Boca Grove Realtor Communication

Problem

« Communication between Boca Grove and realtors was “one-way” — realtors called Boca Grove for information.

« Realtors were often given inaccurate information by other realtors.

o Ifrealtors or prospective members requested information about membership, Boca Grove would “snail mail” the
marketing kit.

Solution

o Developed an interactive digital brochure (PDF) that features the same components as the marketing kit, but can be
easily shared with realtors and prospective members via email.

o Implemented a quarterly e-newsletter targeted toward realtors that featured current specials, fee schedule, club news
and a link to current home listings.

o Initiated and coordinated the Boca Grove Showcase — an annual event that features multiple open houses of current
home listings followed by a lavish lunch and clubhouse tours.

Outcome

« Boca Grove is now controlling the messaging between the Club and realtors ensuring realtors receive accurate
membership information in a digital format that can be shared quickly and easily.

« Both the e-newsletter and the Boca Grove Showcase enable Boca Grove to create and cultivate relationships with local
realtors.

o Through the Boca Grove Showcase, realtors are given an opportunity to experience the Boca Grove lifestyle, which
assists them in selling homes and memberships.

o The Boca Grove realtor database increased 100% in a 12 month period.

In 2013, Boca Grove saw a 50% increase in annual home sales compared to the average annual sales of the previous 5
years.
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Boca &émve Fhewcase
Boca Grove is a prestigious, members only golf and country club in Boca Raton, focusing an

Tuesday, February 11, 2014 an uncompromising dedication to service and excellence. Recognized as one of South
Florida’s most affiuent communities, Boca Grove offers a lifestyle second to none.
Understated elegance in an intimate setting is the key to what makes Boca Grove the epitome
of superior living

21351 Whitaker Drive
Boca Raton, FL33433

T e [ e e ey e et e e et Those desiring a home in & gorgeous golf and tennis community can purchase either a Golf
ing service that Equity or Social Equity Membership granting them access to a boutique-style residential

community and recreational oasis in the heart of beautiful Boca Raton. Click here fo
download the fee schedule!
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E AT A Round ofGot for 4 Gxperince th newy renovated , Equity ($15.000 - 273 refundable)
e Capital Contribution ($60.000 non-refundable)
+ Dinnerfor 4 Dine in the lxurius Wine Room and enjoy delectable culsine - -
by 2012 Chef of the Year, Chef Dominick Laudial Social Equity $70.000.00
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TEHURST Capital Contribution (560.000 non-refundable)

RSVP by Friday, February 7, 2014 to Jessie Bowen at 561.487 5300, ext. 133 or joowen@bocagrove org.
sending your RSVP.

On Twitter? Follow us the event.

www bocagrove org
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Blog Editorial Calendar

Problem

o Neither the United Way nor Boca Grove had a communication strategy that included blogging.
o The United Way didn’t blog at all. Boca Grove blogged once a month, but the content was written by a third-party
vendor and wasn't shared on social media — or anywhere for that matter.

Solution

o Created a blog on WordPress for the United Way.

o Took Boca Grove’s blog in-house and moved it to a social platform (WordPress).
« For both organizations, established an editorial calendar for blogging on a regular basis (at least once a week).
» Blog posts were shared on all social media platforms to reach new audiences and encourage engagement.

Outcome

« The blog content and the increased frequency in which we blogged helped search engine rankings.

« The blogs assisted in increasing social engagement.

» By bringing Boca Grove’s blog in-house, we saved $10,000 annually. We later reallocated that money to obtain a media
database for better media targeting.

About Boca Grove

An Amazing Week at Boca Grove
30, 2014 by Jessie Bowen

During the week of April 21, 2014, Baca Grove was privileged to host the
Italia Cup (M35 teams) for the 2014 ITF Seniors World Championships.
Teams representing 2 different countries converged on our beautiful tennis
facility for an action-packed week of high level tennis. Check out the video to
see all the fun we had!

-laliaC.
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Grove, boca grove community, Boca Grove Golf and Tennis Club, Boca Grove
Plantation, Boca Grove tennis, high level tennis, International Tennis Federation, Italia
Cup, TTF, itf italia cup video, itf video, M35 team tennis, M35 tennis, tennis facility,
video
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Where Your Donation Goes —
Part Three

Part 1 and 2 of ‘Where Your Donation Goes” gave you the information
about all the preliminary work done in the allocation process.  Over
the last three months the teams of volunteers did the hard work
necessary to ensure funds raised in our annual campaign are spent in
the most efficient and effective way possible. It is estimated that
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Evolution of Emory Law
Collegiate Postcard Campaign

Emory Law executes an annual direct mail campaign targeted toward current undergraduate students. Current Emory

Law students are featured on postcards wearing their undergraduate collegiate attire. The back of the postcard includes a
brief biography of the Emory Law student and their email address. Postcards are mailed to prospective students who attend
those particular universities encouraging them to apply to Emory Law. This is a highly segmented campaign the consists of
approximately 50 unique postcards.

Problem
o The target audience receives and consumes their information online — not via “snail mail”
o There were no metrics in place for measuring the success of the direct mail campaign.

Solution

o Created a digital version of each postcard to send to prospective students via email.

o Used MailChimp (CRM) to send all digital postcards because of it’s reporting capabilities so the data can be reviewed
and analyzed.

Outcome

« Emory Law has clear metrics to help measure the success of the campaign (ROI).

o The data provides important data that can be analyzed to determine how the campaign can be adjusted and improved.
o The admission team can further engage with prospective students who may have clicked through the email, but did not

apply.

EMERGE PRACTICE-READY
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Emory Law creates an incomparable legal education for its students. Expert faculty who
are dynamic teachers in the classroom. Countless opportunities for hands-on, experiential
learning. Engaged alumni and practitioners who will help you on your journey. At Emory,
you will have all this and more.

Don’t just prepare to become a lawyer. Prepare to change the world.

What are you waiting for?
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Born and raised in California, TY VANDERFORD is a Mighty Bruin like you. While majoring
in history, Ty was involved in Greek life and intramural sports at UCLA and participated in a
2016 Collegiate POStCtZVd study abroad program in Rome, Italy that focused on history and classics. He also interned
direct il ) for a California state senator at the capitol building in Sacramento. When deciding on
( lrect mai where to go for law school, Ty picked Emory Law for its communal atmosphere as well as
its national prestige. Last summer, Ty served as a court intern at the Orange County

2016 Digital Collegiate Postcard
(email)



JD Admission Viewbook Redesign

Problem

o Emory Law was overdue for a redesign of their viewbook. We needed to elevate the visual impact of the piece and
bring it in line with the broader Emory University branding guidelines.

o Admission team was apprehensive. Being alumni of Emory Law, they have deep ties to the school and still
consider themselves as the target audience.

Solution

« Hosted a student focus group (mostly 1Ls) to help determine the design direction. Students were presented with
5 possible cover options and ranked them based on their preference.

o The students also gave feedback on what they liked and did not like about each cover.

Outcome

« Gained client buy-in — the admission team agreed to proceed with the cover design that the students preferred most.

« Emory Law will soon have a viewbook that is on-trend with today’s design standards and consistent with Emory
University’s brand guidelines.

EMORY LAW
the RULE of LAW

Welcome.

to Emory Law
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