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Billyard Apartments

3URMHFW��
/RFDWHG�LQ�DQ�H[FOXVLYH�SDUW�RI�WKH�6\GQH\�IRUHVKRUH�LQ�(OL]DEHWK�%D\��WKH�����PLOOLRQ�%LOO\DUG�
$SDUWPHQW�UHGHYHORSPHQW�E\�(DVW�$VLD�3URSHUW\�*URXS�FRPSULVHG�VL[�OX[XU\�DSDUWPHQWV�
SULFHG�EHWZHHQ�$���PLOOLRQ�DQG�$���PLOOLRQ��%HQQHORQJ�+RXVH��DQ�LFRQLF�6\GQH\�SULYDWH�
residence was located in close proximity to the apartments positioning the project as one of 
Sydney’s most prestigious property.

Challenge 
&DSLWDO�ZDV�FRPPLVVLRQHG�LQ������E\�(DVW�$VLD�3URSHUW\�*URXS�WR�SODQ�DQG�LPSOHPHQW�D�SXEOLF�
relations strategy targeting key target markets and national property, luxury and lifestyle 
media outlets to sell the apartments. The dot.com phenomenon with many start-up internet 
businesses folding had begun to impact the Sydney property market with high-net-worth 
investors being unable to extend loans. As a result, Sydney’s prestige property market had 
slumped somewhat.

Solution 
&DSLWDO�DGGUHVVHG�WKLV�LVVXH�E\�VHFXULQJ�LQWHUHVW�IURP�LQYHVWRUV�IXUWKHU�DƪHOG�WKDQ�6\GQH\�
and implemented a strategic event and national media relations plan targeting luxury titles 
LQFOXGLQJ�9RJXH�/LYLQJ��%HOOH��0DULHFODLUH�DQG�+DUSHUśV�%D]DDU�DV�ZHOO�DV�SURSHUW\�PHGLD�
LQFOXGLQJ�WKH�60+śV�'RPDLQ��7KH�$XVWUDOLDQ�)LQDQFLDO�5HYLHZ�DQG� 
The Australian to attract interest from potential investors across Australia.

Outcome 
7KH�&DSLWDO�*URXS�JHQHUDWHG�LQ�H[FHVV�RI������PLOOLRQ�ZRUWK�RI�HGLWRULDO�FRYHUDJH�LQ�WDUJHWHG�
KLJK�HQG�SURSHUW\�DQG�OLIHVW\OH�PHGLD�RQ�EHKDOI�RI�(DVW�$VLD�3URSHUW\�*URXSśV����%LOO\DUG�
$YHQXH��$OO�DSDUWPHQWV�ZHUH�VROG�IROORZLQJ�WKH�35�FDPSDLJQ�SHULRG�ZLWK�DOO�DSDUWPHQWV�EHLQJ�
transacted at prices higher than the developer’s reserve.
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