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This Digital Marketing Strategy, Execution & Results report outlines Housing Hub’s
structured, performance-driven approach to strengthening brand visibility, generating qualified
property owner and tenant leads, and supporting sustainable growth across the Twin Cities
property management market. Developed in alignment with company objectives and informed
by a comprehensive Digital Marketing Audit completed in late August 2025, this report
documents both strategic direction and measurable outcomes achieved through disciplined
execution.

Beginning in September 2025, Housing Hub’s digital marketing function transitioned from a
limited, under-scaled operation into a data-driven growth engine. Strategic improvements were
implemented across Google Ads, social media, website analytics, email automation, and
organic content development. These changes prioritized efficiency, accountability, and
scalability, ensuring marketing investment directly supports portfolio growth, tenant demand, and
leadership-level decision-making.

Search and paid advertising efforts were restructured to capture high-intent property owners
actively seeking management services while expanding top-of-funnel visibility through Display
and Performance Max campaigns. Enhanced GA4 tracking and conversion measurement now
provide clear visibility into lead behavior, form submissions, phone calls, and campaign
performance, establishing a transparent performance baseline for ongoing optimization.

Organic social media and content efforts were refined to reinforce professionalism, trust, and
brand consistency, while email marketing and tenant automation workflows improved
engagement, retention, and operational efficiency. Together, these channels form an integrated
digital ecosystem designed to attract, engage, and convert both property owners and
prospective tenants.

This report includes:

e A summary of Housing Hub’s digital marketing transformation following the August 2025
audit

e Clearly defined goals supported by executed strategies and tactical implementation
e Assigned roles and responsibilities supporting scalability and accountability

e Defined primary and secondary target markets with supporting audience insights

e A strategic overview of digital platforms and channel utilization

e A content framework aligned with current engagement and performance trends



e Performance analysis supported by Google Ads, GA4, social, and email metrics

e A budget review demonstrating efficient and intentional marketing investment

Results achieved between September and December 2025 confirm that disciplined strategy,
accurate measurement, and continuous optimization significantly increase reach, engagement,
and lead generation while maintaining strong cost efficiency. This report serves as both a record
of performance and a foundation for continued growth, refinement, and leadership-ready

decision-making.



The following Goals, Objectives, Strategies, and Tactics (GOST) framework outlines the
structured approach used to establish and scale Housing Hub’s social media presence.
These elements work together to support a cohesive digital marketing strategy that
strengthens brand awareness, engagement, and long-term growth.

Establish and maintain a professional, consistent, and scalable digital
marketing presence for Housing Hub across key social media platforms.

1.

Review Housing Hub’s existing social media platforms to identify strengths,
gaps, and opportunities by September 1, 2025.

Identify one to three primary social networks by September 15, 2025.

Create and optimize accounts on two identified social media platforms by
September 30, 2025.

Grow a following of 275 on new Facebook network by December 15, 2025.
Conduct a comprehensive social media audit of Housing Hub’s existing platform
presence. (Supports Objective 1)

Review and interpret audit findings to inform platform prioritization and content
direction. (Supports Objective 1)

Determine the most effective social media platforms based on audience behavior
and marketing goals. (Supports Objective 2)

Establish and optimize social media accounts on selected platforms. (Supports
Objective 3)

Ensure all social media platforms are visible, branded consistently, and
encourage engagement. (Supports Objective 4)

Actively invite and encourage customers, tenants, and property owners to
connect with Housing Hub on social media. (Supports Objective 4)

Research social media platforms to evaluate audience fit and engagement
opportunities. (Supports Strategy 1)

Analyze audit results to determine which platforms to activate and prioritize.
(Supports Strategies 2 and 3)

Develop and apply a consistent visual and messaging brand across all social
media platforms. (Supports Strategy 5)

Create and publish high-quality, relevant, and value-driven content tailored to
each platform. (Supports Strategy 6)

Incorporate clear calls to action within social content to drive engagement and
connection. (Supports Strategy 6)

Include social media icons and links across Housing Hub’s website, email
communications, and digital marketing assets. (Supports Strategy 6)
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Currently, the Marketing Department is led by an individual with the expertise, training,
and experience required to manage, execute, and optimize Housing Hub's digital

Pages 6-60 blurred for company privacy.
Able to show full report in any in-person meeting.




Target Markets

PRIMARY TARGET MARKET “The Portfolio Protector”
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SECONDARY TARGET MARKET Prospective Tenants in the Twin Cities

Housing Hub's secondary target market includes prospective tenants seeking rental
housing throughout the Twin Cities metro area. This audience supports Housing Hub's
primary business objective by ensuring consistent demand for managed properties,




Digital Marketing Presence

Housing Hub's digital marketing presence is designed to attract new property owners, maintain
tenant demand, and reinforce brand credibility across the Twin Cities metro area. The strategy
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Platforms, Implementation of Content & Analytics

Website Engagement
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Facebook

Since September 1, 2025, Facebook has become a key channel for strengthening Housing
Hub’s digital presence, driving brand visibility, and supporting engagement with both property
owners and nrosnective tenants. Throuah consistent content. short-form video. and taraeted
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Facebook Audience & Geographic Demographics
Facebook audience demographics closely align with Housing Hub's core target markets. The

audience skews slightly female (54.3% women, 45.7% men) and is concentrated in the 35-54
aae ranae. a kev demoaraphic for both propertv ownership and rental decision-makina.



Executive Context

Since September 1, 2025, Facebook has become a key driver of Housing Hub's digital visibility
and audience growth. Through a combination of consistent content, short-form video, and
strategic paid promotion, Facebook generated strong reach and engagement, increased brand



Instagram Engagement Sept 1 - Dec 18, 2025
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Instagram Audience & Geographic Demographics

Instagram audience demographics align closely with Housing Hub's target market. The largest
age segments fall within 25-54 years old, with a slight female majority (52.8% women, 47.2%
men). Geographic data shows strong concentration in the Twin Cities metro area, including



Executive Context

Instagram performance has improved significantly since September 2025, with strong gains in
reach, visibility, and profile activity. While not a primary acquisition channel, Instagram now

effectively supports brand professionalism, local market presence, and cross-platform
consistencv.




YouTube Watch Time by Device Types
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Early performance indicates that shorter, personality-driven and brand introduction videos
performed strongest, including:

e Welcome and introduction content

e Team and leadershin features



Email Marketing & Automation (Mailchimp)

Tenant Email Communications Performance (Sept-Dec 2025)

Over the last three months, Housing Hub delivered nearly 7,000 tenant-focused emails with a
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New Tenant Nurture Email Automation Campaign - Kicked off in Nov 2025

Email marketing and automation play a critical role in Housing Hub's digital marketing
ecosystem by supporting consistent communication, improving the tenant experience, and
enabling scalable engagement. Mailchimp is used as a relationship-building and retention
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How Does Housing Hub Compare to Industry Benchmark

Metric

Industry Average

Qur Performance

Assessment

Open Rate

30-35%

46.3%

Above average




Organic Content Development

Housing Hub's organic content strategy is designed to support brand visibility, lead generation,
and relationship building across property owners, tenants, and employees. Content is



Organic Content Planning & Execution Framework

Housing Hub's content calendar serves as the strategic foundation for all organic digital
marketing efforts, ensuring consistency, efficiency, and alignment with business objectives






Cross-Platform Efficiency

The calendar enables strategic repurposing—Ilong-form content such as blogs or videos is
broken into smaller assets (graphics, reels, stories, link shares) and deployed across multiple
platforms without duplicating effort. This approach increases reach while preserving brand



Paid Digital Advertising (Google Ads)

Housing Hub's paid advertising strategy is centered on Google Ads and supported by GA4
conversion tracking to measure performance across the full user journey, from initial search to



A dedicated “Grow Your Portfolio” Google Display campaign was launched to expand reach
beyond search results and reinforce Housing Hub's positioning as a trusted, local property
management expert. These ads appear across Google's Display Network, including Gmail,
YouTube placements, and high-quality partner sites, ensuring ongoing brand presence even



3. Increase Engagement

Paid advertising is designed to direct users to clear, relevant landing pages that encourage
interaction and exploration. Engagement is measured through click-through rates and on-site



Before / After — Digital Marketing Performance & Impact
Digital Marketing Transformation (August-December 2025)

Between Auaust and December 2025. Housina Hub's diaital marketina function underwent a



Google Ads Performance — Before Optimization

Metric

May 1 - Aug 15, 2025

Impressions

47,510




Google Ads Performance Transformation May-December 2025

Before | After .’ Cost



Google Ads Performance — After Optimization

Metric

Sept 1 - Dec 17, 2025

Impressions

589,917




The reduction in CTR during the post-audit period is expected and appropriate given the
intentional expansion into Performance Max and Display campaigns. These channels
significantly increased reach and conversion volume while maintaining strong cost efficiency.
CTR decline reflects scale, not reduced performance quality.



Marketing Spend / Budget

Housing Hub's 2025 marketing investment reflects a deliberate shift from maintenance-level
marketing to growth-oriented demand generation, aligned with measurable business
outcomes. While total marketing spend increased compared to prior years, this investment



Monthly Spend Trend (2025) - Dec 22 (so far)

Monthly Totals from Budget Data (Jan-Dec) ‘



Appendix A: New Tenant Email Automation Campaign (RE/MAX
Partnership)




Welcome, *|FNAME|*!

We're so excited to officially welcome you to Housing Hub — where we take pride in providing
quality homes, building community, and having fun along the way!
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Subject: Settle in, get comfy — make this place yours g
Preview: Small touches, smart habits, and a few pro tips for happy renting.
Header: Feeling at home yet? Let's make sure you do.

Body:




Closing:
Thanks for choosing Housing Hub — where every rental feels like home, and every tenant is
part of the community.

Warmly,
@ The Housina Hubh Team




You're doing great, |FNAME]! Every on-time payment, every small financial win — it all adds up.
Future You will thank Present You (and probably buy them a fancy coffee * ). Keep it up —
you're building more than credit; you're building confidence.

Warmly,




If you're starting to feel like your space isn't quite fitting your lifestyle anymore, we can help you
think about your next move.




Header: Love where you live — explore what's nearby.
Body:

Love where you live — explore what’s nearby

einy




Explore Your — Tenant Portal today and bookmark this email should you need to access it
quickly!

Need to get in touch? No problem! Leave us a message HERE!
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%% Declutter & Donate: Clear out closets and drawers — your local donation center will thank
you.

V£ Switch Up the Scenery: Try rearranging a room or adding new decor, pillows, or curtains




Subject: Your Path to Owning a Home Starts Here &5

Preview: Explore your options early — no pressure, just information.
Header: Thinking about your next step?

Body:
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IDEAS FOR MONTHS 9 & 10
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Month 12 - Day 360 — Congrats on Another Great Year!
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Appendix B:




Campaign Objective
The goal of this Google Display Ad campaign is
to:




* YouTube display ad.
« Unified messaging and branding across all formats.

1. Gmail Promotions Ads




2. Responsive Display Ads
Optimized across devices, these ads resize and adjust for the best performance whether viewed
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3. YouTube Display Ad
Designed to capture attention while users are browsing video content.




Housing Hub Display Ad Overview...
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This Display campaign has proven to be a high-efficiency, low-cost awareness and traffic
driver, delivering meaningful engagement and conversions while maintaining excellent cost
control. The results support continued investment and expansion as part of Housing Hub's
broader property-owner acquisition strategy.



Appendix C: Detailed Marketing Expense Log

EXPENSES LOG



EXPENSES LOG
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