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CASE STUDY
GUIDING THE GROWTH
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The Partnership
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The Partnership

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 
thoughtfully crafted community
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Organizational Chart

Katie Wojno Lancianese
President

Mike Wojno
Owner

John Thomason
Warranty Manager

Butch Atkins
Project Manager

Brad Petzinger
Director of Construction

Anthony Lancianese
Director of Sales

Matt Schmal
Director of Development

Nicole Kurtz
FCMO

Amy Shirey
Lead Designer

Carly Conrad
Sales & Design Consultant
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Project Background

Phase 01

Phase 02

Phase 03

Phase 04

Landscape Analysis
Onboarding

Q2-Q3 2023

Q1 2023

Q3 2023 – Q3 2024

Q3 2024 – Q4 2025

Separate Identities
Create data trackers

Refine the brand
Refine the process

Exceeding 
expectations

New Leaf Homes benefits from Epcon’s 
resources but needs strong, local brand 
awareness. 

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

The challenge is to strengthen New 
Leaf’s unique, family-owned brand while 
remaining within the Epcon ecosystem.
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How can New Leaf Homes 
remain within the Epcon 
ecosystem while preserving 
its unique identity?

The Big Picture

Phase 1 Solutions

Landscape Analysis & Onboarding
February 2023 – April 2023

• Zoom out to zoom in
• Marketing Audit
• A/B Testing Content Marketing
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The Story Brand
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The Story Brand Strategy

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.

Who We are

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.”

(New Leaf Home Storybrand Framework)

https://aducatedigital-my.sharepoint.com/:w:/p/nicole/EQ-RQO317pJBhkCPmQyJpacBCMbiDdJtXnIU3EdqoHgozw?e=fU0JhR
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Branded Content
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Phase 1 Final Report

Renting vs owning

Renting Brand from Epcon

Access to a lot of resources, 
network, community. 

Flood of info, no actionable 
advice; lost in the crowd.

Owning Your Brand

Control your data, clearer ROI; lean 
into the “boutique” builder identity.

SEO starts over and will take time 
to build up. 
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We have a clear 
understanding of what's 
working, what isn't, and 
where we want to go. 

What steps do we take to 
get there?

The Big Picture

Phase 2 Solutions

Capture Clear Metrics
March 2023 – October 2023

• Data-Driven Decisions
• Weekly Meetings
• Project Plans

• Separate Identities
• Squarespace Website
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Defining Our Customer’s Journey

Website

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

Social Media
National branding, ambiguous local 
awareness

Newsletters No ability to add tracker to website

KPI 
Analytics

Which page is the data coming from?

Pay-Per-
Click

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

SEO Pulling data from an old GMB listing.

Epcon’s Resources



13

Simple Squarespace Website
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Project Plans & Content Calendar

Facebook Pixel Tracker
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We're a small but highly 
capable team. How do we 
effectively put that strength 
to work as we continue to 
grow rapidly?

The Big Picture

Phase 3 Solutions

Refining Processes & Brand
November 2023 – October 2024

• Process Refinement
• 2024 Marketing Strategy
• Metrics Reports

• Brand Refinement
• Wordpress Website
• Visual Assets
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2024 Marketing Strategy
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Average 80 site visitors per month

Average 25 interactions per month

86 Followers

175 Followers

15 Followers
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Quarterly Newsletter
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Video & 3D Model Assets
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Wordpress Website
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How can we maintain our 
commitment to quality 
service while scaling and 
broadening our offerings?

The Big Picture

Phase 4 Solutions

Exceeding Expectations
November 2024 – December 2025

• Mapping the Customer Journey
• Day one Marketing
• Sales and Design
• Production
• Final Turnover and HOA
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Process Meeting
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Customer Journey
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Customer Journey
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The Customer is the Hero
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2025 Strategy
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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!” 

Katie Lancianese, President
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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!”

Anthony Lancianese, Director of Sales
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