

















RIGHT BRAIN

Sarah Wieman, MBA
PRG REAL ESTATE



COLOR & DESIGN
TRENDS






COLOR TREND IN ACTION

The James on Merrimac

Soft | Calm | Soothing



JAPANDI | M 1,217% DARK ACADEMIA | ™ a05%




COMFORTABLE
COLORS DARK MODE MINIMALISM



DESIGN TRENDS: NEUMORPHISM

KEEP CLEAN DESIGN INTERESTING

Fresh & sharp engagement
features should have:

v" Dimensional elements/shadows

v Gradients & textures







DESIGN TRENDS: SUBTLE TEXTURES

KEEP CLEAN DESIGN INTERESTING



DESIGN TRENDS: VIDEO AS A DESIGN ELEMENT

KEEP CLEAN DESIGN INTERESTING




Captured with Snagit 2021.4.4.12541  

Webcam - Integrated Webcam  

Microphone - Microphone Array (Realtek Audio)






DESIGN TRENDS: HAND-DRAWN ELEMENTS

& ANIMATION

KEEP CLEAN DESIGN INTERESTING




AUTHENTIC
BRAND VOICE









LEFT BRAIN

Melissa Cartagena
GREYSTAR



High
Contrast

Low
Contrast






















DIRECT-TO-RENTER
MARKETING









PAY-PER-CLICK
ADVERTISING

- Manual management & manual bidding
- Automated bid strategies

- Hygiene of accounts

- Landing pages

- More automation






What is ROAS?

MEASURE WHAT MATTERS MOST

CALCULATE YOUR RETURN

A ratio metric that measures the amount

of revenue earned for every dollar spent Conversion value
_Return on ad

on advertising C ; spend
oS

A 5:1 ratio means you generated $5 in

revenue for every $1 spent



The conversion value measures the amount of revenue your

business earns from a given conversion

EXAMPLE #1 EXAMPLE #2
Ad Spend: $10 Ad Spend: $1,000
Conversions: 1 Conversions: 1
Revenue: $100 Revenue: $12,000

ROAS: 10 ROAS: 12


https://www.wordstream.com/blog/ws/2019/09/25/conversion-value

RETURN ON AD SPEND

MEASURE WHAT MATTERS MOST

Refine your marketing strategy

v' Identify ROAS across all campaigns to
market smarter

v' Consider upstream & downstream metrics

v' Evaluate marketing partnerships (do you
have a single point for data access?)
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RIGHT-BRAIN COMPLEMENT

GIVE THEM WHAT THEY'RE LOOKING FOR

Enhance the customer experience from the start with dedicated landing pages
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