Welcome

It’s All About Customer Experience
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“Customer experience is the
new competitive battlefield”

-Gartner




CUSTOMER EXPERIENCE SEPARATES YOU
FROM THE COMPETITION

13 apartments communities within 1 mile of one another
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CREATING EMOTIONAL CONNECTIONS
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CREATING EMOTIONAL CONNECTIONS
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GENERATING POSITIVE WORDS

/ SOCIAL MEDIA

m Danielle Walker

Luke waiting for his hot doughnut — =t @ Krispy
Kreme - Mesa

% Tag Photo  # Edit

Like Comment

Q7

Stephanie Tumblin Johnson | make the same
face waiting for a donut! ! Pure desperation!

Like
Melissa Stonerock That is such a cute
picture..Luke is getting so big!
} 13 at 8:40¢ Like
y Maria Socorro Robles Is this Krispy Cream 7 |
was just thinking of this donut this moming and how

| want one, Did he like it?

Like

Danielle Walker Yes it was KC, He loved it! It was
Hot!l!

Like



“People Don’t
Buy For Logical
Reasons, They

Buy for
Emotional
Reasons”

- Zig Ziglar




Design is art
constructed
to meet
objectives

Kerchos |




OWNING THE CUSTOMER EXPERIENCE

To Create An Experience,

Success
IS a
Habit To Create Consistency,



@ THE MOST ESSENTIAL HABIT...
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CONVERTING A LEAD TO PROSPECT
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TELEPHONE LEADS - FACTS

CREATING GOALS
] TOP | AVERAGE | __POOR

7 MINUTES 5 MINUTES 3 MINUTES
AVERAGE CALL TIME 35 SECONDS 45 SECONDS 48 SECONDS

» Purpose of Call

> ldentify PROSPECT/Contact Info

v
v

» Secure Appointment
> Provide Directions
> Determine PROSPECT Benefits

» Describe Benefits Important to
PROSPECT

DN N NN

> Provide Additional Awareness
(i.e. website, neighborhood, etc.)

D NI N N N

Source: Ellis Mystery Shopping Program



@ ACTIVE LISTENING




FACTS ABOUT PROSPECTS

> 85% of prospects that
visited a community are
interested in renting.

> 48% of prospects are
wanting to rent within the
next 30 days.

» Top reasons for moving
are to due to location.

Source: Ellis Prospect Survey



CONVERTING
PROSPECT TO
RESIDENT




What Do We Expect on Move In Day....

e A Clean Apartment (smelling nice and clean)
e Clean “Working” Appliances
e Plumbing “Working” (showers, toilets, sinks)

e Keys — Apartment, Fitness Center, Laundry Area,
etc.

 Fresh Paint (no holes, etc.)
e Clean Dry Carpet

* No Bugs

e Move In on “Move In” Day
 Familiar Faces to Greet Us



What Do We Expect from Our Community....
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What Do We Expect...

 Amenities accessible and in good condition
— Fitness Equipment
— Community Gates
— Pools
— Laundry Areas

e Community Curb Appeal
— Landscaping
— Trash Removal
— QOutside Lights
— Pet Areas Clean




First Impression / Move-in Day!




How Do We Own the Move In Experience

Walk the apartment, with maintenance (if
possible)

Inspect the apartment (open cabinets, etc.)
Allow time to fix issues noted (48 hours before)
Create a hand written “Welcome” note

Partner with a Pizza place to offer a free pizza
on move in day

Provide Neighborhood Information
Do what you say you’re going to do
Follow Up — check in 24 hours after move in




RESIDENT EXPERIENCE FACTS

Good

# of Months when
residents begin to
characterize experience
as negative
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™ Poor
Move-In Maintenance Pre-Renewal Move-Out

Source: Ellis Resident Survey



Respectis
eamed.

Honesty Is
appreciated.

Trustis
ained.
oyalty Is

returned.

9 “CONNFECT WITH
RESIDENTS THROUGH
FEEDBACK”



OPPORTUNITIES TO CONNECT THROUGHOUT THE

RESIDENT JOURNEY
Con\iims’izsnity
| I Move | I Mé | |
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SENTIMENT / THE FIRST IMPRESSION

Y

pleasure IOve bad unfortunately extremely profess...Néw home

awesome . better good , UnprOfeSSional .
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' i i welcoming knowledgeable save
concern .. . Wait quiet hope liked courteous lack reat fi - li ° quality
efficient recommend agree protessionalism .
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amazing " specific location riendas Ioved
like Verynice trash hard amenities fitness too many best
reasonable competitive

Source: Ellis Resident Survey



@ RESPONDING TO YOUR RESIDENTS




BENEFITS OF CONNECTING AND RESPONDING

Communities that responded
faster and answered the
resident more achieved:

1. A Higher Loyalty Score,

\ 2. A Higher Likelihood to
Renew,

3. More Resident Surveys

Source: Ellis Resident Survey



OWNING THE RESIDENT EXPERIENCE

0 Communicate
Listen

Connect Through
Feedback

Respond Quickly




OWNING THE RESIDENT EXPERIENCE

“L've leamned that
people will forget what
you sald, people will
fovget what you did, but
people will never forget
now uou made them feel.”

- Mauya Angeiou




M\aw\. Wmcttbfm more?

Call Danielle Walker @ 847-707-2472
Or email me
dwalker@epmsonline.com
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