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Volume No.  2

THE POWER OF 
COMMUNITY IN A 
MULTIFAMILY BRAND

PART ONE

How to Level  Up a Multifamily Brand 
through Placemaking



AT ONE TIME , BR ANDING AND MARKETING APARTMENT 

COMMUNITIES STARTED WITH A LOGO AND ENDED WITH 

A FLOORPL AN BROCHURE . IN TODAY’S DYNAMIC SOCIET Y, 

MULTIFAMILY COMPANIES UNDERSTAND THE NEED TO 

CONNECT WITH THEIR RESIDENTS ON A MUCH DEEPER LEVEL . 

Each s igned lease represents more than a monthly rent 
payment .  When developers and property managers work 
to del iver a memorable experience,  those individual leases 
turn into long-term residents with a rooted connect ion 
to their  apar tment community.  That brand loyalty r ipples 
out to the fr iends and family of  each happy renter and 
al lows a mult i family brand to expand its reach. 

http://www.aprescreative.com
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I long, as does 
every human 
being, to be at 
home wherever 
I find myself.
Maya Angelou



PLACEMAKING: 
CONNECTING 
EXPERIENCES WITH 
COMMUNITY

http://www.aprescreative.com
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In the past ,  home ser ved as the only respite from work and other 
dai ly rout ines .  A person’s l iv ing room, balcony or back yard f i l led 
the need for quiet ,  relaxat ion and t ime to connect with family 
and fr iends .  While home remains vital ly important ,  people now 
seek out more from their  neighborhoods and communit ies in 
terms of belonging. 

To meet that deeper need,  commercial  real  estate players , 
including mult i family propert ies ,  retai lers and of f ice developers , 
have a unique opportunity to collaborate and create places 
where people want to build community.

Heather Personne,  a member of the Urban Land Inst itute 
Placemaking Council  describes it  th is way:

Across the real estate industry, there is greater 
interest in creating projects that are less focused on 
a specific asset class—multifamily housing, retail, or 
office—and more focused on creating a place where 
people want to convene. It’s about creating that 
third place that’s not necessarily where you live or 
work, but where people come together. Much of this 
change has been instigated by the millennials, who 
want to work and live differently, who are interested 
in the sharing economy. Even baby boomers are 
transitioning to living in more urban environments.

Of note,  th is “urban” l i festyle of l ive-work-play appl ies to many 
suburban locat ions as well .  In fact ,  suburbs have shown some 
of the most vibrant growth in mult i family rentership across the 
countr y.  Many young famil ies want that convenient and close 
l i festyle paired with the more open landscapes ,  school s ,  parks 
and other amenit ies suburbs of fer.



HOW PEOPLE SUPPORT 
YOUR BRAND
THE SENSE OF BELONGING AND BUY-IN APARTMENT RESIDENTS FEEL AS A RESULT OF 

THOUGHTFUL PL ACEMAKING IS RETENTION GOLD. WHEN PL ACEMAKING WORKS, PEOPLE 

NO LONGER FEEL SEPAR ATE FROM THEIR COMMUNIT Y,  BUT FEEL A SENSE OF OWNERSHIP 

IN IT.  THEY HAVE A STAKE IN ENSURING ITS FUTURE HEALTH AND PURPOSE IN THE AREA .

According to Joseph Batdor f,  president of  J  Turner research,  branding holds value for 
mult i family companies because it  results in brand loyalty among exist ing residents .  He said:

Brand primarily becomes an influential factor during the renewal 
process. Satisfied residents are more likely to renew an existing lease, 
or start a new lease at a different community within the portfolio 
when their living experience meets or exceeds expectations. 

In addit ion ,  the Urban Land Inst itute reports that placemaking strategy can help mult i family 
developers atta in lower development costs ,  h igher project value and “enhanced branding and 
market recognit ion .”

Placemaking can set the tone for your company’s or property’s branding ef for ts .  I f  you view 
your property in the broader context of  i t s  neighborhood,  c ity,  state or region,  you wil l  begin to 
tap into the essence of what that place means to the people who l ive there. 

B i l l  Baker,  who wrote a guide for cit ies and towns on what he cal l s “place branding,”   
ref lects that :

A place brand is the totality of thoughts, feelings and expectations that people 
hold about a location. It’s the character, reputation and the enduring essence of 
the place and represents its distinctive promise of value and sense of place. Most 
importantly, it’s a valued promise that must be grounded in truth and reality.  

http://www.aprescreative.com
https://www.multifamilyexecutive.com/property-management/marketing/talk-on-the-street-does-brand-matter-in-multifamily_o
https://urbanland.uli.org/industry-sectors/growing-value-creative-placemaking/
https://www.brandingstrategyinsider.com/strategic-essentials-for-place-branding/#.XlwzHihKjg8
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Most importantly, 
it’s a valued 
promise that must 
be grounded in 
truth and reality.
Bil l  Baker



Feelings 
Character 
Promise 
Essence

THESE WORDS GET AT THE INTANGIBLE MESSAGES THAT HELP CONNECT RESIDENTS 

WITH THEIR PROPERTIES AND NEIGHBORHOODS. WHEN CHOOSING A HOME , PEOPLE 

NEED HARD FACTS LIKE SQUARE FOOTAGE AND RENT PRICES,  BUT THEY WANT MORE 

THAN THAT. THEY WANT A VIBE AND A CONNECTION ON A DEEPER GUT LEVEL .

http://www.aprescreative.com
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WITH THAT IN MIND, 
CONSIDER YOUR 
PROPERTY’S BRANDING 
AND ASK YOURSELF 
THESE QUESTIONS:

WHAT FEELINGS OR EMOTIONS DOES OUR BR AND EVOKE? 

DOES OUR BR AND COMMUNICATE OUR VALUES OR VISION?

DO OUR MESSAGES FOCUS ON BASIC FACTS,  OR DO THEY GO 
DEEPER TO REFLECT WHAT MAT TERS MOST IN A PERSON’S LIFE?

WOULD OUR BR ANDING START CONVERSATIONS, 
OR IS IT FORGET TABLE?

IS THERE AN ELEMENT OF STORY TELLING THAT DR AWS 
PEOPLE INTO THE MESSAGE AND PL ACE?

DOES THE BR AND EMBODY THE SURROUNDING 
AREA’S DISTINCTIVE QUALITIES AND ASSETS?

Branding goes much deeper than a sales pitch .  I t ’s  about much more than l ist ing 
features;  branding must make meaningful  connect ions in the minds of readers and 
viewers .  A successful  brand wil l  al low your customer to imagine herself  in the 
place and how it  would enhance her l i fe to l ive,  work and play in your community.



UNDERSTANDING 
WHY AND HOW 
PEOPLE GATHER

http://www.aprescreative.com


The Power of Community in a Mult i family Brand  |   11

Mil lennial s and GenZers have moved away from a purely 
consumer focus when they seek places to hang out .  While teens 
and young adults might have been the Mall  Rats of  the 80s and 
90s ,  today’s younger generat ions want to spend t ime in places 
without a sole focus on buying. 

Ar t isan food hall s and pop-up ar t  instal lat ions have taken 
the place of str ip mall s and movie theaters in many locales .   
Denver ’s Self ie Museum, “Colorado’s First  Instagram Art  Pop-up,” 
and Meow Wolf are great examples of this new idea of place and 
community centered on pop ar t  and social  sharing.  

Placemaking Council  member,  Phi l ip Palmgren,  sums up:

Successful placemaking means offering people a 
place to exchange ideas and perhaps goods and 
services. The millennial generation continues 
to demand more with regard to a space. They 
want to just hang out without expectations that 
they’re necessarily going to buy something. They 
want a place of respite. So a place has to balance 
transaction and reflection. When you do that, the 
development community benefits because the value 
of their real estate goes up, and the community 
benefits because they’re able to have a space that 
they feel like they are welcome in.

Architect Deb Ryan describes this generat ional  need as one 
that emphasizes act iv ity over aesthet ics ,  saying “ It ’s  about 
placemaking.  Publ ic spaces can’ t  just  be pretty spaces ,  they 
have to be act ivated.”

https://denverselfiemuseum.com/
https://meowwolf.com/


DESIGNING PLACE: 
CREATING A SENSE 
OF HOME

http://www.aprescreative.com
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Multifamily developers in al l  markets can assess community needs when breaking 
ground on a new development .  Seeking input from community stakeholders wil l 
help you focus on the unmet placemaking needs of the immediate neighborhood.

For exist ing propert ies ,  redesign and redevelopment can open the door to new 
amenity concepts that foster a sense of community-building,  both with your residents 
and the neighborhood at large.  Your property can ser ve as a hub or sponsor for 
community events ,  i f  you don’ t  have the space to add dedicated gathering places . 

When the average person hears the words architecture and design,  i t  l ikely 
br ings to mind iconic structures l ike the Guggenheim Museum in New York 
or Colorado’s famed Spaceship House.  However,  design al so informs ever y 
aspect of  ever yday buildings ,  both exter ior and inter ior,  and a thoughtful 
design helps create a sense of place for the people who use it . 

VolumeOne.org lays out the “11 Pr inciples of Placemaking” in this piece.  I tem No.  2 
speaks to design:

You are creating a place, not a design. The blueprints for a neighborhood 
improvement effort are much less critical to its success than other factors, 
such as a management plan and the involvement of local citizens. 

That l ist  goes on to remind city planners ,  architects and designers to obser ve the 
community in act ion,  seek feedback from the people who wil l  actually use the place 
and to create a form that supports the intended funct ion of a bui lding or area .

When these pr inciples al ign,  the design moves from impersonal blueprints 
to l iv ing,  breathing spaces where l i fe and connect ion happen. 

Austral ian Architect John Flynn expands on that idea in this inter view, saying:

The location is really what drives the place. You can’t just go and create 
a fake place – a Disneyland somewhere… It’s really getting the ideas 
from the developer, the site and then the community… and how we 
can add value to that. Everyone wants to live somewhere great. 

In the mult i family industr y,  we know that each renter wants to get the most for 
their  money,  and it ’s  not just  about luxurious amenit ies or h igh-end f in ishes .  I t ’s 
that something extra .  The vibe you get when you f i rst  walk into a place and it 
seems to draw you in .  A well- informed design that takes into account the needs 
of residents and the community can elevate an apar tment from space to place.

https://www.guggenheim.org/teaching-materials/the-architecture-of-the-solomon-r-guggenheim-museum
https://www.outtherecolorado.com/category/denver/what-s-really-up-with-colorado-s-spaceship-house/article_bf5098f0-ff96-5e2d-bc48-e8d29870f810.html
https://volumeone.org/neighborhoods/principles
https://www.youtube.com/watch?v=8bBbJmKGf8Q


ACCORDING TO PEW RESEARCH ,  32 PE RCE NT OF 

RE NTE RS CONSCIOUSLY CHOOSE TO RE NT,  EVEN 

IF THEY COULD AFFORD TO BUY A HOME . 

Transient careers and a need for f lexibi l i ty of ten top the pr ior ity 
l ist  for  renters by choice.  Many people al so love the work-play-
l ive l i festyle of a mixed-use community,  and not needing to worr y 
about maintenance issues al so carr ies a lot  of  weight . 

Fast for ward to 2021 ,  where remote work has become the norm for many 
professional s ,  and that f lexible and fun l i festyle begins to look even more 
attract ive.  When they can choose where they want to l ive and the carefree 
l i festyle they want to lead,  more people could choose rent ing vs .  buying. 

CRAFTING A 
SOUGHT-AFTER 
RENTER LIFESTYLE

http://www.aprescreative.com
https://www.pewresearch.org/fact-tank/2017/07/19/more-u-s-households-are-renting-than-at-any-point-in-50-years/#:~:text=Indeed%2C%20in%20a%202016%20Pew,as%20a%20matter%20of%20choice.
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Now that some renters need to worr y less about proximity to work or transit , 
l i festyle of fer ings wil l  become even more important .  Regardless of whether 
renters by choice need access to employment-centered locat ions ,  they def in itely 
wil l  seek amenit ies that support their  preferred way of l i fe. 

As you consider l i festyle elements and the sense of community that today’s 
renters demand, think about :

HOW TO MAKE RESIDENTS’ LIVES MORE COMFORTABLE ,  CONVENIENT 
AND ENJOYABLE

WAYS TO INCORPOR ATE SOCIAL INTER ACTION INTO UNITS AND 
COMMON SPACES

PETS AS PART OF PEOPLE’S TOP PRIORITIES 

SOCIAL RESPONSIBILIT Y AND CITIZENSHIP WITHIN THE CONTEX T OF 
YOUR NEIGHBORHOOD OR CIT Y

GREEN ELEMENTS THAT MEET RESIDENTS’ NEED FOR OUTDOOR 
SPACE AND ENVIRONMENTALLY CONSCIOUS VALUES 

TRUE WORK-LIVE-PL AY FUNCTIONALIT Y AND DESIGN, ESPECIALLY 
AS MORE PEOPLE WORK FROM HOME 

UNCONVENTIONAL SERVICES OR AMENITIES THAT MEET 
DEMOGR APHIC-SPECIFIC NEEDS

BR ANDING THAT TELL S A COMMUNIT Y STORY

MARKETING THAT MOVES PROSPECTIVE RESIDENTS ALONG THEIR 
RENTER JOURNEY

RESIDENT COMMUNICATION AND SERVICE PROGR AMS THAT 
ENHANCE RETENTION

COMMUNIT Y-BUILDING EVENTS – BOTH ON-SITE AND IN THE  
L ARGER COMMUNIT Y

Taking a more hol ist ic v iew of what dr ives renters’  pract ical  and emotional needs 
wil l  help your property del iver more than just a space to l ive.  I t  wil l  del iver an 
experience and foster loyalty among residents ,  which in turn wil l  support your 
company’s return on investment .



http://www.aprescreative.com
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WORKING WITH 
COMMUNITY-BUILDING PROS
OUR CREATIVE TEAM DR AWS ON YEARS OF MULTIFAMILY EXPERIENCE , 

COMBINED WITH GR APHIC AND STORY TELLING TALENT TO 

SUPPORT YOUR BR ANDING AND MARKETING EFFORTS.

When we work with sav v y developers and planners who ful ly grasp the power 
of placemaking,  magic happens .  With our graphic design and market ing,  we 
communicate their  physical  design as much more than a ser ies of  glass ,  steel 
and br ick .  The outer aesthet ics of  a bui lding matter a lot ,  but residents al so must 
grasp how that bui lding can become a place of meaning;  how it  can be home.

We invite you to take a look at  some of our work .  We have helped these brands fur ther their 
community-building and renter attract ion ef for ts .  Each one of these brand stor ies is  unique, 
and each one highl ights the importance of understanding your ideal  resident at  a human level . 

If you would like to learn more about our approach and collaborative process, reach out to us. 

https://aprescreative.com/work/
https://aprescreative.com/contact/


In  th is  e-book,  we have scratched the surface of  the strategies 

Après Creative has honed through years of  working with mult i family 

brands across the countr y.  We encourage you to implement 

one or two new marketing ideas in the next few months .  I f  you 

would l ike to take your mult i family marketing and branding 

to the next level ,  reach out to us for  a free consultat ion . 

ApresCreative.com

http://www.aprescreative.com
http://aprescreative.com
https://aprescreative.com/contact

