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BRANDING CASE STUDY:

THE COLLECTIVE

SECRETS TO AN EFFECTIVE BRANDING PROCESS
 How to approach research

* Build a brand that is more than a logo

« Work with third-party partners

* Inject your brand into your operations



ROAD TO A COLLECTIVE SUCCESS

2010 2013 2021

PARK CHELSEA AGORA THE GARRETT

BEST LEASE-UP BEST LEASE-UP BEST LEASE-UP
PACE AWARD PACE AWARD PACE AWARD



SATURATED
MARKET

NEW AREA

5 TIMELINES



THE BRANDING PROCESS

RESEARCH

PARTNERSHIP

BRANDING

COLLABORATION

OPERATIONS
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RESEARCH PROCESS
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KNOW YOUR EVALUATE RESEARCH THE CRAFT YOUR
COMMUNITY YOUR COMPS NEIGHBORHOOD AVATARS




SHOP YOUR COMPS SHOP THEIR WEBSITES

WALK THE NEIGHBORHOOD USE GOOGLE MAPS

OBSERVE THE PEOPLE GO ON SOCIAL MEDIA
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BRANDING TIPS
GET CLEAR ON YOUR MAIN MESSAGE



BRANDING TIPS
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BRANDING TIPS
SHOWCASE OFFERINGS VISUALLY



BRANDING TIPS
SHOWCASE OFFERINGS VISUALLY



BRANDING TIPS
SHOWCASE OFFERINGS VISUALLY



KNOW YOUR MARKET

ESTABLISH YOUR ADVANTAGE

USE IT TO STAND OUT




COLLA




WORKING
WITH YOUR
PARTNERS

HAVE A POINT PERSON

KEEP YOUR REVIEW
CIRCLE TIGHT

TELL THEM WHAT YOU
DON'T WANT TO SEE

SHARE YOUR IDEAS




WORKING
WITH YOUR
PARTNERS

FEEDBACK TIPS
BE BRUTALLY HONEST

AGREE INTERNALLY
BEFORE SHARING
FEEDBACK

PICTURES SPEAK
LOUDER THAN WORDS







SBARBARA'S
NO-NOS

TOO MANY COOKS IN THE KITCHEN

NOT IMPLEMENTING THE BRAND
ACROSS TEAM & PARTNERS

THINKING BRANDING IS ONLY DESIGN



KEEP YOUR CIRCLE TIGHT

PROVIDE COLLECTIVE FEEDBACK

MORE DOESN'T MEAN BETTER




TAKING YOUR BRAND ONLINE



YOUR WEBSITE CAN BE
MORE THAN JUST
BULLET POINTS







ADD PERSONALITY TO
YOUR CALL-TO-ACTIONS







MAKE THE EXPERIENCE
EASY FOR YOUR
PROSPECTS







KICK IT UP A NOTCH WITH
POP-UPS, Al, AND EMAIL




8 EMAIL DRIP CAMPAIGN
INTRODUCING THE BUILDING

AND THE NEIGHBORHOOD



MIKE'S
NO-NOS

GENERIC LANDING PAGES

ONLY ONE LEVEL OF CALL-TO-ACTIONS

NOT BEING ABLE TO ATTRIBUTE LEADS

LACK OF NURTURING
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THE
BRAND

WEBSITE

BRIDGE

DESIGN

CONCEPT



USE SOCIAL PROOF TO
SHOW OTHERS LIVING
THE BRAND




BRANDING TIPS



ESTABLISH YOUR STORY

VISUALLY TELL YOUR STORY

STORIES > DESIGNS




RATIONS



103,000+ SQUARE FEET
OF AMENITY SPACE

SHARED BETWEEN ALL THREE
BUILDINGS

URBAN COUNTRY-CLUB
LIVING IN DC







LEASING CENTER
EXPERIENCE

KEEP THE ONLINE & OFFLINE
EXPERIENCE CONSISTENT

MORE CHOICES, MORE
ACCESS, MORE CONTROL



BUILDING A TRUE
COMMUNITY

HIRE AN ACTIVITIES MANAGER
COLLECTIVE CONTESTS
RESIDENT-LEAD EVENTS
COMMUNITY-LEAD EVENTS

NEIGHBORHOOD
SPONSORSHIPS



HOLLI'S
NO-NOS

THINKING BRANDING STOPS UPON LEASING

NOT CONNECTING EVERY DECISION
BACK TO YOUR STORY

LACK OF RESIDENT-GENERATED CONTENT



CENTRALIZE YOUR RESOURCES

AMENITIES TIE INTO YOUR STORY

LEAN INTO YOUR RESIDENTS




LOWER MARKETING
SPEND PER DOOR

70+% RESIDENT
RETENTION RATE

INSANE NUMBER OF
RESIDENT REFERRALS
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HOLLI BECKMAN MIKE WHALING BARBARA SAVONA

CHIEF MARKETING OFFICER PRESIDENT & FOUNDER CEO & FOUNDER
OF WC SMITH OF 30 LINES OF SPROUT MARKETING
@Apartmentalist @30Lines @SproutMarketing



Holli Beckman, CMO of WC Smith
HBeckman@wcsmith.com

Mike Whaling, President & Founder of 30 Lines
mike@30lines.com

Barbara Savona, CEO & Founder of Sprout Marketing

barbara@watchyourbusinesssprout.com





