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Get Visibility, Freedom, and Confidence

2011 - 150 Technologies 2020 - 8,000+ Technologies

Manual Tasks

Out-of-Sync Data

Guesswork

ROI Data Gaps

Leverage the Latest Tech in Marketing



Renter Behaviors Have 
Changed



Renters are Mobile, Self-Driven, Hyper-Informed



in-market 
renters spend

3 weeks 
researching

?
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Source: G5+LL Data | Q1 2022, Multifamily



REF

3 Weeks 
across 
40 Steps Digital 

Advertising
Google 

Business 
Profile

Ratings & 
Reviews

Google 
Organic

Property 
Website

Renters are INVISIBLE While They Research
The Invisible Period

*Q1 2022 G5+LL Data



17.2 days
20.4 days

they’re taking 
17% more time 
to research 
BEFORE 
calling you

Renters are researching longer



32 steps

38.3 steps

they’re engaging 
with 17.9% more 
steps in the 
journey 
BEFORE 
calling you

Renters are researching deeper



Stitch Together the Renter Journey for Insights

Digital 
Advertising

Google 
Business 

Profile

Ratings & 
Reviews

Google 
Organic

Qualified CallProperty 
Website

REF

Application Lease SignTour

Ad 
Networks 
(Google, 

Facebook 
& Bing)

Google 
Search 

Console

Google 
Business 

Profile

Various 
Review 

Websites

Google 
Analytics 

+
PMS

Call 
Tracking CRM PMS PMS

Customer Data Platform (CDP)

How We Make the Invisible, Visible

We observe
325 Million Renter Journeys



Where are renters
and what are they doing?



across the 
industry, 
the most
intent-to-rent 
calls come 
from…

33.9%
Influenced By

Organic Search

2

44.6%
Influenced By

Google Business 
Profile (GBP)

1

27.4%
Influenced By

Digital Advertising

3

Source: G5+LL Data | Q1 2022, Multifamily
(multiple channels impact the same renter)



40.6% & 
39.6%

Influenced By
Organic Search

50.6%
Influenced By

Google Business 
Profile (GBP)

57.4%
Influenced By

Digital Advertising

Source: G5+LL Data | Q1 2022

what is 
your most 
influential 
marketing 
channel?



What Are Renters Asking?

Source: 2022 NMHC Resident Survey, National Report

Community Amenities

Reliable Cell Service
Secure 24/7 Package
Swimming Pool
Controlled Access
Non-Smoking Bldgs
Fitness Center

Apartment Features

Washer/Dryer in 
Unit
Air Conditioning
Soundproof Walls
High-Speed Internet
Garbage Disposal
Walk-in Closet

35% Tour 1-2
Apartments

32% Tour 3-4 
Apartments

12% Tour 0 
Apartments

The Invisible Period



Capture Attention in the First Place
Brand Awareness



They’re asking,
are you answering?



GBP Answers Questions & Renters Read Reviews

35%**
of calls coming 

from GBP are in-
market to rent

Google Business Profile

Multifamily, Q1 2022



10% 59%

8% 58%

9% 60%

15% 57%
44.6%

qualified calls 
influenced by 

Google Business 
Profile (GBP)

Clicks from GBP to:
How are 
renters 

engaging
on Google?

Source: G5+LL Data | Q1 2022



Bots Support Your Staff 24/7
Websites, Bots, Compliance, Integrations

Property 
Management 

System



20% 60% 30%
45%

On average,
what % of multifamily website calls
are from people trying to actually 

rent from you?



We see that 
20.1% of 
multifamily 
calls have

Intent to 
Rent

“I’m looking for a 2-
bedroom apartment”

“I need to pay rent for my 
2-bedroom apartment”

✓

Source: G5+LL Data | Q1 2022, Multifamily



Intent Optimizer Spends Intelligently

How has this automation helped you?

Captures 
caller’s 

conversation

AI Scores 
the call for 
“intent to 

rent”

Allocates 
spend daily to 
“high intent” 
campaigns

Digital Advertising



Dynamic Ads Connect Intelligently

apartment rentals maple district

Property 
Management 

System

How has this automation helped you?

Digital Advertising



Engaged residents are 
your best advocates



Source: 2022 NMHC 
Resident Survey

Reviews Stopped 79%
of those Surveyed From 

Visiting a Property

46% of People Expect to 
See Management 

Respond to ALL 
Reviews

Be Part of the Online Conversation & Gain Insights 
Reputation, Ratings, Reviews

Properties with a higher 
ORA™ Score have a 

12% increase in 
retention

Source: ORA Study

Gain Insights with 
AI-Driven Sentiment



Smart Digital 
Advertising

Digital 
Advertising

Google 
Business 

Profile

ReviewsGoogle 
Organic

Qualified CallProperty 
Website

REF

Budget 
Optimizer

Dynamic 
Ads

Spend 
Optimizer

Intent 
Optimizer = 300% more 

qualified calls

Listing 
Syndication

GBP 
Management

Smart 
SEO

Review 
Response

Integrated 
Websites

RealPage
Bot

Creative 
Studio

Rep & Social
+ Instagram

Compliance / 
Accessibility

GET 
VISIBILITY
Marketing 
Solutions 
across the 
renter 
journey

GeoTargeter

Social Media 
Posts

Analytics & 
Reporting

+ + +



Thank You!
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