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Campaign Report 
FarOut Attraction and Retention Campaign. Phase 2:  March – June 2023  
 
This report highlights  
• samples of the marketing material utilised in delivering the content 
• full details of how the funds were used and any future plans related to the Project; 
• how project objectives were met; 
• outcomes of the project; and 
• any quantitative results identified in the delivery of the content, including social media interactions 

and website page visits. 
 

Project overview 
 
In 2020, the Central Western Queensland Remote Area Planning and Development Board (RAPAD) 
developed the FarOut! brand to promote investment, employment, and liveability opportunities in 
Central West Queensland (CWQ). Through 2021 RAPAD implemented its digital media campaign to 
support, extend the reach and impact of www.gofarout.com.au to further demonstrate the advantages of 
working and living in CWQ, counter misconceptions some people hold which impedes their decision to 
accept a job in the region, and seek to attract investment to the region. This proved to be successful 
albeit still in its early days.  
 
This next phase of the FarOut developed new campaign content to support and grow the work 
undertaken so far. New content complemented previous efforts and helps to draw attention to new and 
existing employment opportunities. 
 
Development of new content was guided by the theme of ‘it’s easier than you think’ - highlighting the job 
opportunities, employer / relocation support, lifestyle options and connectivity (digital and travel) - the 
most significant hurdles identified by potential employees when considering relocating to our region. 
Where in phase 1 ‘built symbolic value’ highlighting the stories, successes and statistics behind why 
Central West Queensland is a great place to live, work and invest, phase 2 filled the gaps on what it’s like 
to live, work and move to the region.  
 
The marketing element of this project is funded by the RDA CWQ whilst RAPAD funding will partner with 
the RAB funding to deliver the new content and associated collateral. 
 
These activities have been implemented by RAPAD as a collective as per its economic development 
charter / strategic alignment as the peak regional economic development body for the region. 
 

Objectives of Phase 2 
 
The project: 

§ Developed new content for the FarOut attraction and retention campaign including new 
additions to the website and extra creative design work to support and grow the work 
undertaken so far, with a focus on promoting new and existing employment opportunities 
across the region.  
 

§ It also provided additional marketing for the FarOut campaign to better connect people with 
new and existing employment opportunities within the region and encourage them to come out 
and take up these new and vacant positions. 
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Campaign approach  
 
Deliverable: Develop new content for the FarOut! attraction and retention campaign such as additions to 
the website and extra creative design work. 
 

Online campaign & new content 
 
The online campaign delivery (March-June 2023) was underpinned by the theme “It’s easier than you think 
to move FarOut”. This builds on existing content from the brand-building first phase and takes the next 
step to answer what’s it like to live and work FarOut and how can I make the move.  
 
New content was sourced and created (January-March 2023) targeting the common obstacles identified 
by SEEK and the Regional Institute of Australia (RAI) research, and supported by local feedback and 
anecdotal evidence. Central West Queensland is able to “check off all of life’s essentials”: 
 

1. There are limited job opportunities in my field in regional areas - career 
2. There is limited entertainment / things to do in regional areas - lifestyle 
3. It would be too hard to move / move my family – sorted 

 
Popular content from phase one was also reused and repurposed for posts, imagery and video. Social 
media advertising, building on the knowledge from previous reporting, was used to target key audiences 
and drive website traffic and conversions. As evidenced in the impact recorded in the first phase, 
Facebook was the primary social media platform used for this campaign.  
 
 
Deliverable: Additional marketing for the FarOut! campaign to better connect people with new and 
existing employment opportunities. 
 

Seek campaign 
 
For the first time, RAPAD worked with recruitment industry leader SEEK to deliver an online advertising 
campaign (March-June 2023). Taking advantage of SEEK’s expertise and ability to target users who are 
likely candidates to make the move to CWQ advertising was placed onsite (seek.com.au) and offsite 
(third-party websites including Yahoo! and news sites). 
 

Local stakeholder engagement 
 
In order to effectively to grow our success and have longevity beyond the funding cycle, we needed to 
grow local ownership of the FarOut platform beyond RAPAD. Our activities aimed to provide a framework 
to grow local recruiter’s access and understanding on how they can leverage the FarOut brand and 
resources. This included hosting a forum with key recruitment representatives in our region, including 
state and local government and developing an online resources portal – the FarOut! Hub (May 2023).  
 
The FarOut! Hub ensures the investment and outputs from the FarOut project have a lasting legacy. The 
platform, managed by RAPAD, helps connect recruiters to content and make use of campaign materials 
with the aim of generating a region-wide, united approach to recruitment promotion on all levels – public 
and private.   
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Campaign outcomes 
 

Overall performance 

10,891 123 $3,000 <$25 
Website sessions Leads Media spend Per lead 

 
 
This campaign considers a conversion (‘lead’) as a user who accessed the FarOut! website and filled in a 
contact form on the campaign specific landing pages requesting further information from the RAPAD 
team. Tracked through HubSpot, the RAPAD team were able to follow up, make notes and track the long 
term journey from enquiry through to outcome. 
 
 

Considerations 
 
As with phase one of the FarOut campaign, one of the major things that needed to be taken into 
consideration for any foreseeable measurement issues centred around them fact that this campaign 
would likely have a very long lead time for conversions. RAPAD has always indicated that it wants people 
to “have a conversation around the dinner table” about the idea of moving out to CWQ, and our goal was 
to start or continue that conversation by presenting them with the simple idea that CWQ was actually an 
option for consideration. 
 
This of course is very different to other measurable campaigns, such as selling something directly on a 
website, where the transaction may occur immediately or within a few days; where in the case of the 
FarOut! campaign, in some cases people may take weeks or months to take the idea of CWQ as a possible 
place to live or work from a simple conversation amongst friends and family, to getting in touch with 
RAPAD. So for this reason, it is likely there may be unmeasurable conversions occurring, or simply have 
not happened as yet due to the length of time between the initial campaign exposure, and conversion. 
 
 
 

 
"You're doing a great job of promoting, I'll get my friend to like and share. It's all 
about networking.”  
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Website 

 
 
To support campaign activity, we wanted to bring together key information that ‘checks all the boxes’ 
about living, working and moving to Central West Queensland. This content helped to boost the existing 
content, the narrative of local stories and opportunities, and taking that next step to encourage or 
connect to contacting, applying for that job or making the move. 
 
A new campaign landing page was developed and published on the existing FarOut website.  

www.gofarout.com/make-the-move   
 
 
We know that a growing number of urban people are wanting to make the move to a regional area, 
evidenced by research from the Regional Australia Institute (RAI), SEEK and also our first phase of the 
FarOut campaign. We know they want to make the move, we’ve had great results in our first campaign 
with contact and social interaction – what’s stopping them and how can we help them take that next 
step? These questions helped define the development of our campaign landing page and supporting 
content.  
 
Landing page: gofarout.com/make-the-move 
 
Supporting pages focussed on the following areas: 

• Career 
• Lifestyle 
• Sorted 

 
What makes this content different?  
This content enhances and does not duplicate or complicate existing content.  
It makes it easier to find in the context of ‘how do I make the move?’ and ‘it’s easier than you think’.  
 
The landing page format is a dashboard style – the easy to navigate as a kind of FarOut make the move 
‘tool kit’. The dashboard links directly to the essentials in understanding what CWQ is like and how to 
make the move.   
 
Helping to connect our local communities, new pages on each of the seven council areas was also 
developed and published. 
 
The www.gofarout.com.au/make-the-move link was used as the landing page for the SEEK campaign and 
social ads. 
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New website content 
 

Building on and enhancing existing content 
 

1.Main navigation – Make the Move – www.gofarout.com.au  
 
Make the new section easily accessible from the homepage by including in the main navigation. 
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2. Call out banners and messaging updates  
 
Website content was reviewed and areas for updating messaging, content and calls to action were identified. Calls to actions were updated to move from general 
Central West Queensland information to targeted Make the Move. Updates included: 
 
New feature homepage banner 
 

 
 
Updates to CTA banners 
 

Old banner 

 

New banner  
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3. Make the Move landing page - gofarout.com.au/make-the-move 
 
The new landing page features an easy-to-use dashboard, a kind of ‘FarOut toolkit’, that links to eight new sections: Lifestyle, Health & Wellbeing, Home & Family, 
Food & Dining, Entertainment & Social, Jobs & Career Growth, Education, and Making the Move. This information can continue to grow to include new additions, 
imagery, and feeds to social content. New imagery that aligns with our themes features across the pages and is used in campaign advertising.  
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Lifestyle  

 

Home & Family 

 

Education 
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4. New regional directory - gofarout.com.au/live/the-region/  
 
There was a significant gap and inconsistencies in direct information provided on gofarout.com.au and other platforms about each area and localities in Central 
West Queensland. Feedback from local recruiters and council officers indicated that basic information, such as what services and facilities each town has, or what 
the streets look like, was what was also needed to help in their recruitment and attraction.  
 
The FarOut regional directory was created using new content developed during this phase and researching and collating existing assets from across the region. 
Previously gofarout.com.au only provided links to council homepages.  
 

  
 
Each local government area now has its own unique URL, and page that can host information that each council can own: 

Barcaldine: gofarout.com.au/barcaldine Barcoo: gofarout.com.au/barcoo Blackall-Tambo: gofarout.com.au/blackall-tambo 

Boulia: gofarout.com.au/boulia Diamantina: gofarout.com.au/diamantina Longreach: gofarout.com.au/longreach 

Winton: gofarout.com.au/winton   
An added benefit to creating these pages is providing one place to bring together and host past and ongoing attraction and recruitment investment in programs 
and promotions undertaken by councils including videos and links their own website content.  
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Social media 
 

Building a Central West Qld FarOut! online community 
 
Before the campaign was launched, we completed a full review of the social media platform performance 
and reporting from the previous phase, following and sharing options were also explored and updated. 
Organic content, sharing and commenting with local pages was a new addition to this campaign approach 
helping raise awareness of the platform and add authenticity to the content with local content, likes, 
shares and comments.  
 
Based on the results from the FarOut! phase one reporting, the majority of the campaign activity and 
budget was spent on Facebook organic content and advertising, supplementing with Instagram where 
content was relevant to that platform.  
 

Paid  
Audiences that had been refined through the previous phase, along with some of the top performing 
content, were reviewed, edited/updated and used during this phase. The advertisements aimed to 
connect content to specific Queenslanders who currently live in major cities and all along the East Coast. 
Special audiences with unique job roles were added to the mix (teachers, builders, small business owners, 
and investors) by their affinity for outback and outdoor activities like hunting, farming, exploring, etc.  
 

Organic 
With a new social media approach this phase in interacting with and creating local focused content, 
organic activity performed on par with paid digital advertising, delivering slightly more visitors to our 
website.  
 
 

Overall, the digital marketing campaign helped to generate 37% 
of the 10,891 website visits with approximately 33% of those 
visits arriving from social media ads. 
 

Organic social media referrals generated almost 40% of website 
visits during the same period. 
 
 
 

"How fantastic to see your page, it's great to see what else is out in Queensland, 
both work and housing opportunities. I know I will be contacting you in the future!!”  
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FarOut! Hub 
 
The FarOut! Hub is a resource portal available to those working and recruiting for the Central West 
Queensland region. It is accessible via a link in the footer of the campaign website and its own domain. 
The portal is password protected to control and monitor access and enable the site to grow to include 
other information such and news or tips that are centred on our specific audience, not wider public 
release.  
 
Domain: www.gofarouthub.com.au. 
Password: FarOutCWQ   
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SEEK Campaign 
Maximum exposure in the job market 
 
We used SEEK’s coverage, experience and expertise as Australia’s leading online recruitment platform to 
target the most likely candidates for making the move and working in our region –as simply and as 
quickly as possible. 
 
Through SEEK we were able engage with a pool of highly targeted candidates on seek.com.au during their 
job search with display advertising and also to continue to promote FarOut to candidates when they have 
left SEEK and are visiting other sites through display, native and video. 
 

Creative 
 

Designed display ads 

 

 

 

 
 

 
 

 
 
FarOut promotional video  
https://youtu.be/Uv844bp7pXE  

 

Native content to appear 
alongside hosted content. 
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Website results 
 
Campaign reporting dates: 23 March – 5 June 2023 
 

18,408 10,891 00:00:32 9,555 
Page views Website sessions Average session 

duration time 
New users 
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Top performing content 
 
Snapshot of top pages relating to campaign 

Rank Campaign pages Views 
1 Living in Central West Queensland 5,418 
2 Make the Move 2,920 
3 Working in Central West Queensland 2,601 
4 Home page 1,365 

16 The Region 602 
22 Jobs and Career Growth 220 
24 Barcaldine 122 

 
 

Top locations of users 
 

Rank Campaign pages Users 
1 Brisbane 6,313 
2 Sydney 496 
3 Gold Coast 354 
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Social media results 
 
 

Facebook  
 
Campaign reporting dates: 23 March – 5 June 2023 

Followers Reach Link clicks 
Reactions/likes, 
comments and 

shares 
Posts 

786 
­ 159 

21,393 
­ 19.1K 

7,428 655 54 
­ 100% 

 
 

Instagram 
 
Campaign reporting dates: 23 March – 5 June 2023 
 

Followers Reach   

786 
Up by 128 

65,371 
­ 933.8K 

  
 
 
 

Social advertising 
 
Campaign reporting dates: 23 March – 5 June 2023 
 

Reach Impressions Per click 

258,947 623,474 $0.33 
 
 
Facebook paid reach: 205,549 (up 100%) 
Instagram paid reach: 64,268 (up 1.1M%) 
 
Total campaign spend: $3,053.63 
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SEEK campaign results 
 

Overall performance 
 
SEEK advertising has put the FarOut brand in front of The FarOut promotional video delivered a strong 
result with nearly half of people who saw it, watching to the end.  
 

195,458 191,486 392 
Onsite* Impressions Offsite^ Impressions Clicks 

189,710 89,588 47.2% 
Video Impressions Completed video views Video completion rate 

   

Across all campaign 
platforms 

1.1M 2,085 
Total Impressions Total clicks 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
* Traditional digital display advertising on SEEK website.  ^ Traditional digital display advertising to SEEK audiences off the SEEK website.  
Campaign results dashboard provided by SEEK is available at: https://lookerstudio.google.com/u/0/reporting/6d81f033-ea52-4bf6-aae7-
d0e7418fb41e/page/tNFdB .
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Onsite display 
 

Campaign reporting dates: 23 March – 5 June 2023 Campaign creative 
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Offsite display 
 

Campaign reporting dates: 23 March – 5 June 2023 

 



 

RAPAD FarOut! project – 2023 Campaign - Report 20 

Video 
 

Campaign reporting dates: 23 March – 5 June 2023 
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Hubspot contact snapshot 
 
We received 123 submissions of contact forms on gofarout.com.au with the majority looking for 
information on living and working in Central West Queensland. We had some promising leads via website 
form submissions as well as via Facebook direct messages. Follow-up with several contacts included more 
detailed mail and phone conversations particularly with those who were already working in professional 
fields in demand in our region (ie nursing, trades and administration) as well as people who were looking 
for a treechange / change of job. Our responses provide options for contacts to pursue or to call directly 
to discuss what they’re looking for and how we can help point them in the right direction. 
 
Through phases 1 and 2 of the FarOut! campaigns we now have 330 contacts in our database. Our next 
step is to review and refine these contacts, produce follow-up communication, and directly contact 
individuals that can identified as being strong leads and likely to have made or will make the move.  
 
Timing of contact 
The peak times for contact submissions aligned with organic and paid social advertising impact – these 
peak times correlated often to public holidays such as the Anzac Day long weekend and Easter holidays in 
April. 

21 April 2023 

21 April 2023 
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 25 April 2023 


