Driving ROl with Online Marketing

Rita Cidre, Director of Premier Agent Engagement
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MY FAVORITE CHART OF ALL TIME

Marketing-driven revenue
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PLAYBOOK

Goals Metrics Test + Optimize
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Goals and metrics
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"MAKE MORE
MONEY” IS NOT A
GOAL AND NUMBER
OF DOLLARS$ ARE
NOT A METRIC...




ESTABLISH GOALS

A goal defines success for your marketing efforts.

Marketing goals should support the overall business goals.
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ESTABLISH METRICS

Metrics are what allow you to gauge
performance against your goals.

They can also be called Key
Performance Indicators (KPIs).

Copyright © 2016 by Zillow Group, Inc. and/or its affiliates. All rights reserved.



METRICS VARY DEPENDING ON WHERE CUSTOMERS
ARE IN THE FUNNEL

Marketing Funnel Metrics

Awareness ’ s

—> Impression,
Reach

—> C(Clicks
Consideration

. ‘
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ROLL YOUR GOAL INTO SPECIFIC MARKETING METRICS
THAT YOU CAN MEASURE

Sales Goal: $1M in Monthly Revenue
Avg. Monthly Lease: $10K/lease
New Renters Needed: 100/month  ($71M/10K)
Avg Conversion: 2%  (From historical data or use 2% benchmark.)
Leads Needed: 5,000/month (700/2%)

Avg. Visit to Lead Conversion: 3% (From historical data or use 3% as a benchmark.)

Visits needed to reach goal: 166,667 (5,000/3%)

Optimize your campaigns for what you can

track and measure. Web analytics tool such as
‘ Google Analytics or Omniture are an easy way

to track web metrics (impressions, clicks, etc.)
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Testing and Optimization
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HOW TO STRUCTURE YOUR TESTS

An idea or theory that's not proven yet.

Main metric you want to impact. You must be able to measure this directly.

How long the test will run to make it statistically significant.

Steps required to run the test.

Tests should always target a single metric
you want to impact.
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WE FIRST FOCUSED ON DRIVING TRAFFIC TO OUR LANDING PAGES

Marketing-driven revenue

4

KPI: Impressions

2015
2014
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TO GROW THE TOP OF YOUR FUNNEL...

~

Where do your customers
hang out online?

Sweet spot!
Relevant and Helpful

N

When is a good time to
reach them?

What message will
resonate with them?

—
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HOW WE APPROACHED THIS IN 2014

~

Zillow for Pros Blog

~2Zillow

At the bottom of blog
DOStS

Free whitepaper download
(gated)

—
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OUR TEST SETUP

We can drive more traffic to our lead forms by adding banners to bottom of posts in the
Zillow for Pros Blog.

Impressions on lead form.

~2 months

« |dentify high-traffic blog posts in the Zillow for Pros blog.
 Find relevant content for a gated whitepaper.
« Add banners to the bottom of all blog posts and link to gated whitepaper.
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TRAFFIC FROM THE ZILLOW FOR PROS BLOG INTO OUR LEAD
FORMS SKYROCKETED

2014 Traffic from Zillow for Pros blog

Post-Test
E——

_—/
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ONCE WE HAD VISITORS ON OUR PAGES, WE FOCUSED ON
CONVERTING THEM INTO LEADS

Marketing-driven revenue

KPI: Leads

2015

, a " 2016
)
KPI: Impressions

2013 2014
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STEP ONE: BUILD A CONVERSION-OPTIMIZED LANDING PAGE

Before After

S2ZMIOW  fomes Rersn WongageRutes Advice FingaPvo Localinds Dige™ Msre ForPeos 1

ZZIlloOW  tiomes  Rentals Mortgages Advice FindaPro Digs™ Advertising More Agent Hub I -

S
Get in front of buyers and sellers in the largest online real estate network

W >
Audience Want to learn more
Contact a sales representative today

5 or contact us
L4 .
o Become a Zilow Premier Agent Today

Training Videos Zillow Audience

Zillow Attracts Buyers

Stand Out Where it Matters

National Advertisers

Close More Business
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THE BASICS OF CONVERSION-CENTRIC DESIGN

BTMOW vomes Rertsn MongageRates Agvice FingaPvo Localieds Digs™ Mer ForPros 450

1. Clear Value Proposition

2.  Little Friction

3.  Clear call-to-action (CTA)
4. Simple benefits

5.  Bonus: Personalization
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THAT'S WHEN OUR LEADS REALLY TOOK OFF

Total Inbounds Post Landing Page Test

PN e
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NOW WE HAD TRAFFIC AND LEADS, TIME TO FOCUS ON SALES

Marketing-driven revenue

KPI: Leads

2015

KPI: Impressions

2013 2014

KPl: Revenue
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THE ONE SIMPLE COPY TEST CHANGED IT ALL

Z2TIIOW omes Rertsn MongageRates Advice FingaPro Localiets Digs™ Wsre ForPros

Become a Zillow Premier Agent ® Today :

WINNER

Leads spiked, but quality suffered
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WE WERE DRIVING QUANTITY, NOT QUALITY

BTMOW Homes ercsn Mongage Rates Advice FingaPro Localins Dige™ Ware ForPese 1

& Vo, "
M Become a Zillow Premier Agent ® Today W& Become a Zillow Premier Agent ® Today

An agent/broker A home buyer/seller

Search for a home

[vemeprstandiase ]

List your home for FREE

Get started
M

Chat or call 866-912-4692

Adding a pick list reduced quantity of leads
but boosted revenue. From then on our
goals changed from leads to revenue.
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Recap
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PLAYBOOK

Goals Metrics Test + Optimize

7~ ZilloWGROUP | Z Zillow' trulia % hotpads #ZGMultifamily

Copyright © 2016 by Zillow Group, Inc. and/or its affiliates. All rights reserved.



MAIN LESSONS | LEARNED

Be scrappy. Don't let perfect be the enemy of good.

Optimize. Adjust campaigns based on metrics that drive forward your goals.

Measure success. Regularly evaluate your metrics. (Excel is your friend.)

Gather feedback. Sanity check your numbers through feedback from your leasing team.

Always. Be. Testing.
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