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VISION

Your outsourced
creative and strategic
partner

—

MISSION

Educate SMBs in
advertisting
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STAY SILLY

AND GIVE A DARN!




The Partnership

@ NEW LEAF HOMES

A family of conscientious community builders.

Serving active adults looking for a quality boutique
home-buying experience in a luxury neighborhood.

EXPERIENCE ENRICHMENT IN A EPCON
THOUGHTFULLY CRAFTED COMMUNITY FRANCHISING




Organizational Chart

Matt Schmal
Director of Development

Mike Wojno
Owner

Katie Wojno Lancianese
President

Anthony Lancianese
Director of Sales

John Thomason Nicole Kurtz
Warranty Manager FCMO
BRSO
Butch Atkins Amy Shirey

Project Manager Lead Designer

Brad Petzinger
Director of Construction

Carly Conrad
Sales & Design Consultant




Project Background

| | Q3 2024 - Q4 2025

New Leaf Homes benefits from Epcon's

resources but needs strong, local brand PHAQE o4

dawareness.

Currently, its presence on the national
Epcon website creates confusion.

Exceeding
expectations

Q3 2023 - Q3 2024
PHASE ©3

Refine the brand

Refine the process
Q2-Q3 2023

PHASE ©2

Separate ldentities

Q12023 Create data trackers

PHASE &l The challenge is to strengthen New

Leaf’s unique, family-owned brand while ®
remaining within the Epcon ecosystem. °

o
-
.
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mm=

Landscape Analysis
Onboarding




PHASE | SOLUTIONS

Landscape Analysis & Onboarding
February 2023 - April 2023

e Zoom outtozoom in

* Marketing Audit
« A/B Testing Content Marketing

THE BIG PICTURE

How can New Leaf Homes

remain within the Epcon
ecosystem while preserving
its unique identity?
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The Story Brand

The Character Has a Problem Who Meets a Guide
An active adult ready Uprooting life is scary, We are a boutique team
to right size in a time-consuming, and costly. of conscientious
low-maintenance community builders.

connected community.

=
ACTION

o>

That Gives And Calls While Avoiding And Ends in )

Them a Plan Them to Action Failure Success

We don't sell homes;  Experience Life is for living. Find pride in et

we meet your needs. enrichment in Don’t spend it your property .
luxury living fretting over an and connectionto "7

outdated furnace. your community.




The Story Brand Strategy

 THE NEW LEAF HOMES HERO

“I want to have pride in my property and connection to my community.
But uprooting my life is scary, time-consuming, and costly.”

WHO WE ARE
New Leaf Homes is your trusted and grounded home building partner.

We TIE the complex home building process together with Transparency,
Integrity, and Empathy.

Experience the enrichment and security you need to sprout a new leaf.

(New Leaf Home Storybrand Framework)



https://aducatedigital-my.sharepoint.com/:w:/p/nicole/EQ-RQO317pJBhkCPmQyJpacBCMbiDdJtXnIU3EdqoHgozw?e=fU0JhR

Branded Content

New Leaf Homes Brand Guide

2023

Primary Logo

NEW LEAF HOMES

Black and White Logo

0 NEW LEAF HOMES

Square Logo
NEW LEAF HOMES NEW LEAF HOMES

Experience Enrichment

Experience Enrichment
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DIY Home Inspection
CheckKlist E£PCON
Prioritize Your Time. Is your home showing signs of age? Is your furnace or roof ready to be
replaced? What's the true cost to stay in your current home? Moving may feel daunting, but
maintaining a mature home can be costly in the long run. Use this DIY home inspection
checklist to gauge the condition of your home.
Note: this checklist is for personal use only. It should not be used in place of an official inspection and
may not be comprehensive.
i Est. Cost to i Est. Cost to
Exterior Condition  Age et Roof Condition ~ Age Repair/Replace
Back Doors Chimney
Deck, porch, patio Gutters
Doorbell Downspouts
Driveway
Front Doors Garage Condition  Age n::;ir%; gx
Garage Doors Cieling
Garbage Bi
arbage Bins Doors
House Number
Floors
Mailbox -
Lights
Outdoor Lights
Paint & Trim Storage
Siding Walls
Sidewalks Windows
Traffic Noise
Windows Fireplace Condiion ~ Age R::;r‘f;:;&e
Yard Condiion ~ Age “:::;:;:;::m Blockages
. CO, Detector
Drainage
Mantle
Fences & gates
Soot
Retaining wall
Tiles
Shed
Sprinklers
Swimming pool
@ NEW LEAF HOMES

Experience enrichment with thoughtfully crafted
communities. Connect with New Leaf Homes to learn more.




Phase 1 Final Report

RENTING VS OWNING

Renting Brand from Epcon Owning Your Brand

Access to a lot of resources, Control your data, clearer ROI; lean
network, community. into the "boutique” builder identity.
Flood of info, no actionable SEO starts over and will take time

advice; lost in the crowd. to build up.




PHASE 2 SOLUTIONS

Capture Clear Metrics
March 2023 - October 2023

» Data-Driven Decisions
* Weekly Meetings
* Project Plans

THE BIG PICTURE

We have a clear
understanding of what's
working, what isn't, and
where we want to go.

* Separate ldentities
* Squarespace Website

What steps do we take to
get there?




Defining Our Customer’s Journey

¥

WEBSITE

SOCIAL MEDIA

NEWSLETTERS

KPI
ANALYTICS

: Epcon’s Resources

https://www.epconcommunities.com/find
-your-home/communities/ohio/akron--
canton/summit/fairlawn/retreat-at-
rosemont

National branding, ambiguous local
awareness

No ability to add tracker to website

Which page is the data coming from?

Business Suite managed by Epcon.
No ability to add pixel tracker.

Pulling data from an old GMB listing.

Stranger

Prospect

Promoter




Simple Squarespace Website

I e A

C

(5] % New Leaf Builder x | +

QO B nitpsjwww.newleafbuilder.co Ga 0% 1%

ABOUT MOVE IN READY COMMUNITIES
RESOURCES

Embrace your next chapter with
luxury, independence, and dignity.

MODELS
EVENTS

New Leaf Homes & Development

Experience Enrichment in a thoughtfully crafted communit
Homes is your boutique home building partner. We TIE tt
together with Transparency, Integrity, and Empathy. We u

that your home is more than just bricks and mortar;it'san

your unique personality and aspirations.

Our commitment to quality craftsmanship and attention
ensures that each home is a masterpiece, meticulously d¢

cater to your needs and preferences.

Reach out to New Leaf Homes today, and let’s start buil
future.

Visits
Sep 1, 2023-Oct 28, 2024 « 923 Total

150

100

0

“h2/24

Affordable Akron -
Don’t Miss Out!

Looking for your dream luxury home? Discover the hidden
gom of Northeast Ohio with New Leaf Homes. Our latest blog
post explores how you can find luxury, comfort, and

affordability in this vibrant region. Don't miss out

Read More

New Leaf Homes: Best
Epcon Community in
Summit & Start County

New Leaf Homes is thrilled to announce that we have been
awarded the prestigious BRAID award by the Home Builders
Association of Portage & Summit Counties [HBA). Our team
was recognized as the Best Epcon Community in Summit and
Stark County!

Read More

Monthty




' Project Plans & Content Calendar
- Facebook Pixel Tracker
B April 2023 - |
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PHASE 3 SOLUTIONS

Refining Processes & Brand
November 2023 - October 2024

* Process Refinement
« 2024 Marketing Strategy
* Metrics Reports

 Brand Refinement
* Wordpress Website
e Visual Assets

THE BIG PICTURE

We're a small but highly
capable team. How do we

effectively put that strength
to work as we continue to
grow rapidly?




2024 Marketing Strategy

2024

Marketing
Strategy

Initiative 1

Sell remaining inventory of The Retreat
at Rosemont by attracting ideal clients
Goal: Sell 1-2 homes per month in 2024

Initiative 2

Increase sales pipeline by attracting quality leads
Goal: 8 inquiries per month (form fills, phone calls, walk-ins)

Initiative 3
Distinguish New Leaf Homes' identity within local community and online
Goal: Gain 50 followers on each New Leaf Homes Branded Social Channels

Initiative 4

Set a strong SEO foundation for New Leaf Homes online presence
Goal: 200 website visitors per month, 60% bounce rate




2l

Average 25 interactions per month

: 0 NEW LEAF HOMES

%u{/
f.;e NN o

2024

86 Followers

@"enially ‘ /__behind exchhome o A

175 Followers
Average 80 site visitors per month

VISITS BOUNCE RATE UNIQUE VISITORS PAGEVIEWS
915 53.5% 635 2.3K

15 Followers _ ...
+12,971% yr/yr +25% yr/yr +8,971% yr/yr +13,981% yr/yr ®-

@06




Pioneering Excellence in
Home Construction

. Quarterly Newsletter
E @ NEW LEAF HOMES APRIL-JUNE 2024

NEW LEAF
LIVING

=
LET'S BUILD TOMORROW,
TOGETHER

E——
NEW HOME
MAINTENANCE TIPS

—=
LUNCH AND LEARN
SPRING SERIES

ILDER.CO | 440.447.0227 | SALES@NEWLEAFBUILDER.CO

1n the realm of home construction, the name
Brad Petzinger stands as a beacon of excelence
and innovetion. With a career spanning over
three decades, Brad has carved a distinguished
path in the industry, earning accolades and
= to

quality visionary

As the Director of Construction at New Leaf
Hornos, Brad brings a wealth of experience and a
profound passion for creating exceptional living
Spaces. His journey began with a simple yet pro-
found dedication to buikling homes that tran-
woand mere structures, embodying the unique
personalities and aspirations of their owners.

At New Leaf Homes, we understand that your
homa is more than just Bricks and mortar - Its 3
sanctuary where cherished memories ace made
and d rom the initial &

phase to the final touches, Brad and his team
are dedicated to ensuring that your vision be-
comes a reality.

One of the defining features of New Leaf Homes
I8 our uPWaVEringG dadication to cUSIOMer Ser-

vica. We understand the concerns and prior-
ities of our discerning chentele - from wor-
ries about property upkeep to the desire for
high-quality, future-pecof homes. firad and
his tearn address these concerns head-on,
leveraging their expertise to create homes

hat oxce0d axpactations and stand the tast
of time.

Central to our success is our network of local
partnorships and collaberationt. By woek-
ing closely with trusted professionals who
share our values, we can deliver homes that
ot only maat but excesd the highast stan-
dards of quality and craftsmanship. From
sustainable building practices to innovative
design solutions, we're committed to creat.
Ing homes that enhance your quality of life
while minimizing environmental impact.

Rut Rrad's Impact extends far beyond his
role a3 Direstor of Construction. Me embod-
les the values and et

fostering a culture of integrizy, collaboration,
and excelionce. His deication to “doing the
right thing” for cur customers and commu-

Rities is avident in every decision and action
he takes. ensuring that your journey with
New Leaf Homes is nothing short of excep-

1L Whather she's creating spreadsheets or
helping with clubhouse upkeep, Carly’s passion

for our projects ks evident. In her spare time, she

@njoys country music concerts, reflecting hor
lively and engaging personality,

The contributions. of women like Katie Lan
clanese, Amy Shirey, and Carty Conrad are driv-
ing change in the hamae bullding Industry. At
New Leaf Homes, we are proud 1o be part of
this positive trend, offering huxury, comfort, and
community to aur cliants. We look forward to
continuing to build not just homes, but ksting
relationships and thriving communities.

Looking Ahead to a Bright Future

Looking ahead, the real estate market in North.

east Ohio is poised for growth, with promising

trands emerging in the Great Lakes regice.

This area is becorning incressingly attractive to
@ blend

dustry. Our team of
strong, dedicated
women Is at the fore-
front of this change,

homebuilding.

By creating buxuri-

meeting the evohing
rweds of our cliwnts.
and demenstrating

u
and excel in this tra.
drianally male-dom.-
inated field. Our
focus on quality
craftsmanship and

vibrant communities, and economic opportu.
nities. The Great Lakes region offers a unique
combination of urban amenities and scenic
landscapes, making it a desirable place for ac-
tive adults to setthe down.

Homes, we are not only part of this
growth but also leading the charge, breaking
barriers and setting new standards in the in-

service
aligns perfectly with
the desires of the




Video & 3D Model Assets

great design.mp4

DAY~ 7 ——

[ ) B drone15.mpa
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PHASE 4 SOLUTIONS

Exceeding Expectations
November 2024 — December 2025

* Mapping the Customer Journey
* Day one Marketing
* Sales and Design

THE BlG PICTURE * Production
 Final Turnover and HOA

How can we maintain our
commitment to quality
service while scaling and
broadening our offerings?
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MARKETING PHASE
|

Strangers Referrals & Leads
General
Awareness
(Digital)

Home
Owner Sales
Support

Services

Digital Marketing

Sponsorships Final Push Rosemont Move MQL to SQL
Print Marketing Referral Appreciation Lunch & Learn Series
Epcon Awards Local Outreach Cobblestone Promo
Charity Events

Move into production

@ NEW LEAF HOMES |
- .

.




JANUARY

Cobblestone

2025 PROJECTS AT A GLANCE

FEBRUARY

Cobblestone

MARCH

Cobblestone

APRIL

Cobblestone

MAY

Q2 Local Outreach Event
(Reservation Night)

JUNE

Cobblestone

Mimi Article

QI Local Outreach Event
(Mastermind Event at H2)

Direct Mailer Campaign

Sponsorship:
Prep for Medina Marathon

Q2 Local Outreach Event
(Reservation Night)

Medina Square Farmers Market

unch & Learr

(Storage Facilities)

Email Campaign

Email Campaigr

UTour Tutorial for Website
Epcon Awards Deadline

JULY

Cobblestone

Q1 Homeowners Testimonials

AUGUST

Cobblestone

Q1 Community Newsletter

SEPTEMBER

Cobblestone

Welcome Packet Portfolio
Community Choice Awards

OCTOBER

Cobblestone

Q2 Homeowner Testimonials

NOVEMBER

Cobblestone

Q2 Community Newsletter

DECEMBER

Cobblestone

Q3 Local Outreach Event
(Mastermind Event)

Direct Mailer Campaign

Charity Event
Copley Schools Photo Op

Medina Square Farmers Market

Sponsorship:
Light Up Medina

Q4 Local Outreach Event
(ShayDel Design)

Email Campaign

GCraphic: Flowchart Bridge Loan

2026 Marketing Strategy

Q4 Homeowner Testimonials

Q4 Community Newsletter

@ NEW LEAF HOMES |»
> L 4
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SALES PHASE

4

Marketing Qualified Lead Sales Qualified Lead Homebuyer
44 Determine if Lead fits Marketing Qualified Lead Profile I—‘I Conduct discovery mtgs with Sales Qualified Leads I —-I Sign contract and move to Design Phase

T T 1
Goal: Immediately follow up with MQLS Gather Info Goal: Intormational, Address Objections, Move to Quote 'gr'::zural
Carly Catendar Link Update ARtiony\glves
oy i Survey Hubspot to bl ndvirdig
dEleI'\EO proper categoty agrleeme
quality. / segmant list roviow.
Moot with Homebuyar
homebuyers given o
to determine “homework® to
changesto explore design
Lead fis model options
out s
N d Intake Call goes Anthany follows _
Meeting WK, Follow up TAEN It *no” here, Goes well
S bl Sets Discovety Change status update status schedule third
meeting to Short Torm
Emall -rw./!uan Chase.
Carly conducts Once Design
fntro meoting approved, changes
with Intake Form Blueprint affecting
sent to structural sont
Architect for review

Intake call goes
pootly.

Send follow v

rejoction 'mo‘lll Blueprints Design sign off
and Permits from

Change status v obtained Homebuyer

In HubSpot / from City

Remove

== s -

. Anthony
Lead

Sales collaterat

Porttolio . Amy Lead
. Carly Lead
Infographics Marketing
. Lead
Intake form

Metrics

@ NEW LEAF HOMES




PROJECT CYCLE

Marketing & Sales Pre-Construction Construction & Close

@ NEW LEAF HOMES




i Customer Journey

Week 1 Week 2 Week 3 Week 4

Structural Phase
Homebuyer & Anthony
Design Phase
Homebuyer & Carly

Architect Blueprints
Permits from City

Customer signs
Send check

Customer given
“Design Homework”

Design Audit
Amy & Brad

Preconstruction Meeting
(Interal)

Construction Meeting
w/ Homebuyer

Vendors Contacted
Butch

Budget Review
Brad

Final Sign Off
Design Packet

Construction Phase
Brad, Butch, John



Customer Journey

ek 5 Week 6 Week 7 Week 8 Week 9 Week 10

—_—

@ NEW LEAF HOMES




The Customer is the Hero

THE CUSTOMER EXPERIENCE

Awarness Stage Consideration Stage Decision Stage
“| need to keep to my price point." Paid and ready to spend more. “Check was cashed. This is real now.
“What's another $10,000?" My eyes are wide open.”
at iS the customer ‘I didn't realize how expensive
thinking and feeling? moving was! Help!"
Looking at comparable homes. Pressure to keep to a budget is off. ‘| want everything custom!"
Wh th Researching, mortgage caluclators | see what the neighbors are “What am | going to do with all of
at are the doing, and | want it better." my stuff? This house isn't big
customer’s actions? enough. Give me more storage!”
Curous, busy-bodies, excited,
anxious
Design books Still a year before they move in. During build phase, reaching out to
. Looking at neighbors and other production team “meddling."
What or where is the olels
customer researching?
Worksheets on website. What to Host lunch and learn events to “Dealership model" on website.
: expect before Design meeting. teach prospects how to down-size Drop down with preselected
How will you move the Stors
customer along their
: . . : Improve communication to
]ourney Wlth you m mlnd? customer during production phase
@ NEW LEAF HOMES




2025 Strategy

5 Hours / Mo.

15 Hours / Mo.

40 Hours / Mo.

| Management

Campaign Development &

Website maintenance / SEO /
Social Media

Marketing & Sales Collateral
Infographics, signage, misc.
design support

Strategic Leadership
Implement comprehensive
marketing strategy)

Guidance & Support
Dedicated resource to focus and
manage marketing team

Data-Driven Insights
KPI metrics and reports to inform
decisions




Testimonial

“We couldn't take all this out of our heads
and get it into a beautiful process without
Nicole. Thank you keeping us on track!”




Testimonial

“Nicole is a proven and effective digital marketing strategist.
She was able to take our broad vision, create an action plan
based on our goals, and drive real results.

Nicole has a sharp eye for what works in today's digital

marketing landscape and understands that what works today
may not work tomorrow.

Additionally, her consultative approach makes working with

her a true joy. It felt collaborative throughout the entire
process. We will continue to work with her on future projects!”




COULD
YOUR
BUSINESS WHAT WE DO
FUNCTION | cooveeins

Strategic Advisement

WITHOUT
YOU?

Pull yourself out of the
daily weeds and back into
the role of visionary with

@Anucmz DIGITAL
( 7 PURPOSE DRIVEN DIGITAL MARKETING




