

▪ Butler

▪ Yanchep

▪ Quinns Rock

▪ Ridgewood

▪ Two Rocks

▪ Joondalup

From the Census Data, Realestate.com migration data and Urbis Report:
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EGLINTON VILLAGE AUDIENCE
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Experian buyer profiles

▪ 23% B07 Fruitful Families ▪ 14% H25 Prams & Trades ▪ 11% F18 Developing Domestics
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SETTING KPIS

8

Eglinton Village Digital Advertising Campaign

51 

FY23 Sales Target

20 Invest Sales
Channel Agent Allocation

Not marketing generated

67 Gross Sales
Accounting for approx 30% Cancellation Rate

470 MQLs
10 MQLs = 1 Sale Conversion Rate

(Based on similar project)

47 Sales
Marketing generated
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SETTING KPIS
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51 

FY23 Sales Target

20 Invest Sales
Channel Agent Allocation

Not marketing generated

67 Gross Sales
Accounting for approx 30% Cancellation Rate

470 MQLs
10 MQLs = 1 Sale Conversion Rate

(Based on similar project)

47 Sales
Marketing generated

At this point its worth sense checking you have allocated 

sufficient budget.

We worked off $250 per MQL x 470 = $117,500

$250 includes asset production, management and media 

spend.

Used this working to increase digital budget slightly – some 

of which went to Bonfire, some to realestate.com.au

Being a launch phase in a highly competitive corridor and 

mindful of the sharp sales target, we chose to start with the 

higher spend and strip back if needed rather than have 

insufficient enquiry for launch.

Sufficient Budget?
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CAMPAIGN OBJECTIVES
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▪ Primary Objective: Drive quality enquiry for Eglinton Village sales team (marketing 

qualified lead) 

▪ Meet/ exceed FY23 retail sales target of 47 by 30 June  

▪ 10 MQLs: 1 sale = 470 MQLs required (94 per month)

▪ Assumed 1.5% conversion rate on MQL landing pages, 32,000 traffic needed at a 

minimum 

▪ Increase conversion of enquiries to sales over time ie. improve quality of leads

▪ Secondary Objective: Build database of medium to long term leads and subscribers 

(Content Marketing Program) to be converted through the HubSpot email nurture program 

▪ Tertiary Objective: Increase brand awareness for Eglinton Village and educate the 

market on key USPs 

Allocate a specific KPI for Bonfire – 

what percentage of MQLs should 

come from Bonfire activity. Eglinton 

was approx 65%
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CAMPAIGN OBJECTIVES

11

Eglinton Village Digital Advertising Campaign

▪ Primary Objective: Drive quality enquiry for Eglinton Village sales team (marketing 

qualified lead) 

▪ Meet/ exceed FY23 retail sales target of 47 by 30 June  

▪ 10 MQLs: 1 sale = 470 MQLs required (94 per month)

▪ Assumed 1.5% conversion rate on MQL landing pages, 32,000 traffic needed at a 

minimum 

▪ Increase conversion of enquiries to sales over time ie. improve quality of leads

▪ Secondary Objective: Build database of medium to long term leads and subscribers 

(Content Marketing Program) to be converted through the HubSpot email nurture program 

▪ Tertiary Objective: Increase brand awareness for Eglinton Village and educate the 

market on key USPs 

Make Bonfire aware of 

any other activity you 

are running e.g. 

radio,  outdoor, 

realestate.com.au



BRIEF DIGITAL ACTIVITY & 

WORK WITH BONFIRE ON 

RECOMMENDATIONS
Eglinton Village brief and supporting docs linked here

1
2
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https://cedarwoodscrm.sharepoint.com/sites/Projects/WA/Eglinton/Forms/AllItems.aspx?RootFolder=%2Fsites%2FProjects%2FWA%2FEglinton%2FPROJECT%20MARKETING%2FStrategy%2F210120https://cedarwoodscrm.sharepoint.com/sites/Projects/WA/Eglinton/Forms/AllItems.aspx?RootFolder=%2Fsites%2FProjects%2FWA%2FEglinton%2FPROJECT%20MARKETING%2FStrategy%2F210120%20Digital%20Brief%20Digital%20Brief
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CAMPAIGN SET UP

13

Eglinton Village Digital Advertising Campaign

▪ Plan out your required ad types and channels, Eglinton example:

Bottom of Funnel – 
Marketing Qualified 
Leads

Channel Goals Messaging Budget 
Split

Google Ads

MQL form submissions
▪ Land from $x
▪ House and land packages from 

$x
60%

Google Display 
Remarketing

Meta Ads

Middle of Funnel –
Consideration - Leads

Google Ads

eBook downloads
▪ First home buyers guide
▪ House and land package guide 30%

Google Display

Meta Ads

Top of Funnel – 
Awareness - Leads

Google Display

Impressions, reach, 
engaged views – building a 
remarketing audience

▪ Coastal land now selling/ 
lifestyle messaging 10%

Meta Ads

Youtube Ads
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▪ Create landing pages following Bonfire recommendations

▪ Create forms and related campaign tags to match your campaign needs

Bottom of Funnel – 
Marketing Qualified 
Leads

Channel Goals Messaging Budget 
Split

Landing Pages Campaign Tagging on Form

Google Ads

MQL form submissions
▪ Land from $x
▪ House and land packages from 

$x
60%

https://www.cedarwoods.com.au/
eglinton-village/land-campaign/

https://www.cedarwoods.com.au/
eglinton-village/house-and-land-
campaign/ 

EGLI_Launch_Bottom of Funnel

Google Display 
Remarketing

Meta Ads

Middle of Funnel –
Consideration - Leads

Google Ads

eBook downloads
▪ First home buyers guide
▪ House and land package guide 30%

https://resources.cedarwoods.com.
au/eglinton/first-home-buyers-
guide

https://resources.cedarwoods.com.
au/eglinton/house-land-guide

EGLI_CIB Nurture Project 
Enquiry

Google Display

Meta Ads

Top of Funnel – 
Awareness - Leads

Google Display

Impressions, reach, 
engaged views – building a 
remarketing audience

▪ Coastal land now selling/ 
lifestyle messaging 10%

https://www.cedarwoods.com.au/
eglinton-village/land-campaign-tof/

https://www.cedarwoods.com.au/
eglinton-village/house-and-land-
campaign-tof/

https://www.cedarwoods.com.au/
eglinton-village/brand-campaign/

EGLI_Launch_Top of Funnel
Meta Ads

Youtube Ads

https://www.cedarwoods.com.au/eglinton-village/land-campaign/
https://www.cedarwoods.com.au/eglinton-village/land-campaign/
https://www.cedarwoods.com.au/eglinton-village/house-and-land-campaign/
https://www.cedarwoods.com.au/eglinton-village/house-and-land-campaign/
https://www.cedarwoods.com.au/eglinton-village/house-and-land-campaign/
https://resources.cedarwoods.com.au/eglinton/first-home-buyers-guide
https://resources.cedarwoods.com.au/eglinton/first-home-buyers-guide
https://resources.cedarwoods.com.au/eglinton/first-home-buyers-guide
https://resources.cedarwoods.com.au/eglinton/house-land-guide
https://resources.cedarwoods.com.au/eglinton/house-land-guide
https://www.cedarwoods.com.au/eglinton-village/land-campaign-tof/
https://www.cedarwoods.com.au/eglinton-village/land-campaign-tof/
https://www.cedarwoods.com.au/eglinton-village/house-and-land-campaign-tof/
https://www.cedarwoods.com.au/eglinton-village/house-and-land-campaign-tof/
https://www.cedarwoods.com.au/eglinton-village/house-and-land-campaign-tof/
https://www.cedarwoods.com.au/eglinton-village/brand-campaign/
https://www.cedarwoods.com.au/eglinton-village/brand-campaign/


15

CAMPAIGN SET UP

15

Eglinton Village Digital Advertising Campaign

▪ Create landing pages following Bonfire recommendations

▪ Create forms and related campaign tags to match your campaign needs

Bottom of Funnel – 
Marketing Qualified 
Leads

Channel Goals Messaging Budget 
Split

Landing Pages Campaign Tagging on Form

Google Ads

MQL form submissions
▪ Land from $x
▪ House and land packages from 

$x
60%

https://www.cedarwoods.com.au/
eglinton-village/land-campaign/

https://www.cedarwoods.com.au/
eglinton-village/house-and-land-
campaign/ 

EGLI_Launch_Bottom of Funnel

Google Display 
Remarketing

Meta Ads

Middle of Funnel –
Consideration - Leads

Google Ads

eBook downloads
▪ First home buyers guide
▪ House and land package guide 30%

https://resources.cedarwoods.com.
au/eglinton/first-home-buyers-
guide

https://resources.cedarwoods.com.
au/eglinton/house-land-guide

EGLI_CIB Nurture Project 
Enquiry

Google Display

Meta Ads

Top of Funnel – 
Awareness - Leads

Google Display

Impressions, reach, 
engaged views – building a 
remarketing audience

▪ Coastal land now selling/ 
lifestyle messaging 10%

https://www.cedarwoods.com.au/
eglinton-village/land-campaign-tof/

https://www.cedarwoods.com.au/
eglinton-village/house-and-land-
campaign-tof/

https://www.cedarwoods.com.au/
eglinton-village/brand-campaign/

EGLI_Launch_Top of Funnel
Meta Ads

Youtube Ads

Test all forms are 

working including 

tracking

https://www.cedarwoods.com.au/eglinton-village/land-campaign/
https://www.cedarwoods.com.au/eglinton-village/land-campaign/
https://www.cedarwoods.com.au/eglinton-village/house-and-land-campaign/
https://www.cedarwoods.com.au/eglinton-village/house-and-land-campaign/
https://www.cedarwoods.com.au/eglinton-village/house-and-land-campaign/
https://resources.cedarwoods.com.au/eglinton/first-home-buyers-guide
https://resources.cedarwoods.com.au/eglinton/first-home-buyers-guide
https://resources.cedarwoods.com.au/eglinton/first-home-buyers-guide
https://resources.cedarwoods.com.au/eglinton/house-land-guide
https://resources.cedarwoods.com.au/eglinton/house-land-guide
https://www.cedarwoods.com.au/eglinton-village/land-campaign-tof/
https://www.cedarwoods.com.au/eglinton-village/land-campaign-tof/
https://www.cedarwoods.com.au/eglinton-village/house-and-land-campaign-tof/
https://www.cedarwoods.com.au/eglinton-village/house-and-land-campaign-tof/
https://www.cedarwoods.com.au/eglinton-village/house-and-land-campaign-tof/
https://www.cedarwoods.com.au/eglinton-village/brand-campaign/
https://www.cedarwoods.com.au/eglinton-village/brand-campaign/
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▪ Be critical about your ad creative – 50% of your campaign's success relies on your creative

▪ Provide a number of variations to test

▪ Follow best practice specifications provided by Bonfire e.g. square, portrait, animation, carousel, html5, youtube video

▪ Eglinton digital assets linked here

https://cedarwoodscrm.sharepoint.com/sites/Projects/WA/Eglinton/Forms/AllItems.aspx?id=%2Fsites%2FProjects%2FWA%2FEglinton%2FPROJECT%20MARKETING%2FDigital%2F230215%20Now%20Selling%20Launch&viewid=21dcaf57%2Dbb97%2D4dd4%2Da833%2Dc123372821c9


1717

Eglinton Village Digital Advertising Campaign



WELL DONE ON A 

SUCCESSFUL LAUNCH – 

WHAT'S NEXT?

1
8
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MONITOR PERFORMANCE AGAINST KPIS AND 
SALES TEAM FEEDBACK

19

Eglinton Village Digital Advertising Campaign

456 Enquiries

52 Net Sales
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MONITOR PERFORMANCE AGAINST KPIS 
AND SALES TEAM FEEDBACK
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Coming Soon 

Campaign

Now Selling 

Commences 

22nd Feb

Landing page 

optimisations impact 

& campaign learning

Sales feedback – too many MQLs of not high enough quality. Worked with Bonfire to 

identify where the low quality enquiries were coming from and decided to send these 

to lead landing pages to be nurtured.

Proportion of 

leads too high -

shifted budget 

allocation to drive 

more MQLs

Shifted budget again to 

higher quality channels/ 

audiences, accepting 

higher cost per lead 

and lower enquiry 

number
Lower than KPI 

monthly needs, 

discussed areas for 

improvement for 

Bonfire



THANK YOU

A FEW EXTRA RESOURCES 

TO FOLLOW

2
1
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Feb 1, 2023 - Jul 31, 2023 ▼

Digital Marketing Dashboard
Eglinton - Google Ads Summary

Eglinton - Google Network Performance

Landing Page Views

6,163
 N/A

Cost/LP View

$1.06
 N/A

Cost

$6,532
 N/A

Clicks Impressions Cost

Feb 2023 Mar 2023 Apr 2023 May 2023 Jun 2023
0

100K

200K

300K

0

500

1K

1.…

2K

C
lic

ks
 | 

Im
pr

es
si

on
s

C
os

t

Avg. CPM

$7.63
 N/A

Impressions

856,495
 N/A

CTR

0.72%
 N/A

Display Activity 

YouTube Activity 

Campaign Cost Clicks Avg. CPC CTR All conv.

WA | Eglinton - Display: Consideration (MoFu) $4,392.7 4,272 $1.03 0.83% 17.27

WA | Eglinton - Display: Awareness (ToFu) $1,044.91 1,435 $0.73 0.68% 1

WA | Eglinton - Display: Remarketing (BoFu) $1,094.85 456 $2.4 0.36% 4

Grand total $6,532.46 6,163 $1.06 0.72% 22.27

▼

1 - 5 / 5 < >

Top 5 Engaged Campaigns

Top Engaged Creative (Feb-July 2023)

Engagement Over Time

Landing Page Views

300
 N/A

Cost/LP View

$6.03
 N/A

Cost

$1,810
 N/A

Avg. CPV

$0.05
 N/A

30 Second Views

37,297
 N/A

Video view rate

22.92%
 N/A

Audience Cost Clicks Avg. CPC CTR 30 Sec Views View Rate

Developing Domestics (+ 25-34 Above Average Income) $457.09 61 $7.49 0.15% 10,083 24.32%

Fruitful Families (+ 35-44 Above Average Income) $1,251.37 225 $5.56 0.2% 24,829 22.14%

Prams & Trades (+ 35-44 Low-Average Income) $101.78 14 $7.27 0.15% 2,385 26.2%

Grand total $1,810.24 300 $6.03 0.18% 37,297 22.92%

▲

1 - 3 / 3 < >

Top 5 Engaged Audiences

Top Engaged Creative (Feb-July 2023)

Clicks Impressions Cost

Feb 2023 Mar 2023 Apr 2023 May 2023 Jun 2023
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Engagement Over Time

Ad group Clicks CTR Impr. Avg. CPM

Affinity & In Market Audiences 34 3.4% 999 $52.94

Keyword Targeting 185 4.23% 4,378 $67.72

Grand total 219 4.07% 5,377 $64.97

▲

1 - 2 / 2 < >

Ad group Clicks CTR Views Avg. CPV View Rate

Developing Domestics - B… 61 0.15% 10,083 $0.05 24.32%

Fruitful Families - Broad 225 0.2% 24,829 $0.05 22.14%

Prams & Trades - Broad 14 0.15% 2,385 $0.04 26.2%

Grand total 300 0.18% 37,297 $0.05 22.92%

▲

1 - 3 / 3 < >

Eglinton Village Eglinton Village ……

https://www.youtube.com/watch?v=Huioe0sSvF4
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BONFIRE LANDING PAGE RECOMMENDATIONS
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BONFIRE LANDING PAGE RECOMMENDATIONS
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