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The Guide to
Localized Marketing RO

for Property Management Companies V /i

How to measure, calculate, and showcase the results from
your localized marketing efforts.
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The Importance of
Localized Marketing

What IS Locallzed Market|ng7 of people look at online ratings @‘ ‘h

Localized Marketing Facts

(o) and reviews at the beginning of " e
H H HPAH H aps For Rent Craigslist Cheap For s
Localized marketing focuses on building an online presence around 85 /0 their search or before choosing
a specific property and its surrounding area. When done effectively, which apartments to visit. Places
localized marketing can: .
More than 70% of property Within 0.50 mi  (  Open now Top rated %;u;
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o inspections, leases, and AG\DSIERRS
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% Castl® Park
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9 80/ that ratings and reviews matter 37 127)
. . o . ‘ . (o) when selecting an apartment. paniip i C‘A:L
Propel local properties Build and maintain a highly Increase traffic and signed @ "The leasing office staff is a complete hit or
to the top of organic engaged base of loyal current leases to your local properties. miss."
search results. and future residents. Businesses in the Google 3-Pack Yaro.af Hiverwalk
(o) receive 93% more actions (calls, 4A-0 (79) s Sy
(0] website clicks, and driving e s
directions) than businesses & 'Great apartments!"
ranked 4-10.
Pikes Peak Apartments
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Why Your Property Management Company prmentling 11915 ke S
Approximately 80% of apartment Closed - Opens SPM

Should Care About Localized I\/Iarketing 80% seekers use social media to help

choose their next rental. More places2

As a property management company (PMCQ), if you have dozens or -
@ Qapartments near me — Private
hundreds of properties and treat them as one big entity versus K el : J

individual properties, you may not appear in local search results —
causing you to miss out on potential residents.
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Where PMCs Struggle

with Their Localized
Marketing Efforts

Many property managers and multifamily marketers find it challenging to
execute a comprehensive localized marketing strategy because it is one of
many hats they wear. Property managers have a lot of duties, with more
than 70% of them performing property inspections, managing leases, and
helping advertise vacancies

To execute localized marketing effectively, PMCs need a solution that
makes it easy for property managers. At SOCi, we have worked to find a
way. SOCi has helped over 200 PMCs and 22,500 properties improve their
localized marketing efforts from a single login.

We'll dive deeper into how SOCi can help your PMC later in this guide, but
first, let's look at the four main reasons properties struggle to measure
their localized marketing efforts and ROI.

o Poor measurement or reporting tools and platforms.
« Inability to tie multi-family marketing to business outcomes.
o Lack of analytics expertise or resources, especially at the local level.

« Analytical approaches vary by location and platform.

_—
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The Three Areas of Localized
Marketing You Should
Invest In

Multi-family marketers must focus on the three areas of localized marketing
to drive engagement with their local audiences: local search, online
reputation management, and local social.

LOCAL
SEARCH LOCALIZED
MARKETING
ONLINE
LOCAL
REPUTATION
MANAGEMENT A0t

Local Search

Local listings and local websites are
arguably the two most impactful
areas for producing positive ROI
from localized marketing.

Local listings are online profiles
containing information about your
property, such as your name,
address, phone number, leasing

Local Listing

office hours, and other important information.

Local landing pages are, as they sound, individual websites for each property
location. They often contain the same information or content on your local listings,
such as location, directions, leasing office hours, etc. They can also include photo
galleries, floor plans, listed amenities, and current or upcoming events or promotions.

80% 80OOM 70%

80% of U.S. consumers In the U.S., more than 800 Customers are /0% more
search online for local million searches that contain likely to visit and 50%
businesses once a week, the phrase “near me” are more likely to consider
with 32% searching daily. used every month. purchasing from a

business with a complete
Business Profile.
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Online Reputation Management Local Social

(O R M ) News Videos  Images

Enrique James
4 reviews

PALISADESATSIERRADELORO
Posts

Property management companies need to @ paiisadesatsierradeloro
create connections at the local level. Social Gl

ayear ago

To manage online reputation, your PMCs must monitor | have moved around a lot because of the Army. media is a ereat avenue to make these
q . . This is by far the second best place | have lived g
online conversations around your local properties and, when in. 1 love the location, in the midde of .
. .. . . everything. The apartment design is incredible. | Connect|0ns.
necessary, actively participate in those conversations. am a gym person, the gym has what you need
to get ... More
G < Beyond creating relationships with local
A comprehensive ORM strategy requires properties to request . .
P gy reg prop 9 @) Lovonss st chatam Ovnen communities and current residents, local
reviews from residents while also monitoring and respondin e . - . .
& P & Wispeamoactt properties can utilize social media to foster
to those reviews as well as comments on social media platforms. an yau for your S . . . . .
P review! We are happy to hear that you enjoy connections with potential residents via local
all aspects of our community. We appreciate
your feedback and look forward to you being 3
. . .. a part of our LEGENDARY family for years to content and pr0m0t|0ns. 7 ik
At the local level, ORM provides your local teams with critical come. kes ‘ ,
palisadesatsierradeloro Happening NOW! Join

us in the Palisades Clubhouse for a Valentine's
Day Brunch! @

9 Oo/ February 11
O a palisadesatsierradeloro

information about their properties, allowing them to make
proactive changes and further optimizations.

@ Apartment Ratings
https://www.apartmentratings.com > ...

| amande at Chatham - 1012 90% of users follow at least one brand on Q Q ® ® J

& Qlegends at chatham reviews — Private SOCial media.

#1 44%

Ratings and reviews have become the top factors Conversion improves by 44% when a business increases 8 O /O 7 1 X

custpmers use to determine which company to do its average star rating by one full star. ——
business with. 80% of apartment seekers look at social media On average, localized posting receives 71x

before choosing their next rental. of users follow more engagement than waterfall posting.

87 % 41 % at least one brand on social media.

Nearly 9 in 10 consumers read online reviews regularly. Research conducted by SOCi found that 41% of consumers
are more likely to choose a business that responds to its
online reviews.

THE Guide to Localized Marketing ROI for Property Management Companies



Improve Your Localized Marketing or Be Left Behind

Optimizing the three categories of localized marketing can drastically improve your online visibility
and reputation.

Our report, The High Cost of Invisibility for Multi-Location Enterprises, took data from our Local
Visibility Index (LVI), which includes audit data for 588 multi-location brands across 39 industry
categories, including property management. We looked at approximately 100 metrics in the three
categories of localized marketing — local search, social, and online reputation management — to
create a Local Visibility Score (LVS). The LVS is on a 100-point scale and is the average of the three

category scores.

The chart below compares the average Local Visibility Score of PMCs in the 2023 LVI to the overall
LVS benchmark, or the mean of all multi-location businesses’ scores.

PMC Local Visibility Scores vs. 2023 Local Visibility Score Benchmarks

2023 PMC 2023 BENCHMARK  DIFFERENCE IN POINTS
Local Search 41 54 -13
Online Reputation Management 41 46 -5
Local Social 43 50 -7
Overall Local Visibility Score 42 50 -8

As you can see from the data above, PMCs are behind other industries in the three
areas of localized marketing. Additional research found that in 2023, a lack of proper
localized marketing costs individual PMCs $30.4 million and all PMCs nationwide
$778.7 billion annually.

Digital Visibility
Unleashed: The Key
to Unlocking Billions for

Property Management
Companies

DOWNLOAD WHITEPAPER

Download the full report to better understand what leaders in
property management are doing to stand out from competitors
and see how your PMC compares.

Download Now
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How To Begin Tracking
ROI for My Localized
Marketing Programs

Generally speaking, localized marketing return on investment (ROI) is the
sum of all actions across local search, online reputation management, and
social sites that create value. This section will walk you through the actions
your PMC must take in each critical component of localized marketing to
begin tracking ROI.

Step 1. Establish a Baseline

You must understand your current baseline or starting point in local
search, online reputation, and local social.

To the right are a few questions to ask yourself in the three localized
marketing categories.

Local Search (Listings and Local Websites)
*  How many local listings have you claimed?

+ Have you removed duplicate local listings?

+ Is the information included in each listing and local website accurate?

Online Reputation Management
+ How many reviews does each property have on sites like Google and Facebook?

*  What's your PMC's average review response rate?

+  What's the average star rating for each local property?

Local Social
+ Does each property have an associated local social page?

* How accurate is your business information?

*  What are your average likes or followers per page?

For Property Management
Companies

DOWNLOAD GUIDE

For an in-depth way to organize your efforts, download The Localized
Marketing Playbook for Property Management Companies, which
includes a helpful localized marketing checklist your PMC can use to
notate where you're starting in each area.

Download Now
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Step 2: Set Realistic Goals

After you've set a baseline and know where your PMC stands, it's
time to set actionable goals. First, we recommend setting achievable
short-term goals.

Here is an example for each localized marketing category:

* Local Search: Claim all Google Business Profiles and ensure
they have accurate business information by the end of the month.

* Online Reputation Management: Improve your average
star rating on Google by 0.25 across your top 10 performing
locations by the end of the quarter.

+ Local Social: Begin posting different types of organic
content two to three times weekly on your local social
profiles and analyze which content performs best.

Since you already know your benchmarks, set attainable goals
you can reach and continue optimizing as you begin seeing success.

Step 3: Consider Al

Sixty-nine percent of marketers believe that marketers who
leverage Al will replace those that don't. As a PMC, incorporating
Al into your marketing efforts may seem scary, but it doesn’t
have to bel

When used effectively, Al can automate time-consuming tasks,
taking some of the load off your property managers. Al can also
help scale localized marketing efforts across properties efficiently
and in a personalized manner — not to mention the positive
effects it can have on ROI.

For instance, SOCi research found that using Genius Reviews, an
Al automation layer designed to streamline the review response
workflow by reducing the time and effort required to compose
responses, has the potential to introduce cost savings of up to
80% per year.

Additionally, Genius Reviews has proven to:
* Improve response speed by 64%

* Improve response rates by 19%
* Improve ratings for new reviews by 0.67 stars or 17%

* Improve overall average ratings by 0.13 stars or 3.7%

To learn more about how your PMC can start incorporating Al
into its localized marketing efforts to boost ROI, check out our
guide “Future-Proofing Property Management Companies:

Unleashing the Power of Al.”

Step 4: Start Tracking Metrics

After establishing a baseline, setting goals, and understanding
where to leverage Al, it's time to consider how to track the
success of your localized marketing plan.

Below are a few metrics your PMC must track in each
area of localized marketing. Your PMC can measure

these metrics over time on a monthly or quarterly basis.

Local search metrics
+ Percent of locations in the Google 3-Pack

+ Percent of complete profiles

« Organic traffic to your local websites

Online reputation management metrics
+ Average review count per location

* Average response time to reviews (days)

« Percentage of positive reviews

Social media metrics
« Percent of locations with local social profiles

+ Average posts per month
* Top 3-5 performing posts each month
+ Average engagement per post

Request an audit today to see how your PMC performs in
local search, ORM, and local social!

The steps above will ensure you have the information
needed to track your PMC's ROl accurately.
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The ROl Formula

Now it's time to discuss how to determine the ROI from your localized
marketing efforts. To start, let's first examine a typical ROl formula.

Determining ROl is different for everyone. A PMC's localized marketing
strategy depends on its objectives, such as net operating income (NOI)/
revenue, resident retention, number of residents, and more. So, although
the definition of ROl seems simple, it varies based on your PMC's goals.

Below, we'll apply the ROI formula to highlight what a PMC can gain by
claiming and optimizing its Google Business Profiles. This will give you an
idea of the importance of localized marketing.

ROI Formula

Calculate whether you are getting more money back than you are putting in.

Amount gained - Amount spent

Amount spent

x100% =ROI

(Return on
Investment)

R 4

"-} - - R
P 1o,
v

¢ XM
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How to Calculate Your Localized Marketing ROI

Let's use some of SOCi's internal data to understand the opportunity your PMC might have by optimizing
your local listings. We found that the average monthly traffic to our customers’ local Google profiles
is 3,868 visitors, and the average conversion rate for that traffic is 4.2 percent.

Conversions are calls, website clicks, and requests for leasing tours. While all conversions won't lead
to a signed lease and an increase in revenue, for this example, let's assume that 1% of the converted
online traffic turns into a signed lease.

This formula will look at a PMC who owns 50 individual properties with an average of $1,440 in
revenue per 12-month signed lease or $120 in monthly revenue. This is assuming a 10 percent profit
margin for a lease that costs $1,200 monthly.

Next, let's say your business spends $16,000 on its local listing solution per year. To understand your
PMCs' ROI, swap out these numbers with your actual data.

3,868 4.2% 1%

Average traffic to each of Average conversion rate Average percent of local
SOCi's customer's local from this local traffic listing conversions that
Google Business Profiles turn into signed leases

$1,440 S0 $16,000

Average revenue for a Number of properties Annual cost of a local
signed 12-month lease listings solution

3,868 Mot 950 conesors | $28,800 4

GBP visitors
property

Signed
12 Months 50 Properties

leases

Annual Resident A |
46 416 visitors SSICEnE $1,440,000 renvr:rjjaue
Conversion Per signed
’04 EE ? Iezrszlgne

Annual

1,950 Conversions 9 revenue per

property

ROI Formula Applied

$1,440,000 - $16,000 X 100 % = 89X

$1 6,000 (Return on Investment)

If you spend $16,000 on optimizing your GBPs and have the same average traffic and conversion
rates as the data included, you'll receive a 89x return on your investment. Again, it's important
to note that this ROI varies significantly due to the number of properties a PMC has, each
property’s net operating income, and their current localized marketing efforts.

Similar calculations can be used to assess the value of improvements in ORM and local
social. For example, if conversion improves by 44% when star rating increases by one
star, each tenth of a star improves conversion by 4.4%. This increase can be applied to
the formula above to account for combined improvements in listings and reputation.
Similarly, impressions and actions on social profiles can be used to calculate a social
conversion rate and resultant ROI.
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Choosing the Right Localized
Marketing Solution

Multi-family marketers need a streamlined technology to help them execute
their localized marketing efforts at scale while minimizing the workload for
property managers. That's where SOCi comes in.

SOCi understands the importance of managing marketing efforts across
numerous properties while tracking results locally.

Our CoMarketing Cloud, powered by , leverages the best-in-class
Al and machine learning software to help you execute your localized
marketing campaigns at scale, helping you garner a strong ROI.

We've helped PMCs like increase website visits
from GBPs by 426,000 in just one quarter — or Lincoln Property Company,
which achieved 16,278 monthly impressions on social media after
partnering with SOCi.

To learn more about how SOCi Genius can help your property management
company dominate its localized marketing strategy and boost ROI,
today!

MEETSOCi.COM HELLO@MEETSOCi.COM




SOCI THE COMARKETING CLOUD FOR
/J/ MULTI-LOCATION ENTERPRISES

WWW.MEETSOCIi.COM



