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THE METAVERSE AND NFTs: 
DEFINED



Poll Question #1

Do you have a good understanding of what the 
metaverse is?
1. Yes, I’d consider myself an expert
2. A little — I know the basics!
3. No, not at all
4. Sorry, the meta-what?
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Poll Question #2

What does the acronym NFTs stand for?
1. Net Future Tokens
2. Net Fungible Tokens
3. Non-Fungible Tokens
4. Ninety-Five Tacos



NFTs: Defined

This last sold for $3,600, but the 
current owner is asking for $16,300.
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THE METAVERSE IS
ALREADY HERE.

(AND YOU KNOW MORE THAN YOU THINK YOU DO) 



Technology Has
Caught Up to
Our Imagination.
1. Infrastructure
2. Human Interface
3. Decentralization
4. Spatial Computing
5. Creator Economy
6. Discovery
7. Experience





The Metaverse is
Making Headlines
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The Hype
(Cycle)
is Real



THE IMPACT ON
APARTMENT MARKETING

ADOPTION DEMOGRAPHICS AND PRACTICAL OPPORTUNITIES



Why Should Apartment Marketers Care 
About the Metaverse?
1. Decentralized social media platforms; power shakeups and new entrants

2. New approach to entertainment and the entertainment industry creating new 
opportunities for events and campaigns

3. New approach to operations and how we conduct business, additional revenue streams 

4. New opportunities for doing good, ESG, corporate social responsibility

5. Allows you to engage with your residents in new and evolved formats 

6. Opportunity to define and position your brand in new ways



Why Should Apartment 
Marketers Care About 
the Metaverse?
1. Brand presence and experiences

2. New opportunities for 
virtual/online lead generation

3. Brand loyalty programs leading 
to renewals



Strengths of Incorporating
New Technology

of Millennials prefer 
spending money on 

experiences over things, 
and increasing with Gen Z

72%
had more positive feelings 

about brands after 
attending an experience

91%
indicated that they would 

likely purchase after 
participating in events 

and experiences

85%
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NFT Adoption by Demographic



NFT Adoption by Demographic



Opportunity Examples
• Airdrop NFTs for attending events at your 

property and bringing a friend, later make 
those NFT’s redeemable for a discount on 
lease renewal or new leases

• Build a virtual version of your community in 
Decentraland (abstract or realism!), host an 
event, and offer a drawing for anyone who 
visited to win a free month of rent (or other 
concession) in real life. 

• Alternatively, take residents on a virtual tour 
path using a custom leasing agent avatar

• Offer NFTs for residents who sign up for ancillary 
income services like renter’s insurance, guarantor 
services, or others; allow those to accrue in value 
you deliver back to your residents, such as a 
loyalty program

• Offer NFTs of specific floor plans to commemorate 
the first year of a new development, as a way to
celebrate their time living there. This can also apply 
to legacy properties that are passed down. 



CAMPAIGN
CASE STUDIES

2021 CYBER MONDAY & GIVING TUESDAY: CRYPTOCURRENCY



Poll Question #3

Have you ever incorporated a metaverse strategy into 
your marketing?
1. Yes
2. No



Preface: Our Integrated
Marketing Approach
By combining multiple communications channels 
(content, email, display ads, social media, etc.) we can 
promote a consistent message to a specific audience 
in a short amount of time. 

Our approach provides the most: 

• Reach 
• Frequency
• Consistency
• Savings

Integrated
Marketing

Print

Landing 
Page

Email

Social 
Media

Organic 
Search

Paid 
Search

SMS

Display 
Ads



Objectives:
• Drive qualified new lease and renewal leads
• Build brand recognition for Campus Advantage
• Educate the target audience
• Innovate
Strategy:
• Use of CA slogan “The Future Lives Here”
• Capitalized on the season and the buzz around 

crypto & metaverse to drive traffic and interest
• Leveraged “Cyber” aspect of Cyber Monday to 

integrate cryptocurrency & the metaverse
• Created Metaverse Dictionary to add 

educational element to campaign
• Incorporate CA values through Giving Tuesday

Campus Advantage 2021
Cyber Monday Campaign



Campus Advantage 2021
Cyber Monday Campaign



Tactics:
• Landing page
• E-blasts
• 15 sec. promo video
• Paid social ads
• Paid display ads
• Customizable flyer
• Social sharables
• Crypto dictionary

Campus Advantage 2021
Cyber Monday Campaign



Campus Advantage 2021
Cyber Monday Campaign

Prizes:
• 1st Prize: $1,000 in 

Bitcoin or Ethereum

• 2nd Prize: Oculus Quest 2 
or Dyson Air Purifier

• 3rd Prize: Student 
Success Box



Campus Advantage 2021
Giving Tuesday Campaign

Giving Tuesday Elements:
• Matched $2 in 

cryptocurrency for every 
lease signed

• New and renewal split 
the match and donated 
to charity of their choice 
The Giving Block



Campus Advantage 2021 Cyber Monday 
and Giving Tuesday Campaign

Campaign Results:
• 437 New Leases/Renewals:
• 213 New Leases
• 224 Renewals

Metaverse Engagement:
• $874 in Ethereum donated to Sandy 

Hook Promise Foundation and Boys 
and Girls Club of Metro Atlanta

• $1,000 in Bitcoin sent to our winner
• Oculus Quest 2 for 2nd place winner



Campus Advantage 2021 Cyber Monday 
and Giving Tuesday Campaign
KPIs:
• 4,050 sessions to the landing pages, with 2,936 being new users
• Total of 326,112 emails sent with an open rate of 12.19% and a 

click-through rate of 4.6%
• SEM received 73,226 viewable impressions and 1,038 clicks for 

a final click-through rate of 1.41% and avg. CPC of $.54
• SMM received 321,940 impressions and 4,234 clicks, resulting in 

a click-through rate of 1.18%, exceeding the industry benchmark 
of 0.99%
• Campus Advantage’s CRM captured 2,255 leads, 308 visits, 

and 255 leases as a result of the 2021 Cyber Monday campaign
• All participating websites received 113.6% more sessions 

YOY with a 134.3% increase in new users. The average bounce 
rate improved by 7.38%

Email Benchmarks
OPR - 18.2%
CTR - 3.90%
Display Benchmarks
CTR - 1.08%
CPC - $.75
SMM Benchmarks
CTR - .98%
CPC - $1.81



CAMPAIGN
CASE STUDIES

2022 GENFT CAMPAIGN: NFTs



Objectives:
• Drive qualified new lease and renewal leads
• Build brand recognition for Campus Advantage
• Educate the target audience
• Innovate
Strategy:
• Guided by CA’s “Future Lives Here” tagline, we 

crafted a future-focused NFT campaign
• Leveraged generational identity + phonics of 

“NFT” to create “geNFT” concept as campaign 
branding.

• Leveraged heightened media buzz and celebrity 
NFT activity to drive traffic and interest

Campus Advantage 2022
GenFT Campaign
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Tactics:
• Landing page
• E-blasts
• 15 sec. promo video
• Paid social ads
• Paid display ads
• Customizable flyer
• Social sharables

Campus Advantage 2022
GenFT Campaign



Campus Advantage 2022
GenFT Campaign

Prizes:
• 1st Prize: Sign or renew 

for a chance to win 
$1,000 in cryptocurrency 
or Custom NFT

• 2nd Prize: Tour to win an 
Oculus Quest 2 VR 
headset



Campus Advantage 2022
GenFT Campaign

Campaign Results:
• 1,026 New Leases/Renewals:

Metaverse Engagement:
• $1,000 in Bitcoin sent to our winner
• Oculus Quest 2 for our tour winner



Campus Advantage 2022
GenFT Campaign
KPIs:
• 6,071 landing page sessions with 5,081 being new users at a 

bounce rate of 18%
• 96,112 emails sent with an open rate of 22% and a click-

through rate of 1%
• SEM received 384,354 viewable impressions, 6,312 clicks, 

resulting in a click-through rate of 3%, avg. CPC $.31
• SMM received 966,016 impressions and 6,921 clicks, 

resulting in a click-through rate of .75%
• 16 out of the 25 participating sites saw a positive delta in 

total website sessions YOY. 5 of those sites saw a 50% or 
more increase in total website sessions YOY

Email Benchmarks
OPR - 18.2%
CTR - 3.90%
Display Benchmarks
CTR - 1.08%
CPC - $.75
SMM Benchmarks
CTR - .98%
CPC - $1.81



Tell us about your experience 
with this conference. Download the NAA App



NOW FOR A
RETROSPECTIVE

LOOKING BACK (AND TOWARDS THE FUTURE)



Learning From
our Mistakes.
Things to Note:
• Google and Facebook have updated 

guidelines around cryptocurrency 
promotion

• Exchanging cryptocurrency requires 
several steps

• Unless it is an annual campaign, you 
will have to compare disparate data to 
measure YOY performance or solely 
base performance on benchmarks 



FUTURE
CAMPAIGNS

HOW TO INTEGRATE THE METAVERSE



Poll Question #4

Do you think you will incorporate aspects of the 
metaverse into your marketing in the near future?
1. Yes
2. No



How To Jump In:
1. Take the time to learn the 7 Layers of the 

Metaverse

2. Follow headlines and socially listen to spot 
trends among your target audience

3. Capitalize on any opportunity to integrate the 
metaverse into your campaign theme – whether 
it's fully about the metaverse or just an element 
of the campaign.

4. Don’t be afraid to be bold and have fun!

+

=

METAVERSE

HEADLINES

ENGAGEMENT



LET’S GET
PRACTICAL

A HOW-TO GUIDE FOR YOUR NEXT CAMPAIGN



A How-To Guide:
Step 1: Choose 1 of the 7 Metaverse Layers based 
on trends you think  will engage your audience

Step 2: Choose a leasing goal (new leases, 
renewals)

Step 3: Choose a marketing objective/strategy 
(website traffic, in-person tours, etc.)

Step 4: Determine 3-4 tactics that will help you 
achieve your objective

Step 5: Combine steps 1-4 and pitch your 
Metaverse inspired campaign with a strong CTA



ANY
QUESTIONS?
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