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Goals:

1. Encourage new homebuyers to move to and/or buy a new home in
Spruce Grove.

2. Bring awareness to what Spruce Grove has to o�er now vs. what
people “think” it has to o�er.

3. Direct tra�c to book showhome tours (1-on-1 or virtual).

Mediums:

- Facebook/Instagram ads
- Google Search ads
- Google Display ads
- Digital billboards with Astral Media

Campaign Metrics:

- Digital advertising analytics
- Engagement on social media channels 
- Out-of-Home impressions
- Showhome tour bookings (partners to provide)

August 30 - December 19, 2021
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Campaign Summary

About the "Back to the Sweet Life" campaign:

The “Sweet Life in Spruce Grove” was a campaign collaboration
between a number of builders and developers and the City of Spruce
Grove. The objective was to promote life in Spruce Grove and
encourage people from nearby areas to move to one of Spruce Grove's
communities and purchase a new home. The campaign showcased the
bene�ts of being a resident of Spruce Grove and highlighted everything
the partnered developers and builders have to o�er new home buyers. 

Challenges or considerations for the campaign:

The campaign encountered a few challenges. Due to the pandemic, the
campaign was put on hold for a year. Initially, the campaign focused on
comparing today's highly digital lifestyle to the more simple lifestyle of
the past. "Back to the Sweet Life" meant a return to simple pleasures,
before digital media became such a distraction. We were forced to pivot
the focus of the campaign, however, as digital media became a
comforting lifeline during the long quarantines and sporadic lockdowns
of pandemic life. We chose to shift the messaging to better suit the
environment. 

Additionally, the initial plan was to launch the campaign in September. 
Due to delays in bringing the website up-to-date, as well as securing
billing details, the digital campaign fully launched in October and the
outdoor campaign launch on August 30, 2021.

Breakdown of Medium Spend:

Digital
Outdoor

20.5%

79.5%
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Digital Platform Overview

Channels driving the campaign: Breakdown of Platform Tra�c:

Google Search - As the world's largest search engine, Google Search displays
our ads when consumers search for products and services similar to what
we're o�ering. 

Google Search works best for capturing consumers who are already in the
sales funnel, on the verge of converting. The consumer already knows they're
in the market to buy and are researching their options via Google Search.
When they enter their search criteria, they're immediately served ads for the
most suitable business o�ering.

In our case, our Google Search ads will serve to anyone within our de�ned
target audience (e.g., anyone searching for new homes in Spruce Grove and
nearby areas).

Google Display - Similar to Google Search, Google Display ads are also part of
Google's massive network. Google Display ads include images and graphics,
which appear on various web pages across the internet and are served to
consumers within our target audience. 

Facebook and Instagram - Facebook and Instagram are two of the world's
most popular social networks. They connect people all over the world through
shared interests.

Facebook and Instagram paid ads are hyper-targeted via de�ned
demographics and interests. The target audience can be as de�ned or as
broad as you'd like.

In�uencer Marketing - In�uencers are social media content creators who
have large followings and in�uence over a niche audience. By partnering with
in�uencers who cater to our target audience, we're able to promote our
o�erings to a captive audience. This is a good strategy for reaching an
audience out of our scope of reach.  

Breakdown of Platform Spend:

Link Clicks

0 2K 4K 6K 8K 10K

FB/IG

Display

Search

FB/IG
Display
Astral & Pattison
Search
In�uencer

29.1%

10.8%

18.5%

20.5% 21.1%
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Campaign KPI'S

Measurements used to determine how

e�ective the campaign was:
Considerations:

The following results show metrics for clicks, impressions, CTR and
CPC, as well as conversions of each platform per month. According to
the campaign objectives, these are the Key Performance Indicators
(KPIs) for this campaign:

Clicks or Results speak to the number of times any user clicked on the 
ads that was served to them.

Impressions speak to the number of times the ad was served
throughout the campaign duration, regardless of whether or not users
interacted with it.

Click Through Rate (CTR) speaks to the of number of users who click
on the ad compared to the number of users who see the ad and don’t
interact with it.

Cost per Click (CPC) speaks to the cost of each individual click on the
ad. 

Conversions are the number of users who clicked the ad and followed
the path through to the �nal step.

It’s important to note all campaigns and
results are informed by budget,
industry benchmarks and competition. 

It's important to continue testing and to
optimize to achieve the best results
possible.

Additional measurements:

Conversion rate is the percentage of
users who complete the desired goal (a
conversion).

Reach indicates the number of unique
users who've seen the ad.

Frequency the number of times an
individual user is likely to be exposed to
an ad throughout the campaign
duration. 
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What the data says:

- The Facebook and Instagram ad
campaigns performed better than both
Google Display ads and Google Search ads.
Facebook and Instagram saw the most
engagement and the highest number of
clicks. It's important to note that Facebook
and Instagram had the most allocated
budget.

- The campaigns started and ended strong,
but saw a slight dip in November. This isn't
uncommon in this industry, as sales tend to
dip near the start of winter.

- The Google Display ads performed higher
than the average CTR in the housing/real
estate industry of .24%

- Google Search ads had the lowest budget
allocated. Keywords in this industry are
highly competitive and therefore expensive.
Once the campaign gained some traction
and collected more data (along with
optimizations) it performed very well for the
�nal stretch of the campaign. 

Platform Total Spend Total Impressio… Total Clicks

1. Facebook/Instagram 9,742.75 1,183,195 19,636

2. Google Display 7,062.51 1,023,198 2,983

3. Google Search 6,187.3 70,321 1,183

▼

1 - 3 / 3 < >

Total Spend

$22,992.56
Total Impressions

2.3M
Total Clicks

23.8K
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Campaign Summary

Campaign name Amount spent Impressions CPM Link clicks CPC Reach Engagement

1. UDI - Sweet Life in Spruce Grove $7,836.5 945,367 $8.29 15,328 $1.09 191,081 1,710

2. UDI - Sweet Life Contest $1,870.95 234,514 $7.98 4,215 $0.7 146,263 2,973

▼
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Link clicks
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Cost

$9,707.45

What the data is telling us:

- The Facebook/Instagram campaign performed very well. This can be attributed to the vibrance of the creative, as well as
the messaging, which resonated with the target audience.
- Two campaigns ran on this channel: The "Sweet Life in Spruce Grove" ran for three months with a higher budget. "The
Sweet Life Contest" ran for two weeks with less budget. This di�erent timeframes and di�erent budget allocations explain
the di�erent results achieved by each campaign.  
- The real estate and land development industries are competitive. Earning high impressions and engagement is costly.
This is why we see a high CPM ($8.29) for the main campaign and a CPM of $7.98 for the contest.  That said, the CPC was
relatively low due to optimization and accurate targeting.
- The contest saw better engagement and reach. This can be attributed to the fun nature of the contest. Users on these
channels enjoy engaging with content featuring prize giveaways, as compared to the longer campaign, which was
informational.
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Average age of users who

clicked on the ads:

18-24
25-34
35-44
45-54
55-64
65+

8.6%

9.9%

21.9%

54.1%

Gender:

Female
Male
Uncategorized

36.9%

60.8%

Top 3 ads:

Ad Link Clicks

1. Remember Sunday Spreads 3,237

2. Remember When Cookies 2,382

3. Remember Having Space t… 1,326

▼

1 - 3 / 3 < >
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Coversions

17
Avg. Cost/Conv.

1.4K
CTR

1.6%

Impressions
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Avg. CPC

4.79
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What the data is telling us:

- The Google Search ad campaign performed very well, considering the climate in which it ran. For the duration of the
campaign, the pandemic was one of the most searched topics and was the most resounding message on every channel and
all mediums. This was an added barriers for advertisers trying to get their message out. 
- We saw 17 conversions on the Google Search campaign, which is incredible. Generally, a conversion is the �nal purchase,
but when dealing with real estate it's not that simple. This data alludes to users who took a more thorough approach to the
ads they interact with (e.g., engaging and exploring the content). This data ranges from clicking all the links that were provided
or browsing the Sweet Life website for more than a minute or clicking to contact or check out the partners' websites. 
- Due to the competitive nature of this industry the cost per conversion came in at 1.4K, which is high compared to other
industries.
- The average CPC was also quite high. This is because the keywords necessary to serve ads to our target audience were
more costly.
- The CTR achieved great results at 1.6%.
- The campaign performed very well in the beginning, but steadily decreased as the campaign went on. This result is typical
for a campaign, as it inevitably saturates the market and users experience ad-fatigue.
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Search Keyword Clicks CTR Cost

1. spruce grove homes 185 1.7% $975.16

2. show homes spruce grove 54 3.87% $178.04

3. new house builders 88 2.91% $485.95

4. new homes spruce grove 60 2.86% $365.04

5. new home builders 69 2.6% $327.08

6. house builders 158 2.73% $926.97

7. home builders edmonton 59 0.55% $440.96

8. home builder 42 3.15% $276.44

9. grove homes 62 2.07% $208.3

10. builders for homes 136 2.57% $818.58

▼
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Top 10 key words: Average age of users who
clicked on the ads:

18-24
25-34
35-44
45-54
55-64
65+
Unknown

5.9%

15.2%

14%

24.6%

10.1%

14.4% 15.7%

Gender:

Female
Male
Unknown

45.2%

24.2%

30.6%

Google Search ad with the
highest interaction rate:



Nov 1, 2020 - Nov 30, 2020 ▼Google Display Ads  Oct 13, 2021 - Dec 19, 2021 ▼

Coversions

5
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What the data is telling us:

 - The Google Display ad campaign performed well. This can be attributed to engaging creative for this campaign. It was
bright, colourful and inviting. 
- Unlike the Google Search campaign, the Google Display campaign increased its numbers as over the duration of the
campaign. Impressions were high in October and even higher in November, but decreased in December. That said, the
clicks continued to increase month-over-month, which is the desired result.
- We saw �ve conversions on the Google Display campaign. This isn't as high as the Google Search campaign achieved,
however this is a positive result. Especially considering the Google Display ads were an awareness campaign, which means
the ads are served to people who are browsing the internet, but not actively searching for our o�erings. With Google
Search ads, users are actively seeking something similar to what we have to o�er and are therefore more likely to convert
with the ad. 
- The CTR was 0.3%, which is lower than the industry benchmark of 0.35%. However, this isn't a huge di�erence and tells us 
the Google Display campaign performed well, despite a smaller budget and challenging environmental factors.
- The average CPC was $2.78. This is a favourable result, considering the average cost per conversion was $582.70



Nov 1, 2020 - Nov 30, 2020 ▼Google Display Ads 

Ad Creative Impressions Clicks CTR

1. Contest Skyscaper 7,472 308 4.12%

2. Remember Having Space to Run 20,272 224 1.1%

3. Remember Having Room to Ri… 79,122 450 0.57%

▼
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Top 3 ads: Average age of users who

clicked on the ads:

18-24
25-34
35-44
45-54
55-64
65+
Unknown

11%

16.2%

16.4%

20.9%

13.5%

11.4%

10.7%
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Key Takeaways

- The most important takeaway from this particular campaign
is the importance of being nimble. Throughout the campaign,
we constantly monitored the climate and made corrections
and adjustments as necessary, to give consumers a break
from heavy messaging. Instead, we served some levity with
fun and vibrant content and an easy contest and prize
giveaway. 

- Builders adding virtual showrooms is an innovative strategy.
Consider continuing with these in the future, as it is a
convenient way for consumers to experience a showroom,
without having to disrupt their daily life, or factor in travel and
time away. 

- A price-point campaign is another strategy that could be
bene�cial to consumers on a set budget. They'll know simply
by seeing the ad if they can a�ord the home or not, without
having to click through (which will impact the CPC). 

- For future campaigns, consider creating a variety of di�erent
ad visuals. We can swap old visuals for new ones over the
course of the campaign, to avoid ad-fatigue. This is an easy
way to refresh the campaign halfway through, to continue
achieving desired results and keep the target audience
engaged. Recommend updating creative every 4-6 weeks
depending on ad budget. 

-Another strategy to continue promoting existing campaigns
is to use social media. Social media can be a fun way to infuse
even more personality into the campaign. Show the people
behind the campaign and allow the developers and area
managers to re-share content. 

Advertising
Campaign
Summary
2022
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