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BE AGILE
Change demands agility. For athletes, agility
is something they practice in drills. Perhaps
you remember running lines in P.E.? Running
as fast as you can in one direction, then
pivoting and sprinting in the opposite
direction. For marketers, agility is something
we practice by changing marketing tactics
based on up-to-date, data-backed insights
to align our message timing and delivery to
better serve renters and researching renters.

We know that when we're weighed down, it’s
hard to transition quickly. You might not be
sprinting across the office — or even going
into an office — in order to improve your
marketing agility. But, with everything going
on, your sales and marketing team learned to
change tactics and align with the current
environment. 

The good news is, your team's agility will
come in handy to keep up with digital
marketing trends, like aligning your online
presence for voice search optimization,
staying up-to-date on tried-and-true
marketing tactics like your Google Business
Profile listing (formerly Google My Business),
or anticipating changes in data privacy and
the social media space. In this workbook, we’ll
take time to reflect and identify trends that
will elevate your marketing agility, and keep
your tactics up-to-speed with the latest
trends in digital marketing.
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03 How do the type of words you use when you voice search differ from those that you
type into a search box on Google?

Being an early adopter of digital marketing trends builds a strong foundation that sets your
property apart from the competition. But, as with most things, how you do one thing is how you
approach everything. Let’s take time to think back on the last year to unpack how your own
online search and consumer habits may have changed, where they stayed the same, and what
changes are here to stay.

AWARENESS BUILDING

01 How did your search habits change? What keywords did you use that you maybe
hadn’t considered before?

02 Did you use voice search? If so, what kinds of searches were you making?
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AWARENESS BUILDING
04 How often do you call local businesses to ask questions you can’t find easily on their

website or Google Business Profile listing?

05 What questions did you need answered, or what kind of information did you seek,
that you had not looked for online before?

06 Did your online search behavior or online buying journey change in the last year? If so,
what is different? What remained the same?

07 Which of these changes are you ready to say goodbye to when this is all over?

08 Which of these changes are here to stay and actually make your life easier?
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03 Where does your property have room to improve their GBP presence?

Now, take this reflection-based mindset and add in a dash of daydreaming. Through journaling,
let’s determine which digital marketing trends your property is an early adopter of, and which
digital trend your team wants to work on next. Then, we’ll set a related goal.

TEAM DREAM

01 Rate your property’s GBP (Google Business Profile) listing on a scale from 1-10. 1 = just
starting out, and 10 = expert-status. What rating did you select, and why?

02 Where and how is your property excelling with their GBP listing?

GOOGLE BUSINESS PROFILE

04 What is a tactic you can implement, or an update you can make, on your property’s
GBP listing?
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TEAM DREAM

03 Where are there areas for SEO improvement and growth for your property’s website?

01 Rate your property’s approach to SEO on a scale from 1-10. 1 = just starting out, and 10
= expert-status. What rating did you select, and why?

02 Where and how is your property excelling in their SEO strategy?

LET'S GO SEO

04 How is, or how isn't, voice search incorporated into your website’s overall SEO
strategy?

05 What is a voice search tactic that you think you can implement at your property?
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TEAM DREAM

03 Where does your property's social media presence have room for improvement?

01 Rate your property’s approach to social media on a scale from 1-10. 1 = just starting
out, and 10 = expert-status. What rating did you select, and why?

02 Where does your property excel in the social media space?

ALL EYES ON SOCIAL

04 What is a social media tactic that you can implement at your property?
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GOAL GETTER

Specific: As a marketer and communicator
you know that vague language tends to
confuse. Make sure your goals are dialed by
using language with precision.

Measurable: The ability to quantify your
progress toward a goal is vital to identify if
and when you’ve achieved your goal.
Choose an applicable metric for success to
make your goals mathematically verifiable. 

Attainable: It’s important to dream big, so
please do that. But also be honest, and set
achievable goals. There is nothing more
discouraging than working toward
something that will constantly remain out of
your reach. 

Relevant: Your goals need to be applicable
and impactful to a facet of your job, life, or
interests. 

Time-bound:  Deadlines help motivate
action. Set a date, or line in the sand of
when you want this goal accomplished.

We hear this over and over because it’s true:
People who very vividly describe or picture their
goals are more likely to accomplish them. Think
about it, if something was going to boost your
marketing performance by 1.4x, and it was as
simple as writing it down and clearly
envisioning it, you would 100% do it. We also
know you’re more likely to achieve your goals if
they’re SMART. By that we mean:

So, for example, instead of saying, “I want to be a
better marketer, parent, human, etc.,” a SMART
goal would give you metrics to know if you’ve hit
the mark or not. A SMART goal might be more like,
“I want to increase our GBP review rating to 4.5
stars by December 31st.” 
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We are concentrating on marketing agility and digital marketing trends. So think of how digital
marketing trends can provide meaningful interactions and change the game for researching
renters.

#GOALS

01 Review your answers to our previous questions about SEO, GBP, and social media.
Which area would you like to focus on improving first? Why?

02 Write one SMART goal for the area you selected above.
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#GOALS

03 Let's double check that it’s measurable. How will you know you’ve achieved your
goal?

04 What are the roadblocks that could get in the way of achieving your goal?

05 How will you navigate past these roadblocks and make sure they don’t hinder your
progress?

06 How will you hold yourself accountable? Are there people in your life who will help
support your progress?

9



#GOALS

07 Envision achieving your goal. How will it feel? What will you be doing? How will you
celebrate? Daydream. In the space below, write the details, and truly envision what
successfully achieving your goal will be like.

08 Make it actionable. What steps will you need to take to achieve your goal?

Step 1:

Step 2:

Step 3:
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BE A CHANGE-MAKER
Change doesn’t happen on its own. Just like practicing
athletic agility, it’s not an overnight transformation. Moving
the dial on your marketing performance can be an invisible
meeting you hold with yourself. Schedule a Zoom party-of-
one to focus. With time, you’ll see that incrementally through
tiny tweaks big changes start to take shape. So, block off
some time on your calendar, weekly, bi-weekly, monthly (you
pick!), and hold a work session as well as an accountability
session with yourself. 

As you achieve goals, or life throws you a curveball and makes
you reassess your priorities, adjust your timeline as needed.
Perfection is unattainable, and progress is rewarding. Even if
it’s one step forward, two steps sideways, and a scootch
backward, let’s keep our eye on the prize and pursue progress.
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