Company Name
Apartment Community Name
Marketing Plan Template
1. Property Overview
This section captures the essential details about your community that set the foundation for your marketing plan. Think of it as the property’s biography, a snapshot its current status that provides context, establishes a baseline for measuring performance, and helps shape effective marketing strategies. This is where product knowledge is key! (Leasing Boot Camp Phase I)
- Community Address:
-Community Website:
- Location/Market Area:
- Property Type: (Garden, Mid-Rise, High-Rise, Mixed-Use, etc.)
- Unit Count & Mix:
- Current Occupancy %:
- Target Occupancy Goal:
-Current Market Rent:
-Average Leased Rent:
-Price per square foot:
-Current Review Rating:
-Additional Important Details:
2. Market Analysis
This section provides an in-depth look at the competitive landscape and overall market conditions that impact your community. A full market analysis should be completed at least once a year, with competitor shops conducted regularly to stay current. This ongoing evaluation ensures your community is positioned effectively, supports smarter marketing strategies, and reveals opportunities for growth. (Leasing Boot Camp Phase I)
- Competitor Communities (List a minimum of 3 and include a full description of each):
- Market Trends: (New construction, rent growth, concessions, demand drivers)
- Strengths/Weaknesses of Your Property:
- Unique Selling Points (USPs):
3. Target Audience
This section defines who your community is best suited to serve. By identifying the primary audience and understanding their demographics, lifestyle, and needs, you can tailor marketing efforts that truly resonate. A clear picture of your audience helps you highlight the features, benefits, and solutions that matter most to them, making your outreach more effective and impactful. (Leasing Boot Camp Phase II)
- Primary Audience: (Students, young professionals, families, retirees, etc.)
- Demographics: (Age, income, lifestyle, household size)
- Audience Pain Points/Needs: (Commute time, affordability, amenities, security, schools)
4. Marketing Goals (Objectives)- What are you trying to accomplish?
This section defines the specific results your marketing plan is working to achieve. Goals should be clear, measurable, and time-bound so progress can be tracked and evaluated. Think of this as setting the destination before mapping the route. Whether focused on occupancy, retention, reputation, or revenue growth, your objectives provide direction and accountability for your team. Be realistic but ambitious, and align each goal with the broader vision for your community’s success. (Leasing Boot Camp Phase II)
- Increase occupancy from __% to __% by [date]
-Increase lease to lease conversion from __% to __% by [date]
- Improve resident retention from __% to __% annually
- Increase social media engagement by __% per month
- Collect __ new online reviews per month
- Reduce cost-per-lease by __%
-Increase average market rent by __% by [date]:
-Increase average leased rent by __% by [date]:
-Improve property star/review rating from __ to __ by [date]
-Additional property goals

5. Marketing Strategies & Tactics- How will you accomplish your goals?
This section outlines how you will achieve the goals set in your marketing plan. It defines the specific approaches and actions your team will take across different marketing channels. Consider strategies in digital marketing, outreach efforts, onsite activities, and reputation management ensuring each tactic aligns with your objectives and target audience. Be detailed enough to provide a clear roadmap, but flexible enough to adjust based on performance and market feedback. This section serves as your playbook for executing and tracking all marketing initiatives throughout the year. Marketing Tool: Review Envolve’s Marketing Road Map and Checks & Recs Worksheet to ensure you are meeting company expectations. (Leasing Boot Camp Phase II)

A. Digital Marketing
- Website updates and SEO optimization
- Paid ads (Google, Facebook, Instagram, ILS listings, etc.)
- Social media content calendar (property highlights, resident stories, local events)
- Email marketing (prospect nurturing, resident retention, renewal reminders)
B. Outreach Marketing
- Partnerships with local employers, schools, and businesses
- Realtor and locator incentives
- Community sponsorships and event participation
C. Onsite Marketing
- Curb appeal checklist (signage, landscaping, model units)
- Leasing office experience (hospitality-driven tours, follow-up process)
- Resident referral program
- Seasonal promotions
[bookmark: _Hlk206654378]- Resident events (Marketing Tool: Utilize Envolve’s Resident Activity Guide)
D. Reputation Management
- Monitoring and responding to online reviews
- Encouraging resident feedback and testimonials
- Implementing service improvements based on reviews
6. Marketing Calendar
This section is where you schedule and organize all marketing activities and tactics throughout the year. For each initiative, indicate the month, campaign or promotion name, the channels you’ll use, the team member responsible, and the budget allocated. The calendar helps ensure consistent execution, accountability, and alignment with your overall marketing goals, making it easy to track progress and adjust plans as needed.
	Month
	Campaign/Promotion
	Channels
	Responsible Party
	Budget

	Jan
	New Year Leasing Special
	Social, Email, Flyers
	Leasing Team
	$___


7. Budget Allocation (Customize to match your property’s budget line items)
This section outlines how your marketing resources will be distributed across different initiatives. Assign budget amounts to each category based on your planned tactics, including digital ads, outreach/events, collateral/printing, resident programs, and a contingency for unexpected opportunities or adjustments. A well-planned budget ensures your marketing efforts are realistic, measurable, and aligned with your goals while providing flexibility to respond to changing needs. (Leasing Boot Camp Phase II)
- Digital Ads: $____
- Outreach/Events: $____
- Collateral/Printing: $____
- Resident Programs: $____
- Contingency: $____
8. Tracking & Reporting (Customize with your company’s Key Performance Indicators)
This section ensures your marketing efforts are measurable and accountable. Identify key performance indicators (KPIs) such as leads, tours, applications, leases signed, retention rate, cost-per-lease, and occupancy changes. Specify how often each metric will be tracked and reported, weekly, monthly, or quarterly, and assign responsibility to the appropriate team members. Consistent tracking and reporting allow you to evaluate effectiveness, make informed adjustments, and demonstrate progress toward your marketing goals. (Leasing Boot Camp Phase II)
- KPIs: (Leads, tours, applications, leases signed, retention rate, cost-per-lease/lead, occupancy % changes)
- Reporting Frequency: Weekly, Monthly, Quarterly
- Responsible Team Members:
9. Review & Adjust
· Stay on track with a weekly, monthly, quarterly and annual checklist (Marketing Tool: Utilize Katie’s customizable Marketing Checklist)
· Review progress monthly against goals 
· Adjust budget allocation and campaigns as needed
· Identify best-performing strategies for future use
· Assess what aspects aren’t working and tweak or eliminate
· Other
