
BONTERRA APARTMENTS
HOW DIGITAL MEDIA MARKETING HELPED 
INCREASE BRAND AWARENESS
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SUMMARY
Bonterra provides Fort Wayne residents with and affordable and quality 

apartment leasing options. While that message resonated with their existing 

core audience, the company wanted help connecting to a wider demographic.

The information below list the goals of the 30- day social media campaign as 

outlined in the original proposal:

- SHOWCASE IMAGES OF PROPERTY TO INFLUENCE POTENTIAL RESIDENTS
- DRIVE AWARENESS TO BONTERRA
- INCREASE FOLLOWING ON SOCIAL MEDIA
- DRIVE LEADS
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GOAL ONE
SHOWCASE IMAGES OF PROPERTY TO 
INFLUENCE POTENTIAL RESIDENTS  

A gallery of 185 new photos have been used 

throughout the social media campaign. Photo 

efforts focused specifically on the previously low 

occupied floorplan, the Muscat. 

TRADE coordinated modern furniture staging and 

photography for the Muscat. Accompaning social 

media, photos updated other digital channels such 

as apartments.com and Google. The staging was 

then left on site for tours for three months. 

RESULTS
CORRECTED GOOGLE MAPS LOCATION AND 
UPDATED GOOGLE IMAGERY  
Bonterra’s Google listing was previously incorrectly 

placed on Auburn road with photos displaying 

mainly construction shots. Now, Bonterra is Google 

Certified and is correctly displayed on Coldwater 

road along with updated imagery.   

21/22 MUSCAT UTILIZATION RATE 
In Febuary the utilization rate of the Muscat 

floorplan was 9%. At the end of this campaign, 

utilization was 95%. 
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GOAL TWO
INCREASE FOLLOWING ON SOCIAL MEDIA

New followers are important to encourage 

retargeting. However, it’s equally important to 

gauge how many engagements you’re getting. 

Engagements include things like shares, likes, and 

comments, and shows that these people aren’t just 

passively seeing you post content—they’re actively 

interested in what you’re posting.

RESULTS
UNLOCKED PREVIOUSLY LOCKED 
BONTERRA FACEBOOK PAGE 
Gaining posting access was previously a large 
barrier for the Bonterra staff in pursuing social media 
marketing. The page is now accessable.

279 FACEBOOK FOLLOWERS 
This is a combination of current residents and new 
eyes on the Bonterra brand. When beginning, there 
were 35 followers.

795 POST ENGAGEMENTS 
Likes and comments help the page maintain mo-
mentum. Engagements also includes shares, which 
expands network reach.  

1,895 POST REACH 
This top performing post followed a Bonterra pool 
party event, which reached 630 people. 
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ADDITIONAL CONTENT 
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GOAL THREE
 DRIVE AWARENESS TO BONTERRA

As a new apartment complex, Bonterra does not have an established network. To combat this, 

we identified the best way to begin spreading awareness was to utilize current residents as 

brand advocates. This included: 

- A $25 rent credit campaign encouraging current residents to leave a positive

review on social media

- An internal resident email campaign promoting awareness of the positive

review campaign.
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RESULTS
PUBLIC POSITIVE REVIEWS
Partnering email campaign marketing with social media, we sent an internal resident email 

that achieved 20 positive Facebook reivews and 3 Google Reviews including one by a Google 

accredited local guide. This effort also overshawdowed previous negative reviews left by residents. 

ESTABLISHED INSTAGRAM 
Using Fort Wayne geotagging and hashtags has the account reaching 150 accounts and 

establishing over 500 impressions weekly. 

LOCATION SIGNAGE 
Two onsite signs promoting social media presences; one yard sign placed in the entry round about 

and a second banner sign placed poolside. 
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GOAL FOUR
DRIVE LEADS

Before we can talk about lead generation on social 

media, let’s define exactly what we mean when we 

talk about leads. Leads are potential customers 

who have expressed some interest in Bonterra and 

have made the next step to walk through the door 

for a property tour. The leads are then passed 

directly to leasing staff to progress in the sales funnel 

and responsible for tracking progress. 

Social media is a huge driver of referral traffic. 

Millennials buying habits are often influenced by 

social media, however Google continues to be used 

as the platform for details and research. Establishing 

a presence to be available for these channels was the 

top goal of this campaign.   

RESULTS
INQUIRES THROUGH MESSAGING PLATFORMS 
As seen on the left, three messages regarding 
apartment availability were gathered from 
Facebook and Instagram   

FACEBOOK CLICK THROUGHS
Post prompting fans to “Call Now” gained eight 
engagements resulting in business calls 

OVER 5O INSTAGRAM CLICK THROUGHS 
Website clicks and “Get Directions” gained interest 
by being displayed on the business profile. 




