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TWO RANDOM DOTS 
FLOATING IN SPACE

MARKETING
OBJECTIVES

BUSINESS
OBJECTIVES



HOW WE BUILD STRATEGIES USING THE OVERALL BUSINESS OBJECTIVES

AN EXAMPLE OF HOW WE STRUCTURE OUR 
STRATEGIES

BUSINESS 
OBJECTIVES

XXX XXX XXX XXX

MARKETING 
OBJECTIVES

Generate leads and get 
deals for Acquisitions Increase leads for leasing

Source deals/new relationships 
for national accounts

Improve SEO to rank higher 
and drive leads organically

Increase overall 
brand awareness.

MARKET 
RESEARCH

Industry Trends Competitor Audits SWOT Analysis

TARGET
AUDIENCES Target Audience Audience Journey

THE 
PLAN Channel Plan Content Plan Paid Media Plan

THE 
METRICS KPI’s BudgetsBEGIN THE JOURNEY UP



USER JOURNEYS

ONE OF THE MOST IMPORTANT PARTS OF PLANNING ANY 
STRATEGY IS UNDERSTANDING THE

OF WHO WE’RE TARGETING, SO WE CAN IDENTIFY THE MOST VALUABLE 
TOUCHPOINTS TO REACH, ENGAGE, AND CONVERT THEM.



WE OFTEN VIEW THE USER JOURNEY AS THE

MARKETING FUNNEL.

AWARENESS

CONSIDERATION

CONVERSION

BUT FROM THE USER POINT-OF-VIEW, 
THERE’S A LOT MORE TO IT THAN THAT...



IN REALITY, OUR AUDIENCE GOES ON
“THE HEROES JOURNEY  ”

Status Quo

A call to Act

Refusal of the 
Call

Seeks help from a 
Mentor

Crossing the 
Threshold

Trials, Allies & 
Enemies

The Approach
Ordeal

Reward

Return to Status 
Quo

Example: The owner of a 
grocery-anchored center is 

experiencing the pressure of 
managing the property 

themself

Example: The owner of begins 
looking at ways to sell their 

property

Example: The owner is 
hesitant to sell due to the 

challenges finding the right 
buyer and losing their nest 

egg

Example: The owner seeks 
help from a broker

Example: The owner decides 
to list the property

Example: The owner receives 
offers but must deal with the 

complexities of the sale, 
requiring help from a lawyer

Example: The owner needs to 
decide and assess offers from 

different companies

Example: The owner 
experiences an unexpected 

complication like a legal issue 
or a change in the market

Example: The owner sells the 
property , and is able to retire 

comfortably

Example: The owner 
returns to normal life

1. AWARENESS

2. CONSIDERATION

3. CONVERSION

1 2 3



BUT DRIVING THEM 
TO CONVERT

CONVERSION IS THE ULTIMATE GOAL

REQUIRES A STRATEGIC APPROACH THAT ADDRESSES THEIR CONCERNS, 
BUILDS TRUST, AND PROVIDES COMPELLING REASONS WHY.



SO, THE QUESTION IS...

WHAT JOURNEY DOES 
YOUR TARGET 

AUDIENCES TAKE?



QUESTIONS?



L E T ’ S  D O  S O M E T H I N G
G R E AT  T O G E T H E R

We have had the opportunity to work with some of the biggest and most innovative companies in the commercial 
real estate industry. Together, we have crafted marketing solutions to solve business challenges. 

E V E R Y  G R E A T  S T O R Y  H A S  T O
S T A R T  S O M E W H E R E

What kind of message would we be sending if we gave you some generic mailbox
to contact just as things are starting off? Cold and impersonal is not our style so

here are the best people to speak to.

CEO
mark@atypicalcompany.com

M A R K  K A L K W A R F

COO
skye@atypicalcompany.com

S K Y E  R E V E L L
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