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What’s Inside

In This Playbook, You’ll Learn:

How to turn SEO from a technical checklist into a measurable growth system.

How GEO transforms SEO into an intelligent system that connects your property to search, maps, and AI 
discovery.

Build a trust-first digital foundation that positions your property as a verified entity renters and algorithms 
can rely on.

Architect content around the modern renter journey, aligning every page with the questions renters 
actually ask.

Strengthen your off-page ecosystem—from Google Business Profiles to social search—to create 
consistency everywhere your property appears online.

Optimize the technical layer that fuels performance, speed, and accessibility on every device.

Establish local authority through reviews, citations, and community engagement that signal credibility to 
both renters and search engines.

We built this playbook to simplify what has become unnecessarily complex. SEO in multifamily has long been 
treated as a technical checkbox. In reality, it is the foundation of every digital interaction between renters and 
properties.

Our goal is to make SEO and GEO 
understandable, measurable, and scalable for 
real operators and marketers. This playbook 
brings together everything we have learned 
from hundreds of property websites and 
millions of renter interactions.



You will not find theories here, only actions that 
compound over time. When your property is 
consistent, transparent, and structured across 
every surface, visibility and trust follow.

GEO

YMYL

E-E-A-T



Founder’s PerspectiveFounder’s Perspective

Marketing has always been about connection.



The gap between what properties know and what renters 
can find online is where SEO lives. And now GEO.



In multifamily, SEO is not technical wizardry. It is clarity. 
When your website tells the full, accurate story of your 
property — your people, your policies, your community — 
you build trust at scale.



GEO pushes this further. As AI transforms search, 
transparency and structure keep properties discoverable.



The best SEO is not about gaming systems.



It is about serving them the truth, cleanly and 
consistently.

“
“

Grady Newman
Founder and President

T h e  2 0 2 6  U lt i m a t e  S E O  +  G E O  P l a y b o o k  f o r  A p a r t m e n t  W e b s i t e s g e t r e s i . c o m



Start Here: The Foundations of SEO + GEO

This playbook builds on the groundwork we’ve already laid out.  

Before diving in, explore the core guides and resources that shaped the foundation for this framework — from
establishing digital trust to navigating the evolution of search. Each piece unpacks a critical layer of SEO + GEO
intelligence that we’ll expand on throughout this playbook.

Part 1

SEO YMYL Guide SEO E-E-A-T Guide

Part 2

Part 3

GEO + AI Search Guide

The Ultimate SEO Playbook for 
Apartment Websites: 5 Steps
to Winning in 2026

GEO

YMYL

E-E-A-T

LIVE WEBINAR
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Read Guide Read Guide

Read Guide Watch Recording

https://hubs.ly/Q03S2jGr0
https://hubs.ly/Q03S2jWc0
https://hubs.ly/Q03S2kVh0
https://hubs.ly/Q03S2jjD0


how to align your team & steps to kick off

Part 1: 
Strategy &
Foundation
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The State of Search in Multifamily

Search has evolved from lists of blue links to 
personalized, conversational answers.



Renters no longer browse. Renters:



Expect results that match their tastes and interests

Look for results with specificity

Use rich keywords that were historically “filters” on 
websites and ILSs such as “dog friendly” or “in-unit 
washer and dryer”

Ask for apartments with very specific attributes and 
geolocation



Renters want answers delivered on a silver platter.



Housing now falls under Google’s YMYL (Your Money or 
Your Life) category, meaning property information must 
be accurate and transparent. At the same time, E-E-A-T
—Experience, Expertise, Authoritativeness, and 
Trustworthiness—defines credibility. 

P a s t : 
r e n t e r  → 

G o o g l e  S e a r c h → 
l i s t  o f  l i n k s

N o w : 
r e n t e r  →  

c o n v e r s a t i o n a l  A I  →  
s u m m a r y  a n s w e r s

GEO (Generative Engine Optimization) extends this by helping your property appear in AI-driven summaries. 
Structured, consistent data is the only path to visibility as search becomes more answer-oriented.





SEO and GEO are no longer about gaming algorithms. They are about truth expressed in structure.

The Knowledge Graph 


Modern search is built on relationships, not just keywords. Google’s 
Knowledge Graph connects entities—people, places, organizations, and 
facts—to understand how they relate to each other. For multifamily, that 
means your property, management company, and location data are all 
linked in a dynamic web of information. When your NAP, schema, and 
GBP details align, Google can confidently recognize your property as a 
distinct, trustworthy entity. The result is stronger local visibility, more 
accurate map listings, and inclusion in AI-generated results that rely on 
verified Knowledge Graph data.
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Reframing SEO as a Revenue Strategy

SEO is not a marketing project. It is infrastructure that powers every digital touchpoint leading to a lease.



When it’s done well, SEO improves renter generation efficiency — how effectively your marketing ecosystem 
turns searchers into qualified prospects at a sustainable cost. It doesn’t just attract traffic; it shapes the quality, 
intent, and conversion rate of every lead that enters your leasing funnel.



Think of SEO as infrastructure for acquisition. It determines whether your website, Google Business Profile, and 
listings work together as one system or as disconnected channels competing for visibility.

Why The Reframe Matters

SEO shapes renter demand.
 

If your property doesn’t appear where renters are 
searching, you pay more to generate that traffic 
through paid channels.

SEO improves conversion.  

Structured, transparent content answers 
questions early, reducing bounce rates and 
hesitation.

SEO compounds over time.  

Unlike paid campaigns or rented ILS search 
space, SEO strengthens with consistency, 
creating an asset that keeps performing long 
after you build it.

SEO aligns marketing and leasing.  

Accurate digital information reduces confusion, 
speeds up decision-making, and improves the 
renter experience by ensuring every detail online 
reflects what prospects encounter onsite.

The Owned Channel Advantage

SEO is your most controllable channel.  

 Unlike paid ads or ILS listings, SEO is an owned asset. You don’t rent visibility — you build it. The more 
structured, transparent, and optimized your site becomes, the less dependent you are on third-party platforms. 

Over time, organic traffic becomes your most stable, trusted, and cost-efficient source of leads.



The New Renter Journey

Today’s renter journey is structured, fast, and driven by search.



No two renters take the exact same path, but the journey to a lease follows a familiar rhythm. Renters may 
enter through different channels or move at different speeds, yet the questions they ask — and the proof they 
need — stay consistent. Seeing the renter journey as a whole helps you uncover the gaps, friction points, and 
opportunities that define a better leasing experience.

Strengthen neighborhood pages with employer maps, schools, and walk scores.

Add schema and internal links to connect local guides to your property page.

Include authentic media — photos, drone clips, or lifestyle videos — that highlight 
location and experience.

Ensure every amenity and floor plan has its own dedicated, indexable page.

Expand content around fees, pets, and parking — the top three renter search topics.

Add FAQs with natural language questions renters actually ask.

Create a transparent, easy-to-read fee table and update it regularly.

Showcase real reviews and testimonials on your site (FTC compliant).

Clarify what’s included in rent versus what’s optional or additional.

Introduce your onsite team through bios and headshots.

Highlight service standards, maintenance speed, and communication tools.

Add “Why Residents Choose Us” or “Our Promise” sections that reinforce trust.

Integrate online scheduling directly into tour CTA buttons.

Use confirmation pages or emails to reiterate what renters should expect.

Mirror tour experience to digital — pricing and policies must match exactly.

Simplify the form flow and reduce unnecessary fields.

Display clear expectations for screening and next steps.

Add an “application complete” confirmation message that sets immediate next actions.

Awareness

Research

Comparison

Shortlist

Tour

App

Optimization Opportunities By Stage
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Run Baselines

Every optimization starts with proof of where you stand. 


Before improving performance, you need a measurable starting point. Baselines show how renters currently 
discover, engage, and convert through your digital ecosystem. They give you a control group for every change 
that follows — and the data you’ll use to prove ROI later. 


Running baselines is about focusing on the few signals that define visibility, intent, and efficiency across search, 
local, and on-site behavior.

Google Search Console (GSC)
 

Your visibility source of truth. Pull key reports on:

Queries: which search terms drive discovery 
(branded vs. non-branded).

CTR and Impressions: how often your site appears 
and earns clicks.

Average Position: where you rank for core queries.



Use this to see how often renters find you, what they 
search for, and how well your listings perform in results.

Google Analytics (GA4)
 

Your engagement and conversion compass. Focus on:

Organic Sessions: total search-driven visits.

Entry Pages: where renters start — often amenities, 
floor plans, or pricing.

Conversions: tours booked, calls clicked, or 
applications started. 


Identify what generate real actions, not just traffic.

Google Business Profile (GBP)
 

Your local performance engine. Track:

Impressions, Calls, and Directions: top signals of local 
intent.

Review Velocity: how often new reviews appear.

Photo Views: renters scan images before visiting your 
site. 


A complete, active GBP is often the first impression 
renters see — and the first step toward a tour.

Crawl and Technical Baseline 


Technical health directly affects engagement and 
rankings. Use Screaming Frog, PageSpeed, or Lighthouse 
to measure:


LCP (load speed) under 2.5s

INP (interaction response) under 200ms

CLS (layout stability) under 0.1
 

Fix errors, broken links, and large image files first. Speed 
and accessibility drive rankings and renter patience.

Backlink Profile 


Your authority baseline. Use Ahrefs or Semrush to 
review:


Number and quality of referring domains

Lost or broken links

Local and industry mentions 


A small number of credible local backlinks outperforms 
dozens of low-quality directory links.

Benchmark and Document 


Compile your key metrics in one report:

Organic traffic and conversions (GA4)

Top queries and visibility (GSC)

GBP impressions and reviews

Site health and Core Web Vitals

Total referring domains 


This is your starting point. Revisit it quarterly to track 
momentum and validate improvement.
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Confirm Constraints

You can’t optimize what your systems won’t allow. 


Before launching your SEO or GEO strategy, you need to understand the boundaries of your technology, teams, 
and processes. Multifamily marketers often operate inside platforms that were not built for modern search 
optimization. Knowing where those limits exist helps you plan around them instead of being stopped by them.

Checklist

platform limits

Identify your platform (Yardi, Entrata, G5, custom, or 
other).

Note which SEO elements you can directly edit: titles, 
meta descriptions, H1s, alt text, URLs.

Document what’s vendor-controlled (schema, redirects, 
sitemaps, robots.txt).

Check if your CMS supports Core Web Vitals tracking and 
accessibility updates.

Record which requests require developer or support 
tickets (and what requires extra $$$).

integrations

Confirm that PMS and ILS data sync correctly for pricing, 
availability, and policies.

Test whether API feeds push images, amenities, and floor 
plans without lag.

Review data refresh frequency — daily, hourly, or manual 
updates.

Flag any mismatches between website and GBP details 
(fees, names, categories).

Assign an owner to monitor and resolve integration issues.

Resourc ing

Identify who inside marketing, leasing, and operations 
contributes to SEO.

List external partners (agencies, developers, or vendors) 
that provide support and who is responsible for what.

Audit team bandwidth and technical skill levels for 
content, analytics, and technical tasks.

Ensure each person has access to the tools they need 
(GSC, GA4, GBP).

Assign a primary SEO lead who’s responsible for 
coordination and progress tracking.

roles and  processes

Define who creates and approves content updates.

Assign ownership for metadata, schema, and on-page 
optimizations.

Designate who monitors analytics and reports metrics 
each month.

Document your review cadence: weekly checks, monthly 
reporting, quarterly refresh.

Ensure accountability at every step — each task must 
have a name beside it.

Pro Tip: Your limits can guide where to focus.  

Rank each constraint by its business impact and effort to resolve. High-impact, low-effort fixes should happen 
immediately — like updating GBP fields or adding missing alt text. The rest become your roadmap for 
continuous improvement. Turning constraints into priorities transforms frustration into momentum.
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the framework for modern renter search

Part 2: 
GEO
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Where SEO Meets AI

Search has changed — and with it, the rules of visibility. Renters no longer just browse listings. They ask lengthy 
questions, filled with rich keywords they’d normally use a filter for on an ILS.  

They expect instant, accurate, and comprehensive answers.

And they’re not only asking Google. They’re asking ChatGPT, Gemini, 
Claude, and Perplexity — generative engines that scan, summarize, and 
interpret data across the web to produce conversational answers in 
seconds. 


That shift is what created GEO — short for Generative Engine 
Optimization, also known as AEO (Answer Engine Optimization). 


GEO is how you ensure your property appears in those answers. 


It’s the system that teaches AI-powered search how to understand, 
summarize, and trust your property as a verified source of truth — built 
on the foundation of SEO but evolved for an age where information is 
generated, not just ranked.

Think of GEO as the evolution of SEO. It’s the discipline of optimizing how your property is represented, 
interpreted, and cited in AI-driven search environments. 


SEO still builds the foundation: content, structure, schema, and technical health.  

GEO builds on top of that — making sure your data is so well-organized, so contextually rich, and so consistent 
that AI systems can understand it, reuse it, and trust it.
 

This shift is profound. It means your website, reviews, and listings are now being read by algorithms that don’t 
display — they summarize.

The Evolution of Search

SEO ensures you are discoverable. GEO ensures you are describable. 

This evolution changes how multifamily marketers must think and act. Investment in an optimized digital 
strategy isn’t a nice-to-have. It’s critical to be found in the new era of apartment search.
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GEO Under the Lens

We know now that GEO uses the structure built by SEO as its foundation. But let’s dig in deeper.  

All of the structured data, schema, and relationships created through SEO become the raw materials that AI 
engines draw from when forming answers. 


Think of SEO as the blueprint — the code and content that define who you are — and GEO as the interpretation 
engine that ensures that information is understood accurately wherever it’s referenced. 


AI doesn’t crawl your site like Google’s search bots do. It reads your structured content, FAQs, reviews, and GBP 
data as facts. GEO ensures those facts are clear, current, and complete. 


SEO feeds GEO’s structured layer:


On-Page 


Schema markup (LocalBusiness, 
ApartmentComplex, FAQPage, Review, 
Product) becomes the factual 
backbone for AI interpretation. 


Page structure, headings, and 
metadata define context — helping AI 
systems summarize with accuracy. 


FAQ sections give large language 
models (LLMs) pre-answered 
questions to reference directly. 


Updated content and accurate 
timestamps signal freshness — a key 
trust factor for generative systems.

Off-Page 


GBP listings, reviews, and social 
content confirm what your on-page 
data says.



Backlinks and citations reinforce your 
authority across networks.



Review volume, quality, and velocity 
influence whether your entity is 
considered trustworthy enough to 
quote.


When both layers align — structured truth on-page, and validated proof off-page — 
AI systems begin treating your property as a known entity.
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The GEO Feedback Loop

While much of SEO is typically split into on-page, off-page, and technical SEO, GEO benefits from a different 
approach. We call it the GEO Feedback Loop.  

But let’s focus in on developing an operating rhythm for GEO. Without establishing one, you risk GEO becoming 
out of sight and out of mind, and not served to renters where they are now actively searching.

Iterate 
Test one focused variable — expand an FAQ, optimize a content 
block, update GBP photos, or revise a meta title. Small, 
deliberate changes reveal what truly moves the needle.



Measure 
Track keyword movement, FAQ impressions, GBP actions, and AI 
snapshot visibility. Measure both reach (impressions, visibility) 
and engagement (clicks, conversions).



Validate 
Evaluate 30-day lift or decline across KPIs. Look for sustained 
patterns — not spikes — in search, maps, or GBP data.



Maintain Momentum 
GEO performance builds with rhythm. Steady iteration is more 
effective than sporadic bursts of change. A single property, 
consistently updated, outperforms one that overhauls once a 
year.


GEO Feedback Loop

Think of GEO as a continuous loop that runs on top of your SEO infrastructure.  

Each month, you measure visibility, analyze what’s shifting, and make small but strategic adjustments.

The process compounds. GEO performance grows like interest — 

slow at first, then exponential with consistency.

it
e

r
a

t
e

M
easurevalidate
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Measuring GEO Performance

GEO success is about tracking the right signals. Focus on metrics that connect directly to renter visibility and 
engagement.



Create and use your GEO dashboard to see how all of it fits together — search visibility, GBP engagement, and 
backlink growth side-by-side.

Category

Entity Visibility

Non-Branded Queries

Review Velocity & 
Sentiment

GBP Engagement

Structured Data 
Health

Inclusion in AI Overviews and 
conversational search

Growth in “apartments near me” and 
long-tail searches

Monthly volume, tone, and rating 
consistency

Calls, directions, photos, website 
clicks

Valid schema, error-free markup

Proof AI can interpret your data

Shows expanding reach beyond brand

Feeds trust into generative ranking logic

Core signal in local authority

Foundation of AI data interpretation

What To Measure Why It Matters

Pro Tip:  Start somewhere.  

Add “AI visibility” as a OKR in your reporting — track when your property or brand is cited 
in generative responses or summaries. Those inclusions are the new backlinks of AI search.

You can also choose to purchase an add-on to your existing SEO tool, such as Ahrefs or Semrush. These tools 
can be pricey, so don’t get deterred in starting on measuring your GEO performance today.
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The Future of GEO

Maybe this section should come with a disclaimer. The AI era is moving faster than marketing has ever moved 
before. Search behavior, discovery tools, and renter expectations are evolving at a pace that will define the next 
decade of multifamily marketing. 


Here’s what we know right now: GEO isn’t replacing SEO — it’s completing it.
 

Search is moving toward contextual understanding, not keyword matching. AI tools are becoming the new 
gateways for discovery — and they’re rewriting the rules of visibility, trust, and conversion in real time.
 

For multifamily marketers, this isn’t an experiment. It’s the new reality of customer experience. Renters expect 
your digital presence to be accurate, trustworthy, and effortless — because that’s how every other product they 
engage with works. The digital experience is the leasing experience now. GEO sits at the center of that shift. 


GEO is no longer a marketing initiative. It’s a business imperative.
 

The portfolios that integrate GEO as a core operating system will own the future of discovery. They’ll be the 
ones who show up first, who answer faster, who build trust before a renter even lands on their site.
 

Those that don’t will quietly disappear from the digital conversation — not because they failed to market well, 
but because they failed to evolve. The “we’ve always done it this way” mindset is the fastest path to invisibility.



This is the opportunity to lead. To build systems that learn, adapt, and grow stronger over time. To become not 
just visible, but indispensable. 


Because in the new search landscape, the difference between those who are found and those who are 
forgotten won’t be budget or size. It will be GEO intelligence.

GEO gives you the framework — now it’s time to put it into motion.  

The next section turns strategy into structure, showing exactly how to operationalize GEO across your 
marketing ecosystem through hyper-focused SEO.  

These are the four plays that transform theory into traction — from establishing your entity to building trust, 
authority, and visibility that compound over time.

From Framework To Field

T h e  2 0 2 6  U lt i m a t e  S E O  +  G E O  P l a y b o o k  f o r  A p a r t m e n t  W e b s i t e s g e t r e s i . c o m



actionable steps for winning the seo + GEO game

Part 3: 
The Plays
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The Four Plays

The first section gave you readiness — baselines, renter journey mapping, and constraint clarity.  

Now it’s time to build.



These four plays turn that foundation into an ongoing SEO system: one that earns visibility, scales consistency, 
and compounds over time. Each play represents a phase of control — what you can fix, create, expand, and 
measure.



This is designed to be a repeatable rhythm designed for multifamily marketers to optimize their SEO and GEO 
strategy with precision.

GEO

Entity & 
Infrastructure

Content 
By Stage

Beyond the 
Website

Technical 
SEO

SEO
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Play 1: Entity & Infrastructure

Every strong SEO strategy starts with ownership of your digital identity. If search engines and renters can’t 
verify who you are, they won’t trust what you publish. 


Entity-building means creating a single, consistent version of truth about your property — one that connects 
your website, Google Business Profile, listings, and local mentions into a cohesive digital footprint.

Build Entity Consistency

Google reads the web like a database, not a story. Every inconsistency in your property’s data weakens your 
credibility. Your first task: synchronize every fact about your property everywhere it appears.

Verify NAP (Name, Address, Phone) for exact match across GBP, ILS, website, and directories.

Match punctuation, abbreviations, and capitalization precisely (“Street” ≠ “St.”).

Add management company name and link in your site footer.

Interlink sister properties via an “Our Communities” or “Managed By” page.

Link Google Maps and Apple Maps listings for your address.

Ensure your domain’s About, Contact, and Privacy Policy pages include the same address and company.

Audit all social bios (Instagram, Facebook, TikTok) for matching NAP.

Add schema markup (LocalBusiness and ApartmentComplex) to your homepage.

Document entity-level relationships (corporate, developer, property) in your SEO tracker.

Use Google’s Rich Results Test to confirm schema is error-free.

Maintain GBP Hygiene

Your Google Business Profile is one of your most valuable owned channel. It often ranks above your website 
and drives high-intent actions like calls, directions, and tour clicks.

Confirm your primary category matches your property type (e.g., “Apartment Complex”).

Publish one GBP post per week — specials, events, resident highlights, or updates.

Upload new photos weekly (mix of amenities, people, and lifestyle).

Answer all Q&A within 48 hours.

Respond to every review within 24 hours.

Answer Q&A and reviews with targeted keyword strings.

Include UTM parameters on all website links for tracking.

Review and update hours, phone number, and amenities monthly (or sync and monitor via a third-party platform).

Add Google Business Profile Products to feature floor plans or specials.

Assign an internal owner for GBP upkeep with weekly reminders.
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Play 1: Entity & Infrastructure

Strengthen Transparency

Transparency converts. Renters trust properties that publish the details others hide. This is also foundational 
for YMYL (Your Money or Your Life) content categories.

Publish a fee and deposit table that includes all recurring and one-time costs.

Include lease term options (short-term, month-to-month, premium rates).

Add policy pages: pets, parking, utilities, screening criteria.

Include a visible “Last Updated” date on all pricing and policy content.

Write FAQs explaining how deposits, refunds, and applications work.

Add Trust & Safety or Accessibility statements for credibility.

Incorporate schema for FAQ Page and Policy pages.

Keep visuals current — remove outdated pricing banners or promotions.

Cross-link all transparency pages in the footer or “Resources” section.

Secure Technical Foundations

Google and renters both rely on site stability. Broken pages, poor accessibility, and security warnings erode 
authority instantly.

Confirm HTTPS is active on every page (no mixed content).

Implement schema for LocalBusiness, FAQPage, BreadcrumbList, Review, and AggregateRating.

Verify robots.txt and sitemap.xml files are current and submitted in Search Console.

Add alt text for every image describing its purpose (avoid keyword stuffing).

Ensure ARIA labels exist for interactive elements (buttons, forms, navigation).

Set up GA4 conversion events for tours, calls, applications, and chat clicks.

Test mobile usability with Google’s Mobile-Friendly Test.

Review page speed and fix render-blocking scripts.

Confirm privacy policy and cookie consent meet compliance standards.

Re-test technical health monthly using Lighthouse or Screaming Frog.
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Pro Tip: 
Turn your infrastructure rhythm into a 
living workflow.  

Turn your infrastructure rhythm into 
recurring tasks in your project tool or 
shared calendar. Assign clear owners and 
deadlines so updates happen 
automatically — not reactively. Routine 
creates reliability.

Play 1: Entity & Infrastructure

Infrastructure Rhythm

weekly

Check website uptime, load speed, and any flagged crawl 
issues.

Review GBP for new reviews, Q&A, and photo 
opportunities.

Post a new GBP update or event.

Verify that any pricing or special updates on the website 
are live.

Log completed updates in your shared SEO tracker.

monthly

Review Search Console and GA4 performance (traffic, 
CTR, conversions).

Revisit keyword visibility for branded vs. non-branded 
queries.

Confirm GBP UTMs are tracking properly.

Audit image alt text and fix any missing metadata.

Meet with leasing or onsite staff for feedback on renter 
FAQs and update site content accordingly.

quarterly

Refresh top-performing pages (amenities, floor plans, 
neighborhood).

Re-run a full entity consistency audit (NAP across all 
directories and listings).

Update schema markup and verify rich results in Google’s 
test tool.

Re-upload updated imagery or media assets.

Evaluate quarterly trends in GEO and AI visibility reports.

annually

Conduct a full technical SEO audit (speed, accessibility, 
security, schema).

Review analytics setups (GA4, GSC, GBP) for clean data 
tracking.

Assess review and content growth over the past year.

Reset annual KPIs and cadence schedules based on 
insights.

as  needed

Update NAP and schema whenever a rebrand, merger, or 
management change occurs.

Add or remove sister property links when new 
communities are launched or sold.

Refresh privacy or policy language after legal updates or 
when data practices need updated.

Replace media assets following significant renovations or 
amenity changes.

A strong infrastructure isn’t built once — it’s maintained through rhythm. A defined cadence keeps your 
foundation clean, consistent, and scalable across every property.
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Renters follow patterns. They may move between channels, but their questions are predictable — and the order 
they ask them defines how your site should be structured. 


Creating content by the stage you renter is in ensures every page has purpose and placement. It turns your 
website from a marketing brochure into a decision system.

Awareness — Discovery Content

Goal: Visibility and discovery. This is where renters first encounter your brand through location-based or 
lifestyle searches.

Build neighborhood pages optimized for “apartments near [location]” searches.

Add map integrations showing proximity to schools, transit, and employers.

Create commute and neighborhood guides with schema for landmarks.

Publish blogs covering local life — dining, fitness, events, or pet-friendly areas.

Use authentic photography from the neighborhood.

Add topical FAQs using external links, keywords, and lists. 

Curate an interactive neighborhood map using Google Maps to bring in relevant business information.

Ensure internal links connect neighborhood pages to property pages.

Include structured data for Place and LocalBusiness entities.

Enrich your storytelling with a lifestyle page and showcase what it’s like to live in the area versus a list of places.

Research — Informational Content

Goal: Depth and clarity. Renters are evaluating fit and filtering options.

Get specific with floor plan and unit-level information and media by creating landing pages for each.

Create robust filters so users can find their best-fit unit (bed, bath, price, view, in unit amenities, etc.)

Add photos, 3D tours, video walkthroughs, or interactive maps and associate them with floor plans and units.

Write detailed amenity pages grouped by lifestyle theme (work, wellness, pet, play).

Add FAQ sections addressing top questions and place FAQs on the applicable pages to serve relevant information easier.

Ensure pricing and availability is always up-to-date and provided in full.

When using dynamic pricing, provide helpful tips on how best to read the various pricing options.

Add internal CTAs at every scroll depth (“Book a Tour,” “See Availability”).

Track user engagement metrics (scroll depth, clicks) monthly.

Review and update content quarterly for accuracy and engagement.

Play 2: Renter Journey Content System
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Comparison — Proof & Clarity Content

Goal: Reduce uncertainty and justify the decision. This is where transparency and differentiation matter most.

Publish a fee and deposit table that includes all recurring and one-time costs.

Embed resident reviews and testimonials.

Show amenities in-use with real photography.

Add lifestyle videos across your website to add proof to your storytelling.

Link to trust-building content (customer service awards, maintenance guarantees).

Shortlist — Trust & Connection Content

Goal: Humanize your brand. Renters are emotionally deciding who to trust.

Build a Meet the Team page with names, titles, and headshots.

Add resident spotlights or Q&A features.

Publish photo galleries or social embeds from community events.

Include accessibility info (ADA compliance, virtual tours, translation tools).

Highlight response time metrics (“Average maintenance response: 2 hrs”).

Embed video testimonials from residents.

Show brand values or community involvement initiatives.

Keep all contact forms short — only ask what is needed.

Include a “Next Steps” section that reassures prospects (“We’ll call within 2 business hours”).

Ensure mobile layouts prioritize calls and tour bookings.

Play 2: Renter Journey Content System

Tour & Application — Conversion Content

Goal: Frictionless action. At this point, your content should make taking the next step effortless.

Display tour types clearly (self-guided, in-person, virtual).

Integrate real-time tour scheduling (self-guided tours, CRM, and other integrations).

Include an Application FAQ explaining screening and deposits.

Connect every unit to the specific application page to ensure journey continuity across applications. 
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Play 2: Renter Journey Content System

Content Health & Cadence Rhythm

weekly

Spot check that pricing and specials match your PMS and 
GBP.

Remove outdated promotions and specials.

Run quick scans of the homepage and key leasing pages 
to ensure the site is loading, information is accurate, and 
forms are working.

monthly

Review top 10 pages in GA4 and Search Console for 
engagement and conversion trends.

Identify new renter questions from leasing teams to add 
to FAQs.

Check that GBP posts and on-site content remain 
thematically aligned.

Confirm all newly published blogs or pages are indexed 
and linked internally.

quarterly

Refresh copy and media for top-performing pages (floor 
plans, amenities, neighborhood).

Reassess content by journey stage.

Add or expand FAQ schema and internal links for 
relevance.

Audit accessibility: alt text, headings, and mobile 
readability.

Conduct a short content gap review to plan new assets 
for next quarter.

annually

Run a full content audit: remove duplicates, merge low-
value pages, and update metadata.

Evaluate content performance trends year-over-year for 
keyword growth and CTR.

Revisit tone and positioning to match current brand and 
renter expectations.

Rebuild or modernize visuals for outdated hero or gallery 
assets.

as  needed

Update pages immediately when policies, fees, pricing, or 
availability changes and an immediate sync isn’t available.

Add new content for new amenities, services, or local 
partnerships.

Publish announcements for renovations, rebrands, or 
major property events.

Replace staff bios or community photos following 
personnel or design changes.

A strong content system depends on rhythm. Regular refreshes keep your website accurate, trusted, and 
aligned with renter behavior throughout the year.

Pro Tip: 
Keep your content rhythm lightweight 
but visible.  

Create a single shared “Content Health” 
task list in your project management 
system where updates are logged weekly. 
Visibility keeps maintenance top of mind — 
and small corrections prevent large rework 
later.
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Play 3: Beyond the Website

SEO doesn’t end at your website. 


Search engines evaluate your property as an entity, not a domain — meaning your authority is built (or 
weakened) by the information and reputation you maintain across channels.



This play ensures everything outside your website — from ILS listings to social profiles to backlinks — reinforces 
the same truth, tone, and trust renters experience on your site.

ILS Parity

ILSs can still be a part of your renter journey, even with optimized SEO across your owned channels. Keep them 
accurate and aligned with your website so every platform tells the same story.

Match property name and NAP exactly with your website and GBP.

Confirm pricing and floor plan data matches your live site (avoid lag from PMS feeds).

Review descriptions for keyword alignment and tone (no generic copy-paste text).

Include current photos consistent with your website (same lighting, staging, branding).

Ensure specials and promotions expire on time across all ILS listings.

Remove duplicate or legacy listings created during previous ownerships.

Audit amenities and pet policies for accuracy.

Encourage reviews or “verified resident” badges on partner sites.

Recheck parity quarterly or anytime property updates occur.

Social SEO

Social profiles are visibility signals. Google indexes active, verified profiles and weighs them as supporting 
entities in your Knowledge Graph. Consistent posting cadence and local tagging also strengthen local SEO.

Verify profile names, handles, and bios match your property name exactly.

Add your full address and contact information to each platform’s profile.

Use link-in-bio tools with UTMs to measure conversion impact.

Post at least three times per week using a mix of property, lifestyle, and local content.

Include geo-tags and hashtags relevant to your area (“#LivingIn[City]”).

Share resident stories or testimonials to build authenticity.

Link social profiles on your website footer and GBP.

Engage with local businesses through likes and comments to boost locality signals.

Repurpose content across platforms with platform-specific formatting (carousel, reels, static).

Measure engagement rates monthly and track which post types drive the most profile visits.
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Backlinks and Digital PR

Links remain one of the strongest ranking signals in SEO — especially local links. The goal is quality, not 
quantity: backlinks from reputable, geographically relevant, or industry-authoritative domains carry far more 
weight than directories or spam sites.

Audit your backlink profile quarterly using Ahrefs or Semrush.

Secure links from local news outlets, chambers of commerce, and neighborhood blogs.

Request links from vendors, partners, and management companies.

Add your property to local business directories (economic councils, relocation guides).

Sponsor or participate in community events that earn media coverage.

Create press releases for grand openings, renovations, or awards.

Track domain authority (DA) and referring domain growth each quarter.

Avoid link farms, reciprocal link exchanges, or unnatural anchor stuffing.

Reputation Management

Your online reputation — reviews, ratings, and responses — is a cornerstone of off-page SEO. The algorithmic 
impact is clear: review volume, velocity, recency, and rating all correlate with stronger local rankings.

Respond to every review within 24 hours (positive or negative).

Use professional, personalized language that reflects brand tone.

Reply with keywords strings where you naturally can.

Thank positive reviewers publicly and invite referrals offline.

Report false or duplicate reviews directly in GBP.

Maintain an average rating above 4.0 and a consistent increase in total reviews.

Add reviews to your websites (note the FTC guidelines).

Play 3: Beyond the Website

Pro Tip:  

Create a media kit with logos, fact sheet, images, press contact, and more to demonstrate authority and 
trust and create brand compliance and efficiency between your properties and partners.
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Play 3: Beyond the Website

Off-Page Maintenance Rhythm

weekly

Post one GBP update and engage with recent comments 
or Q&A.

Share one to two posts on social media highlighting 
residents, lifestyle, or specials.

Monitor Google Alerts for new brand mentions.

monthly

Review GBP insights (impressions, calls, direction 
requests) and note changes.

Analyze social engagement metrics and adjust post 
cadence or content mix.

Check backlink growth and referring domains in Ahrefs or 
Semrush.

Verify that all partner or referral links use HTTPS and 
working UTMs.

quarterly

Review overall off-page consistency across ILS, social, 
GBP, and review platforms.

Secure at least one new local backlink or PR mention 
(event, feature, sponsorship).

Refresh social bios, profile photos, and cover images for 
brand alignment.

Revisit review strategy with onsite teams and set new 
volume or rating goals.

annually

Conduct a full off-page audit covering ILS, backlinks, 
social, and review platforms.

Re-evaluate partner or PR opportunities and renew key 
relationships.

Compare year-over-year off-page metrics: review volume, 
backlink count, engagement.

Reset goals for visibility growth and referral traffic.

as  needed

Update NAP or branding across all off-page channels 
after rebrands or management changes.

Remove inactive or duplicate social or directory profiles.

Replace outdated images, specials, or other information.

Respond immediately to any negative PR or 
misinformation online.

Your off-page ecosystem is only as strong as its upkeep. Regular, small actions keep your property visible, 
trusted, and consistent everywhere renters search.

Pro Tip: 
Expand your internal capacity, stay on 
brand, and keep information up-to-date 
by implementing review and listing tech.  

Implement technology to automate review 
requests, respond to reviews with AI-
generated responses and/or templates, 
track reporting metrics, and sync listing 
information across channels.
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Play 4: Technical SEO

Even the best content can’t perform if your site doesn’t.  

Technical SEO is the foundation that determines whether search engines can understand your site and 
whether renters stay once they land there. 


The goal isn’t perfection — it’s consistency. A site that loads fast, works flawlessly on every device, and gives 
clear structure to search engines earns higher engagement and stronger rankings over time.

Site Performance

Speed deeply impacts renter experience. A one-second delay in page load can drop conversions by up to 20%. 
 Google’s Core Web Vitals — LCP (Largest Contentful Paint), INP (Interaction to Next Paint), and CLS 
(Cumulative Layout Shift) — measure how quickly and smoothly users can interact with your site.

Use Google Lighthouse or PageSpeed Insights to test site speed.

Aim for LCP < 2.5s, INP < 200ms, CLS < 0.1.

Compress all images before upload (under 500KB preferred).

Lazy-load below-the-fold images to improve speed.

Remove render-blocking JavaScript and unused CSS.

Use a content delivery network (CDN) if your host supports it.

Minimize redirects and ensure no broken canonical tags.

Regularly re-test mobile performance — most renter traffic starts there.

Crawlability and Indexation

Search engines must be able to crawl and understand your site structure. Every new update, redirect, or design 
change should be followed by a crawl test.

Submit and verify your sitemap in Google Search Console.

Check that robots.txt allows important pages to be indexed.

Avoid orphaned pages — every page should have at least one internal link.

Audit for 404 errors, redirect chains, and duplicate URLs regularly and fix immediately.

Verify canonical tags are set on all indexable pages.

Keep URL structures short, descriptive, and consistent (no query strings for core content).

Remove or noindex outdated campaign pages or test URLs.

Use Screaming Frog or Sitebulb for full crawls quarterly.

Confirm that every page has a title tag, meta description, and H1.

Re-submit key pages after major content or structural updates.
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Accessibility and UX

Accessibility is a fair housing requirement and a cornerstone of good SEO. When your site is inclusive, faster, 
and easier to use, renters engage longer and Google takes notice.

Follow WCAG 2.1 AA accessibility standards.

Provide alt text for every piece of media (describe, don’t keyword stuff).

Use contrast ratios that make text readable.

Use semantic HTML (H1 for primary heading, H2 for subsections).

Use a third-party accessibility checker such as Lighthouse to find accessibility gaps.

Use an on-site accessibility widget.

Structural Markup and Schema

Schema is what helps Google understand your content at scale. It tells search engines what each page means 
— not just what it says.

Choose a website partner where schema is automatically created and optimized.

Implement schema essentials: Breadcrumb, FAQ, Image Metadata, LocalBusiness.

Enhance schema with: LocalBusiness, ApartmentComplex, WebSite, WebPage, BreadcrumbList, FAQPage, 
AggregateRating, Review

Play 4: Technical SEO

Pro-Tip:  

Create a media kit with logos, fact 
sheet, images, press contact, and 
more to demonstrate authority and 
trust and create brand compliance 
and efficiency between your 
properties and partners.
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Play 4: Technical SEO

Technical SEO Maintenance Rhythm

weekly

Review Google Search Console for new crawl errors or 
warnings.

Monitor other health and status systems for errors such 
as contact form APIs and content feeds.

Run a quick site speed test using Google PageSpeed 
Insights or Lighthouse; flag major changes in scores.

monthly

Confirm that analytics events for tours, calls, and 
applications are tracking correctly.

Audit mobile usability and confirm no layout issues on 
smaller screens.

Check that schema markup remains valid using Google’s 
Rich Results Test.

quarterly

Conduct a full site crawl with Screaming Frog or a 
supplier-provided audit.

Verify that sitemaps and robots.txt are clean and updated.

Reassess Core Web Vitals performance and flag 
regressions.

Check canonical tags and remove any outdated redirects 
or duplicate URLs.

annually

Schedule a comprehensive technical SEO audit with your 
supplier or agency partner.

Evaluate hosting performance, CDN usage, and uptime 
reliability.

Review tracking configurations (GA4, GSC, GBP) for 
accuracy and data completeness.

Benchmark year-over-year changes in site speed, 
crawlability, and accessibility.

as  needed

Re-run diagnostics after major site updates, rebrands, or 
template changes.

Test technical performance after new photos, videos, or 
interactive features are added.

Update internal documentation whenever structure, links, 
or tracking change.

Request supplier intervention immediately for any 
repeated or critical errors.

Even if you can’t adjust every backend element yourself, you can still protect your site’s performance through 
consistent monitoring, documentation, and supplier collaboration. Technical SEO is about vigilance — small, 
proactive checks that prevent larger issues from compounding over time.

Pro Tip:  

Create a simple “Technical Health Log” in a 
shared document or dashboard. Each 
week, record your site speed score, crawl 
errors, and key page status. Over time, 
those patterns reveal early warnings 
before rankings or visibility drop — making 
you proactive instead of reactive.
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digital intelligence is the advantage

The Next Chapter

What comes next for multifamily marketing isn’t 
maintenance — it’s action.



The opportunity is here to turn your digital 
ecosystem into a growth engine that drives leasing, 
strengthens retention, and lifts NOI. 



And now you have the framework to do it.

We built this playbook to help multifamily marketers modernize how they grow — not just online, but 
operationally. If you’re ready to put it into action, we can help.



We’re website and SEO + GEO experts who specialize in apartment marketing and the systems, complexities, 
and nuances behind it.

The companies that move with this shift will lead 
their markets. They’ll attract better-qualified traffic, 
earn trust faster, and influence decisions earlier in 
the renter journey. Those who don’t will keep 
repeating the same cycles, watching competitors 
grow while they fight for the same attention in 
shrinking spaces.



This is your chance to lead from marketing — to 
build systems that learn, adapt, and create 
measurable business outcomes across leasing and 
operations.


Now it’s time to put it in motion.

Chat With UsChat With Us

Get Insights In Your Inbox

Visit Our Resource Center

to see how we can optimize your digital strategy in a centralized platform.

to stay up-to-date on the latest multifamily marketing resources.

for more guides, webinars, and playbooks.

https://hubs.ly/Q03S2g730
https://hubs.ly/Q03S2fpD0
https://hubs.ly/Q03S2hkT0


About Resi
Resi is the marketing operating system for
multifamily. Our platform centralizes websites,
content, data, and integrations into a single
connected ecosystem that powers the entire renter
journey. From high-performing websites and digital
marketing to real-time data connections and
analytics, Resi helps property operators modernize
their marketing and turn insights into measurable
growth.




hello@getresi.com

Let’s get to work.
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