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Creating Your Apartment Community’s Brand Guide for Mpro
Digital Edge

Introduction

Welcome to your Brand Voice Workbook. This step-by-step guide will help you create a
comprehensive brand guide for your apartment community. A well-defined brand voice
ensures consistency across all communications and strengthens your Apartment

Community’s identity in the competitive multifamily market.

Why Brand Voice Matters in Multifamily

In today's competitive rental market, a distinctive brand voice is essential for:

Differentiation - Standing out from similar properties in your area

Trust building - Creating consistent experiences that build resident confidence
Targeted attraction - Speaking directly to your ideal residents in a way that resonates
Team alignment - Ensuring all staff communicate with residents and prospects in a
unified manner

Benefits You'll Gain from This Workbook

After completing this guide, you'll have:

Enhanced resident engagement through more compelling communications
Streamlined content creation with clear guidelines for consistent messaging
Increased competitive advantage through distinctive positioning

More effective Mpro Digital content that truly reflects your Apartment Community’s
unique personality

How to Use This Workbook

Estimated completion time: 2-3 hours (can be broken into sessions)

Recommended participants: Apartment Community manager, leasing manager,
marketing coordinator

Materials needed: Apartment Community demographics data, competitor
information, marketing materials examples

Mpro Digital Edge integration: This workbook aligns with Mpro Digital's content creation
tools, enabling you to apply your brand voice settings across all Al-generated
communications

Let's begin!
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Section 1: Apartment Community Identity Foundation

Step 1: Apartment Community Overview

Instructions: Provide basic information about your Apartment Community to establish context.

Apartment Community Name:

Year Established:

Management Company:

Location/Neighborhood:

Apartment Community Class (A, B, or C):

Number of Units:

Step 2: Define Your Apartment Community’s Purpose
Instructions: In 1-2 sentences, describe why your Apartment Community exists beyond
providing housing. What value do you bring to residents’ lives?

Examples:

e 'To create a welcoming and connected living space where residents feel at home."

e 'Providing thoughtfully designed apartments with exceptional service to enhance
modern lifestyles.”

o "To offer affordable luxury with meaningful amenities that support our residents’ work-
life balance.”

Our Apartment Community’s Purpose:

Step 3: Target Resident Personas
Instructions: Describe your ideal residents. List 2-3 different types of residents you typically
attract or want to attract.

Sample Persona:

¢ Persona Name: Young Professionals

e AgeRange: 25-34

e Income Level: $60,000-$90,000

e Occupation Type: Remote workers or corporate professionals
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o Lifestyle: Active, social, enjoy living close to nightlife, restaurants, and gyms
e Housing Needs/Priorities: Proximity to amenities, flexible leasing, fast WiFi, modern
interior design

Personal:

¢ Persona Name:

e AgeRange:

¢ IncomelLevel:

e Occupation Type:

o Lifestyle:

Housing Needs/Priorities:

Persona 2:

e Persona Name:

e AgeRange:

¢ IncomelLevel:

e Occupation Type:

o Lifestyle:

o Housing Needs/Priorities:

Persona 3: (optional)

e Persona Name:

e AgeRange:

¢ Income Level:

e Occupation Type:

o Lifestyle:

e Housing Needs/Priorities:
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Section 2: Brand Positioning

Step 4: Competitive Analysis

Instructions: List your top 3 competing properties and what makes you different.

Competitor 1:

e Their Strengths:

e Their Weaknesses:

e Our Advantage Over Them:

Competitor 2:

e Their Strengths:

e Their Weaknesses:

e Our Advantage Over Them:

Competitor 3:

e Their Strengths:

e Their Weaknesses:

e Our Advantage Over Them:

Step 5: Unique Value Proposition

Instructions: Based on your competitive analysis, write a clear statement (1-2 sentences) of
what makes your Apartment Community uniquely valuable to residents.

UVP Formula: "[Apartment Community Name] provides [key benefit] for [target resident
persona] by [what sets you apart].”

Examples:

e ‘'Urban Haven Apartments provides luxury on a budget for young professionals by
offering modern interiors and downtown convenience with affordable pricing.”

e 'The Ridge offers a peaceful retreat for busy families through its spacious floor plans
and resort-style amenities just minutes from downtown.”

e ‘'Lakeside Apartments delivers a convenient lifestyle for active adults with its
maintenance-free living and walking distance to shopping and dining.”

Our Unique Value Proposition:
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Step 6: Core Brand Values

Instructions: List 3-5 fundamental values that guide your Apartment Community’s operations
and resident experience.

Value Bank for Inspiration:

¢ Community Connection
e Exceptional Service

e Sustainability

e Innovation

e Transparency

e Reliability

e Inclusivity

e Family-Focused

e Luxury Experience

e Work-Life Balance

Example Values with Descriptions:

o Sustainability: "We value sustainability by adopting eco-conscious initiatives, from
energy-efficient appliances to recycling programs.”

¢ Community Connection: "We create opportunities for residents to build meaningful
relationships within our Apartment Community.”

o A @ N
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Section 3: Brand Voice Definition

Step 7: Brand Personality

Instructions: Check the traits that best describe your Apartment Community’s personality.
Character Traits (select 4-6):

O Friendly (Approachable, warm interactions with residents)

[ Professional (Polished, competent, business-like approach)
O Luxurious (High-end, exclusive, premium experience)

O Welcoming (Inclusive, open atmosphere for all residents)

[0 Modern (Contemporary, innovative, trend-focused)

O Traditional (Classic, established, time-honored approaches)
[ Energetic (Lively community with dynamic programming)

O calm (Peaceful, serene environment with quiet spaces)

[ Sophisticated (Refined, cultivated aesthetic and service)

[ Casual (Relaxed, comfortable, unpretentious environment)
O Innovative (Forwqrd—thinking, tech-savvy, creative solutions)
[ Reliable (Dependable, consistent service and management)
O Playful (Fun, light-hearted community atmosphere)

[ Serious (Focused, practical, straightforward approach)

[ Exclusive (Select, premium offerings for discerning residents)
[ Inclusive (Diverse, welcoming to all demographics)

O Bold (Distinctive, confident, standout Apartment Community)
[ Subtle (Understoted, nuanced, elegant presence)

O Nurturing (Supportive, caring management approach)

O Independent (Promotes self-sufficient, autonomous living)

Step 8: Voice Characteristics

Instructions: For each dimension below, mark where your brand voice falls on the spectrum.

Formal vs. Casual

N
w
N
a1

Formal 1 Casual

Page 8 of 20



M - MPRO

DIGITAL EDGE

Professional vs. Conversational

Professional 1 2 3 4 5 Conversational
O O O O O

Traditional vs. Modern

Traditional 1 2 3 4 5 Modern
O O O O O

Reserved vs. Enthusiastic

Reserved 1 2 3 4 5 Enthusiastic
O O O O O

Simple vs. Sophisticated

Simple 1 2 3 4 5 Sophisticated
O O O O O

Step 9: Tone Guidelines

Instructions: Describe how your brand's tone might shift in different situations while
maintaining its core voice.

Standard Communication Tone: Example: ‘Discover how stress-free life can be at Lakeview
Residences. Our thoughtfully designed spaces and attentive team are here to make every day
exceptional.”

Service/Maintenance Issue Tone: Example: "We've received your maintenance request and
are working to resolve it within 24 hours. Your comfort is our priority! Our team will update you
once the repair is complete.”

Marketing/Sales Tone: Example: "Modern living meets classic comfort at Weston Apartments.
Enjoy premium finishes, spacious layouts, and a location that puts you minutes from
downtown. Schedule a tour today!”
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Emergency Communication Tone: Example: IMPORTANT NOTICE: Please be advised that water
service in Building A will be temporarily interrupted from 1-3 PM today due to necessary repairs.
Our team is available at the office or by phone to assist with any immediate needs.”
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Section 4: Language & Terminology

Step 10: Key Messaging Pillars

Instructions: Define 3-4 core message themes that should appear consistently across
communications.

Examples of Effective Messaging Pillars:

Sample Pillar: "Exceptional Resident Service”

* Key Message: "We're here whenever you need us.’
e Supporting Points: 24/7 maintenance response; dedicated management team;
resident-first culture.

Sample Pillar: "Modern Amenities”

* Key Message: "Elevating your lifestyle with exceptional amenities.”
e Supporting Points: State-of-the-art fitness center, co-working spaces, and resort-style
pool.

Pillar1:

e Key Message:

e Supporting Points:

Pillar 2:

o KeyMessage:

e Supporting Points:

Pillar 3:

o KeyMessage:

e Supporting Points:

Pillar 4: (optional)

e KeyMessage:

e Supporting Points:
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Step 11: Preferred Terminology

Instructions: List specific terms you prefer to use when referring to aspects of your Apartment
Community.

For Your Community:

e Preferred:

(e.g. "community,” "Apartment Community,” residence,” "apartment homes")

e Avoid:

For Living Spaces:

e Preferred:

(e.g., "apartment home," "residence,” "suite," "flat")

e Avoid:

For Residents:

e Preferred:

(e.g, "residents," "community members," "neighbors," "members")

e Avoid:

For Staff:

o Preferred:

(e.g, "team," "community team,” "staff," "associates”)
e Avoid:
For Common Areas:

e Preferred:

(e.g., "amenities,” "community spaces,” "shared spaces,” "lifestyle areas”)

e Avoid:

Step 12: Writing Style Guidelines
Instructions: Check the boxes that apply to your preferred writing style.
Sentence Structure:

O Short, direct sentences
O varied sentence length
0 Complex, descriptive sentences

O Ssimple, accessible language
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O Industry-specific terminology

Point of View:

O First person ("we" and "our")
[ Second person ("you" and "your")

O Third person (Apartment Community name, "the community”)

Contractions:

O Use freely
O Limited use

0 Avoid completely

Punctuation Preferences:

[ Conservative punctuation

O Moderate use of exclamation points
O Liberal use of exclamation points

[0 Em dashes and ellipses acceptable
[0 Emoji use acceptable

O Hashtag use acceptable

Page 13 of 20



M - MPRO

DIGITAL EDGE

Section 5: Content Applications

Step 13: Channel-Specific Guidelines

Instructions: For each channel, note any specific voice or content adaptations needed.

Website: Example: "Professional but warm tone. Focus on comprehensive information with
visual elements. Use second-person (‘you') perspective and highlight key amenities and floor
plans prominently.”

Social Media: Example: "Casual, conversational tone with community updates, local area
highlights, and resident spotlights. Use emoijis appropriately, keep copy concise, and include
engaging visuals with every post.”

Email Communications: Example: "Professional yet personable. Clear subject lines, concise
body text (3-5 paragraphs max), and always include a specific call-to-action. Personalize
when possible.’

Resident Communications: Example: ‘Friendly, informative, and solution-oriented.
Acknowledge resident needs promptly, provide clear timelines for resolution, and express
appreciation for their residency.”

Leasing/Sales Materials: Example: "Highlight lifestyle benefits first, features second. Use
persuasive but honest language. Include testimonials when possible and emphasize unique
selling points.”
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Step 14: Example Statements

Instructions: Write sample statements that exemplify your brand voice for different contexts.

Apartment Community Description: Example: "Nestled in the heart of downtown, The
Metropolitan offers thoughtfully designed apartment homes where luxury meets convenience.
Our residents enjoy premium finishes, expansive layouts, and a suite of amenities designed to
enhance modern living.”

Amenity Highlight: Example: "Our resort-style pool isn't just a place to cool off—it's a social hub
where neighbors become friends. With private cabanas, a sundeck, and weekend gatherings,
it's the perfect extension of your apartment home.”

Resident Welcome: Example: "Welcome home to Parkside Residences! We're thrilled you've
chosen to join our community. Your apartment is just the beginning—we've created spaces
and experiences designed to make every day exceptional.”

Maintenance Communication: Example: "“Thank you for submitting your maintenance request.
Our team has scheduled your repair for Thursday between 9-11 AM. Your comfort is our priority,
and we'll ensure this issue is resolved promptly and professionally.”

Community Event Promotion: Example: "Join us this Saturday for our Summer Kickoff Party at
the pool! From 2-5 PM, enjoy complimentary refreshments, live music, and a chance to meet
your neighbors. No RSVP needed—just bring your smile!”
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Section 6: Brand Voice in Action

Step 15: Do's and Don'ts

Instructions: List at least 3 specific do's and don'ts for writing in your brand voice.

Do:

3.

Step 16: Voice Examples

Instructions: Provide real examples that illustrate the right and wrong ways to communicate
in your brand voice.

Example 1.

¢  Wrong Way:

e Right Way:

Example 2:

¢ Wrong Way:

* Right Way:

Example 3:

e Wrong Way:

e Right Way:
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Section 7: Brand Guide Implementation

Step 17: Team Training Plan
Instructions: Note how you will share and train team members on using this brand guide.
Training Approach: Example: "Host an interactive workshop for all team members where we

review the brand guide, practice with examples, and role-play communications scenarios.
Follow up with monthly check-ins to review application.”

Key Team Members for Implementation: Example: "Apartment Community manager to
oversee training, leasing manager to implement in sales communications, maintenance
supervisor to adapt for service communications, and marketing coordinator to ensure digital
content compliance.”

Review Schedule: Example: "Quarterly reviews to assess implementation, annual
comprehensive update to the brand guide, and monthly content audits to ensure compliance.”

Step 18: Mpro Digital Integration

Instructions: Document how you will integrate this brand guide with Mpro Digital tools.

Primary Mpro Digital Tools We Use: Example: "Al Writing Assistant, Social Media Content
Creator, Chatbot Creator, Email Marketing Tool, and Document Intelligence.’
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Brand Voice Settings to Configure: Example: "Configure Al Writing Assistant with our preferred
terminology, tone guidelines, and brand personality traits. Set up templates for common
communications that reflect our messaging pillars.”

Content Templates to Create: Example: "Develop templates for resident welcome emails,
maintenance confirmations, lease renewal offers, event promotions, and community updates
that reflect our brand voice.”

Implementation Checklist:

O Upload brand guide to Mpro Digital [0 Configure brand voice settings
O Create communication templates [ Test Al-generated content for brand alignment
O Train team on using Mpro Digital with brand settings [ Schedule regular content reviews
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Brand Guide Summary

Instructions: Once you've completed all sections, fill out this executive summary of your brand

voice.

Apartment Community Name:

Our Brand Voice in One Sentence:

Primary Brand Personality Traits:

1.

2.

3.

Key Messaging Pillars:

1.

2.

3.

Our Unique Value Proposition:
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Congratulations!

You've successfully created a comprehensive brand guide for your multifamily Apartment
Community. This document will serve as the foundation for all communications generated
through Mpro Digital tools and help ensure brand consistency across all channels.

Next Steps:

Share this guide with all team members involved in communication

Upload it to your Mpro Digital dashboard to configure your brand voice settings
Create templates based on this guide for common communications

Schedule a team training session to review the guide and practice implementation

oA W

Plan regular reviews to update the guide as your Apartment Community evolves

Practical Application:

Now that you have completed your brand guide, try these immediate applications:

+ Draft a social media post using your defined brand voice

e Review arecent resident communication through your brand voice lens
¢ Rewrite one marketing description using your messaging pillars

e Configure your Mpro Digital brand voice settings based on this guide

Remember that your brand voice will continue to evolve. Schedule quarterly reviews to ensure
your guide stays relevant and reflects your Apartment Community’s current positioning.

Need assistance implementing your brand voice in Mpro Digital? Contact support for guidance.

© Mpro Digital Edge
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Future-Proof Your Career

STAY RELEVANT IN AN EVOLVING MULTIFAMILY INDUSTRY

The multifamily industry is changing fast. Al tools, digital marketing, and automated processes
are becoming essential for success. Don't get left behind.

MPRO DIGITAL EDGE PUTS YOU AHEAD OF WHAT YOU'LL MASTER:

THE CURVE ¢ Al-Enhanced Leasing - Close more
166+ Al-Powered Tools specifically deals with intelligent assistance
designed for apartment professionals like

+ Digital Marketing Mastery - Attract
you. better prospects with proven strategies
Learn While You Work - Build valuable . - .

e Data-Driven Decisions - Use analytics

skills during your daily tasks, not after . .
to optimize your property's
hours.
performance
Upskill Your Team - Develop expertise that « Content Creation - Produce
makes you indispensable. . . Lo
professional marketing materials in

minutes

¢ Resident Engagement - Build stronger
communities with targeted
communications

Ready to Future-Proof Your Multifamily Career?

Start Your Free Trial Today

No credit card required
M. MPRO

Visit: www.mProDigitalEdge.com DIGITAL EDGE
call: (772) 773-6696

Join thousands of multifamily professionals who are already building tomorrow's
skills while excelling at today's work.
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