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https://docs.google.com/file/d/1h-TXS0l-gBTY4MnokOQcGz88SAympj4R/preview
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Agenda

e Opening Comments

e |ce Breaker

e State of the Industry

e Call Analytics | DialogTech

e Workshop | Mastermind

e Lunch Break | Speed Networking

e Ad Fraud | Rebel Al

e Round Table | Marketing Perspectives

e Closing Remarks



9:00am MST
Opening
Comments ﬂ:ﬁn
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Digible Summit

What Now?! ... The Mask Complaint

W HATENGW 74! -

I, MK LONGFELLOW. YOU DO KNOW THAT WE
REQUIRE ALL RESIDENTS TO WEAR A MASK WHILE

GOTTHE ||
MASK RIGHT
| HERE, HONEY.




9:15am MST

Ice Breaker ﬁ
i e
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9:30am MST

State of the Industry
David Staley :
President &

Co-Founder, Digible

Reid Wicoff
CEO & Co-Founder,
Digible




State of the
Industry
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Broad
Strokes
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Broad Strokes

YoY Occupancy up 0.3% June - August

Price Class Net Absorption (units)
January - August

Class C

Class B

Class A

20,000 25,000
2019 m 2020

Source: ALNData




Broad Strokes

September Rent Collection Down 1.7% YoY

Rent Payment Tracker: Weekly Results

**Data collected from between 11.1 - 11.5 million apartment units each month
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Broad Strokes

New Construction down 12% YoY

., U.S. New Apartment Deliveries by Year

Source: Yardi Matrix



Broad Strokes

Concessions:

e Double since Feb (16.2% to 30.4%)
e Up 17.9% YoY
e Median Rent Concession is 6 wks (11.5% discount)
e Notable Increases YoY.
O Charlotte, NC: 29.4% to 563%
O Austin, TX: 15.3% to 47.1%
o Washington D.C.: 27.4% to 57.5%

Source: Zillow Data



TourTech

Jennifer Cyphers
Pynwheel, CEO
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Property

Manager

Lisa Odle,
Bucking Horse Apts
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Chatbots
Robert Turnbull 111
Better Bot, President 111
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C
lan Andrews
PowerPro, CEO
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Digible Summit

What Now?! ... The TikTok

W HaiTg BIOUTZ D conc s

J DID YOU SEL OUR NEW TLKTON (" CHECK TT OUT. T WILL ONEY TAKE 30 SECONDS.

-
P

SN0, SORRY. TVE BEEN KINDA BUSY.

NS IS
|

KAMA SUTRA DURING A PANDEMTCH!




Over

view Slide

Marketing Headlines

Company

Costar Announces RentPath Acquisition

Knock Announces $12 Million Series B Round
LeaselLabs Announces Flex Demand Optimizer

G5 Announces Partnership with BetterBot (G5 Bot)
Nestio Rebrands as “Funnel Leasing”

WPromote Launches The Ad Creative Bank
Zumper raises $60 Series D

Digible Launches ILX



INDUSTRY IMPACT

Leasing Trends

. . US Multifamily Properties - Available Units Time Series
Multifamily Inventory : y FTop

US States
= = COVID-19 Awareness

o
o

Sample properties units available
went from 1,170k to 1,091k over this
entire period (YTD)

o
@

o
o

Headline inventory decrease mirrors
decrease in median inventory per
state

o
~

By state the lowest available unit
states (relative - YTD): TX, FL, NC,
VA, CO

o
N

Available Units Normalized by Min/Max Units

o
=}

By, state the higheSt relative available Jan0l  Febol  Marof Apr01  May01 Jun01  Jul01  Aug01 Sep01 OctO1
unit states (relative - YTD): DC, NE, Date
WA, MA, TN

US properties with 20 or more Units* E



INDUSTRY IMPACT

LeaS| ng Trends US Multifamily Properties - Absorbtion Rate Time Series
Absorption Rate in States
2 i i
Where the CDC has higher i
reported cases, no discernible 3
trend on absorption rate, o 5
through time 5 5
s ’
This includes states: NY, FL, 2 ]
GA, LA, TX*, NC*, CA, WA g 1 |
We explicitly plot New York as 5 [
an example - E : i v
E | ,’ —— Lower-Cases-Reported
E “ I - Higher-Cases-Reported
= i |{' — = New York
i = = COVID-19 Awareness
T

ar01  Apr01 May01 JunO1 Jul01  Aug01 Sep01 Oct01
Date

Jan01  Feb 01

US properties with 20 or more Units* E
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MARKETING IMPACT

Search Volume

“‘Apartments for Rent” line is the
normalized average number of
searches across US

“Coronavirus” and “Unemployment”
are used for comparison

Decrease in apartment search
volume across the US by about 25%
after our control date, however :

Search interest is trending lower for
‘unemployment” and lower for
“coronavirus”

Apartment searches are now back to
pre-crisis levels, and appear to be
following seasonal trends

Normalized Searches by Keyword

100

COVID-19 Searches vs Aparments for Rent

- apartments for rent

e COTONAVITUS
= unemployment
- apartments for rent - 1Yr Ago
= = COVID-19 Awareness

May01 Jun01 Jul01  Aug01 Sep01  OctO1
Date

ar01  Apro1

]
i
M

Jan01  Feb 01

Source: Google Trends



MARKETING IMPACT

Search Volume

COVID-19 Search Terms - 2020

100 1
1 100
two bedroom / three bedroom ;
searches fell most Q1/Q2 % i =
; | o £
All unit types rebounded and 2 ! ?2;
resumed a more seasonal trend post x 4 s
Ko =2
Q1 n F60 w
o | e
5 7 ] 3
. [} 1
Luxury searches decline the least vs ] ; g
other unit types in august & 3 i 3
= ! 9
September g @ ! —— studio apartment ,ﬁ
S i —— 3 bedroom apartment g
= E = |uxury apartments r20 &
50 i —— 2 bedroom apartment =z
E = unemployment
: — = COVID-19 Awareness
M

; : ; ; , : ; +0
ar 01 Apr 01 May 01 Jun 01 Jul 01 Aug 01 Sep 01 Oct 01
Date

Jan01  Feb 01

Source: Google Trends



MARKETING IMPACT

Campaign Performance
Cost Per Click Trends: Year over Year January - September MTD

e Non-Branded Cost per Click (CPC) is up 11% YoY vs the Covid-19 outbreak pre-period

Covid-19 spike
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Source: Google Analytics
National sample size = 1,023



MARKETING IMPACT

Website Traffic - *Lower Funnel Page Views

Floor Plan engagement experienced an immediate dip at the start of the Covid-19 outbreak but is up
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Source: Google Analytics

6% year over post the Covid-19 outbreak
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*Pages that include Floorplan, Availability, Amenities, Contact Us, Location, Online Application



MARKETING IMPACT

Campaign Performance

Search Cost Per Leads

e CPL has decreased at steady rate, is down year over year, and currently following seasonal trend

Cost Per Lead

Property Average

$21.87

$20.63
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$17.58
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Source: Google Analytics
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MARKETING IMPACT

Campaign Performance
Call Analytics

e Despite a 10% decrease in call volume over the past 30 days, missed call rates have increased by 5%
e Overthe past 30 days <1% of nearly 15,000 calls have referenced COVID-19

Calls by Day
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Source: Call Analytics
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MARKETING STRATEGY

Marketing Funnel

Pre COVID Post COVID

.36% CTR Display, Spotify, Native 43% CTR

Social, Geofencing, Email

Search

Comparing Post COVID data to Pre COVID data we have seen increases in both the upper funnel and lower
funnel CTR. There is no doubt that COVID had a major impact on digital marketing however when you look at
these stats it is what you would expect from a seasonality perspective.



Organic Social

COVID-19’s Effect on Reviews

Review Snapshot

01/01/2020 - 09/28/2020
Vs
01/01/2019 - 09/28/2019

6,604 416 2,201
Positive Neutral Negative 5
36% 52% 51%



Digible Summit

What Now?! ... The Marketing Plan

Wﬂ@ﬁ INOIW 74l PRRwEm—

A e — SHOULD T ST CALL LARRYTYOU KNOW. .

ANOTHER 2 POINTS SINCE LAST WEEK. AN 1DEASY [ \S&%M?\\\\é? WE CAN'T AFFORD ANY OF THAT! THE STGN SPINNING ACROBAT ON SPEER BLYD.1

THINKS WE SHOULD
BUY A QUADRURLE

DIAMOND PLUS.
(DOGLE WANTS U
10 ADD 3,000
KEIWORDS.
FACEBOOK TOLD Mt
10 BUMP QUR
BUDGETTO §6K.




10:30am MST
Call Analytics w/ DialogTech

@w

Marty Pankau
SVP of Revenue,
DialogTech

Chris Henger
Chief Product Officer,
DialogTech




Digible Summit

What Now?! ... The Cougars

W[UQ? m@wgg 4 CoMic 5TRi? FRoM DigiBLE

HEY, CAMERON. I1°S DIEGO.

QUICK QUESTION: IS THERE ANY
WAY T0 SCHEDULE OUTDOOR
MAINTENANCE FOR TIMES

N, WHEN THE POOL IS CLOSED?

—
=

fd / W=

i

SURE. THAT"S NO PROBLEM.
BUT CAN T ASK WHY?

UMM, YEAH ACTUALLY. ..
T"VEJUST BEEN MAULED BY THE
LADIES FROM THE AQUARQBICS TEAM.




11:30am MST Mastermind Session

David Staley l I

President & Co-Founder, Digible - =




Breakout Rooms

Mastermind Groups

1.

N

Budgeting (Michelle Reinold)

o How you are planning 2021 budgets vs prior years?
Adapting to COVID-19 (Isobel Parish)

o Virtual Tours, website changes, process changes, efc.
Changes for 2021 (Reid Wicoff)

o Large strategy changes, budget
ILS Strategy (David Staley)

o Budgeting, ILS splits, ILS Listing Optimizations, etc.
Marketing Tips & Tricks (RayAnn Ortiz)

o Creative, Targeting, and other pro-tips efc.
Vetting & Working with your Vendors (Nicole Staley)
Attribution (David Lerchbacher)
Metrics that Matter (Jenny Haacker)

Company



Digible Summit

What Now?! ... The Masks

wm@? D\]@W?Q 4 CoMic 5T FRoM DiciBLE

fr— (e o s e e

| THE PRINTERS SATD “CEDAR RDGE AT ROINTE PLACE" (
10E, T THOUGHT T ASKED Y0U f ‘NASNQ\QN(, SUTTOND THEM T1WAS COOLTO SHORTEN 1T,
T0 HAVE THE NAME OF THE
PROPERTY PRINTED ON THESE MASKS.
WHAT HAPPENED?




12:7)pm MST
AdFraud Presentation and Q&A

Manny Puentes
CEO & Founder, Rebel Al




Digible Summit

What Now?! ... The Budget Meetings

W]ﬂ@? m@wgg 4 CoMic 5TRIP FRoM DiciBLE

HOULY HELL WHAT'S GOTNG ON TN THERE!

WHAT. . THIST JUST WORKING
[ THROUGH NEXT YEAR'S BUDGH.




1:20pm MST
Perspectives on Marketing

Joya Pavesi, SVP of
Marketing and Strategy
for RKW Residential

Chasten Fulbright,
Principal at Blanton
Turner

Darren Williams, President
at Portico Property
Management




2:30pm MST
Closing Remarks ﬂ:ﬁ:ﬁ]
f i
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See ya!

DIGIBLE



