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Kettler
Campaign Development

GET MORE 
OUT OF APARTMENT LIVING

WITHOUT PAYING MORE

DEFINE THE IDEAL 
D.C. NEIGHBORHOOD.

SOUNDS A LOT LIKE IVY CITY, 

DOESN'T IT?

T H A T ' S  J U S T  A S  U N I Q U E  

A S  T H E S E  A P A R T M E N T S

A SPECIAL DEAL

BE-BACK*

+35%

CLOSING**

+19%

+11%+22%

RESULTS: DOUBLE DIGIT BE-BACK 
                  GAINS, INCREASE IN CLOSING RATIO

GOAL: INCREASE PROSPECT ENGAGEMENT 
            AND CLOSING RATIO

METHOD: LAUNCH AUTOMATED EMAIL 
                  CAMPAIGNS TO ALL PROSPECTS
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T H E  C O R N E R
A P A R T M E N T

W H O  C A R E S  A B O U T  T H E  C O R N E R
O F F I C E  

W H E N  Y O U  C A N  H A V E  

Kettler
A/B Testing

EVENT BASED  UNIT BASED

BE-BACK* +21%

CLOSING* +9% +26%

+20%

OPEN RATE 31%

EVENT
BASED

19% 32%

41%

CLICK-THROUGH

 UNIT
BASED

RESULTS: UNIT-BASED MESSAGING 
                 SHOWED THE LARGER 
                 CLOSING RATIO INCREASE

GOAL: DETERMINE MOST EFFECTIVE 
            MESSAGING TO CONVERT 
            DALTON PROSPECTS INTO RESIDENTS
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Kettler
Improved Reporting

After building a rapport with my clients, then
soliciting their feedback, I revamped the
Kettler Quarterly Marketing Summary.

What was an outdated form became a
comprehensive report on all things marketing. 

Property-branded shells were created for
select clients who voiced interest in documents
customized for their assets. 
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Kettler
Social Media Marketing

SUBSCRIBER BASE GROWTH YOY
across the portfolio, excluding new assets, from July 2017 to August 2018

GROW AUDIENCE ON SOCIAL MEDIA WHILE
MAINTAINING PROPERTY-LEVEL BRAND
CLARITY 

18% INCREASE

GOAL: 

RESULT:
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Kettler
Standardized Collateral
GOAL: CREATE VALUE FOR KETTLER-OWNED ASSETS

CREATED A TEMPLATED SET OF
MARKETING MATERIALS TO REDUCE
PRODUCTION COSTS AND DEVELOP A
BRAND VOICE 

This side includes the fees and leasing
specifics (required), a monthly resident-
facing flyer (optional), and a location map
(optional)

right pocketleft pocket

This set includes an amenities and
features sheet, floor plan spread,
and site map (a POI map can also
be used)

P     G

Brookland Press right-side spread shownRivergate right-side spread shown

e

Value-engineering the pocket folder (arrives blank: the
property logo on the front is a sticker)

RESULT:
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