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INTRODUCTION

In early March of this year, all the plans, projections, and 
assumptions we’d made about the real estate industry for 
2020 were upended.  

As the country (along with the rest of the world) underwent 
the most rapid, dramatic societal shift in recent history, our 
industry was confronted with unforeseen challenges — 
including figuring out how to market and advertise a 
physical property that could no longer be tangibly 
experienced.

We advised our clients to continue with their digital 
marketing and advertising efforts this spring, based on 
portfolio-wide data and industry metrics from February and 
March; from what we could see, with swift and intelligent 
adjustments to strategy and aggressive adoption of new 
technologies, our clients could not only endure — but thrive. 

So…what happened? And what comes next?
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PORTFOLIO-WIDE INSIGHTS
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Comparing April 2020 to March 2020 across our entire portfolio**, we saw a number of intriguing data points.

Together, these data points demonstrate that clients who kept their advertising campaigns active in April saw a 
significant boost in performance relative to March — while clients who paused or heavily reduced their digital 
advertising in April did not.

This is because online demand for real estate normalized in mid-April — and clients with active campaigns were 
able to capture and meet this demand far more effectively.

* Goals are defined as form submissions, telephone and email link clicks, address link clicks, application link clicks, and floor plan downloads. These actions 
indicate that a user is qualified and actively in the market.

** Data was aggregated across approximately 70 new development websites that ran digital advertising campaigns in March/April, with roughly 50% of those 
projects located in the NYC metropolitan area, 20% located in South Florida, 15% in Los Angeles/San Francisco, and the remaining 15% in Boston/Texas/Chicago.

METRIC CLIENTS WHO KEPT 
ADVERTISING IN APRIL

CLIENTS WHO PAUSED 
ADVERTISING IN APRIL

SESSIONS +3.36% -41%

TOTAL GOALS* +22% -21%

TIME ON SITE +14% -14%
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KEY ADVERTISING INSIGHTS
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Comparing April 2020 to March 2020, we saw continued gains in Paid Social, Google AdWords, and Google 
Display advertising campaigns for clients “who stayed the course” as our team executed transformative new 
strategies on their behalf.

● Paid Social Media campaigns on Facebook and Instagram saw 22% more sessions and 22% more goals in 
April than in March as social media usage and post engagement continued to increase. 

● Google AdWords campaigns generated 20% more sessions and 53% more goals in April than in March as 
search demand grew, and we adapted our creative and messaging to incentivize people to click and convert. 
Our clients’ AdWords campaigns experienced a 9% increase in CTR as a result.

● Google Display campaigns generated 32% more sessions and 60% more goals in April than in March as we 
rapidly deployed YouTube placements and new behavioral targeting tactics and tested new landing page 
experiences to reflect users’ evolving preferences. 

Direct Digital Ad Placements also saw a boost in performance as we prioritized top-converting placements and 
adjusted our clients’ overall media strategies in response to COVID-19.

● These placements saw a 43% decrease in sessions, but a massive 124% increase in goal conversion rates, 
producing a 28% overall increase in goals in April.

* Goals are defined as form submissions, telephone and email link clicks, address link clicks, application link clicks, and floor plan downloads. These actions 
indicate that a user is qualified and actively in the market.
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YEAR-OVER-YEAR TRENDS
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While April 2020 showed real improvement relative to March 2020 in key metrics pertaining to traffic volume, quality, 
and lead generation, we looked back to 2019 for historical context. 

● Traffic volume in April 2020 was slightly higher than in April 2019 (+.64%). Goals were down slightly (-7%).

● This is encouraging because traffic in January and February 2020 was higher than for those months in 
2019, but March 2020 saw a decrease, compared to March 2019.

● This corresponds to Google’s search demand data over the same period (detailed on page 6).

● We’ve seen major shifts YoY in how developers are advertising their properties and which efforts are 
driving quality traffic and leads.

● Paid Social Media traffic was up 78%, and goals were up 153% in April 2020, compared to April 2019. 
Similarly, Organic Social traffic is driving 10% more traffic and 34% more goals.

● Local Search traffic — which is traffic from users who found a property on Google Maps via our SEO 
efforts — is up 107% YoY, and goals are up 138%, as we are actively marketing virtual tour and incentive 
options on this platform on behalf of our clients.

● Conversely, Direct traffic — originating from offline marketing efforts — is down 22% YoY, and goals are 
down by 39% as traditional real estate marketing tactics have been heavily disrupted.
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THE “NEW NORMAL”
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ANALYSIS: Google’s proprietary industry 
data shows that in mid-April, US real 
estate search demand in 2020 “closed the 
gap” on 2019 after a downturn at the 
outset of COVID-19. 

OPPORTUNITY: An integrated 
Search strategy — consisting of 
Google AdWords and SEO initiatives 
— can help properties capitalize on 
this surging search demand.
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THE “NEW NORMAL”
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ANALYSIS: As search demand normalizes, companies 
and brands that have remained vocal — and have 
adapted their tone and messaging appropriately — are 
being rewarded.

1, 2 Source: Kantar, “COVID-19 Barometer: Consumer attitudes, media habits and expectations,” 3/20

OPPORTUNITY: A smart Organic Social Media strategy, 
paired with truly engaging content, can help you 
communicate with confidence and clarity even when both 
qualities feel more elusive than ever.
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STREETEASY INSIGHTS
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ANALYSIS: StreetEasy’s internal metrics echo Google’s — showing online real estate behavior normalizing as consumers 
and brokers adapt their strategies to this new landscape. 

● In April, traffic has continued to increase week over week.
● StreetEasy identified a 40% increase in contacts from sales listings and an 82% increase in contacts from 

rental listings.
● Increased urgency:

○ The average NYC sales cycle is 8 months (from search to close), but they are seeing that 29% of users are 
looking to move within 3 – 6 months, and 18% in the next 1 – 2 months.

○ 58% of renters are looking to move within 1 – 2 months.
● Preferences have changed after spending so much time at home. More people are looking for outdoor space for 

sale and prioritizing in-unit laundry, location, and larger space for rentals.
● Banner ad performance continues to grow, with a higher click-through rate on the Franchise Box, likely from an 

increase in new users.

OPPORTUNITY: A consistent presence on 
StreetEasy is important to remain in front of 
buyers during their search process and to 
build authority and trust for your brand.
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ARE YOU ON YOUTUBE YET?

PREPARED FOR CLIENTS OF KNIGHTSBRIDGE PARK & THE VILLANI GROUP 9

As interest in real estate returns to strong levels, online media 
consumption —  especially video content — continues to soar.

Now and moving forward, successful sales and leasing strategies 
will increasingly prioritize video platforms, especially YouTube, 
which remains the second-most popular website in the world 
(after Google itself).

Our COVID-19 Resource Center was designed precisely for this new 
reality — to help developers and brokers produce content that is 
suitable for deployment on YouTube, Facebook, Instagram, and 
beyond. 

We’re not just helping our clients produce this content. We’re 
deploying it with the latest advertising technologies available to 
anyone via our Google Premier Partnership, Facebook Marketing 
Partnership, and more.

Source: GWI: Coronavirus Research April 2020

https://kbpark.com/covid-19-resource-center/
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THINK PRINT
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As screen time rises, educated and affluent consumers are identifying opportunities to reduce eye strain and get away 
from their phones and computers.

● Conde Nast reports that new print subscriptions are up 104% YoY.
○ 35% of Conde's US users have been reading more print magazines during COVID-19 — nearly 2x more 

print consumption than in the general population.

● There are record numbers of new subscriptions to The New Yorker, Vanity Fair, and Architectural Digest. 
○ The New Yorker subscriptions have increased by over 250%.
○ Architectural Digest's May “Drake” cover drove a record AD print subscriptions, with a 51% YoY increase 

over 2019.
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WHAT’S NEXT?
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In just two short months, we’ve seen a dramatic shift — and accelerated innovation — in the way we all market and 
advertise property.

How will the coming months unfold in real estate? There’s no simple answer, and many things remain uncertain. But 
as we continue to analyze volumes of data and develop new strategies, one thing is clear.

Real estate consumers are adapting to a “new normal,” and digital marketing and advertising have never been 
more important —  or effective —  than they are now. Those who have historically resisted investing in their 
properties’ online presences can no longer lean on old maxims and truisms — there’s just no place for that when the 
data is so clear. At last, real estate is embracing its digital potential.

We thank you for entrusting us with your marketing and advertising during this incredibly challenging moment. We 
will always innovate and achieve excellence on your behalf — no matter what we’re facing together.



Thank You


