
The Property
playbook.

Unlocking your advantage. 



We are a leading independent agency and
trusted growth partner for ambitious businesses
of all sizes, turning performance marketing into a
growth engine. 

We combine the expertise of our people, across Organic and Paid channels, with the power
of our proprietary Supertools, and an unrivalled client experience, to achieve your business
objectives and deliver valuable outcomes.

Our award-winning team understands the importance of truly knowing the intricacies of
different industries; it's how we help emerging brands break through, and established
companies amplify their performance.

That’s why we’ve combined our powerful in-house Supertools with extensive research to
bring you this report, filled with valuable insights and expert analysis.

We hope you find this property report useful, and if you want to learn more about how
Embryo can help you stay ahead in this competitive field, then we would love to talk.

0161 327 2635

embryo.com

info@embryo.com



‘Within the property industry, the customers often have a pain point
around friction during the property purchase or leasing process. Your

organic marketing should do the opposite.

Rather than adding to the noise, Organic should reduce uncertainty,
signposting users to the right information at the right time and creating

a seamless, confidence-building experience. That means clear
navigation, fast loading websites, intent-led landing pages, structured
FAQs, helpful guides, transparent pricing, localised content and strong

trust signals.’

Jess Atkinson
Organic Search Director, Embryo

‘The Property Industry has seen an 11% increase in auction listings and an
7% rise in traffic acquisition, forcing higher ad spend to maintain visibility

and results that advertisers were seeing for less money, previously.

Conversion rate is becoming prevalent to maintaining lead acquisition
costs, with landing page design and CRO becoming key techniques to

beat the competition in the market.

The latest data pins the industry average conversion rate (for leads) at
4.23% at the bottom of the funnel, and 0.53% within the higher funnel
activities. Over 74% of users in this industry are now using Mobile only,

so the user journey must be prioritised and modelled around this.

Google Ads, Meta & LinkedIn continue to be dominant advertising
sources, with over 90% of agents using Facebook for visual property

marketing’

Callum Leonard
Paid Media Director, Embryo



Total investment into the UK Living
Sectors in 2024, representing a 2%
increase year-on-year (Knight
Frank, 2025)

£10 billion

Residential 
property.



The UK residential property market, now broadly categorised as ‘the living sector’, is
undergoing its biggest structural transformation in decades. 

No longer defined solely by asset volume, the sector has shifted towards a model where
income security, brand equity, and customer experience are the key drivers of value. 

For Chief Marketing Officers and Marketing
Directors, this shift presents a dual challenge. 

Firstly, construction costs are structurally elevated, insolvency rates in the supply chain are
at record highs, and the cost of debt continues to rise. Secondly, the traditional marketing
playbook, reliant on "list and leave" strategies via third-party aggregators, is proving
increasingly inefficient and expensive. 

This section will dissect the pressures facing Housebuilders, Build-to-Rent (BTR) operators,
Co-Living providers, and all other businesses feeling the strain in the residential property
market. And most importantly, how a performance marketing agency like Embryo can help. 



Regulatory changes.

Government intervention in the housing
market over recent years has reached its
maximum activity.

These regulations are not just compliance
issues; they are market-shaping legislation
that alter the product proposition and the
target audience. 



The Government has been targeting previously
developed yet neglected sites like derelict car parks and
abandoned petrol stations, to bypass traditional planning
bottlenecks, in the hope to accelerate housing delivery
without infringing on high-quality Green Belt vistas.

However, this shift coincides with a troubling decline in
small and medium-sized enterprises, as giant
corporations possess the capital to absorb soaring
regulatory costs. This lack of diversity in the market
threatens local innovation and slows down the very
speed the Government aims to achieve.

The Future Homes Standard (FHS) 2025: New homes
should produce 75-80% fewer carbon emissions, moving
toward high-efficiency heat pumps and solar technology.

Biodiversity Net Gain (BNG): Developers must prove
new projects improve local nature and wildlife by at least
10% vs land before building.

Green Premium: While upfront costs are higher, these
homes boast significantly lower utility bills, making them
resilient assets that have higher market valuations than
traditional, older homes.

Grey-
belt

land.

Green
building

standards.



Web design

Digital tools can help bypass some of the traditional friction in the planning
process.

Use social media (targeted Facebook/Instagram ads) to run surveys
before a planning application is even submitted. Presenting a planning
officer with a social proof report showing majority community support is
great for gathering feedback and can significantly fast-track approvals
compared to traditional, often confrontational, physical meetings.

Positioning for
the "Grey Belt"
opportunity

Combating SME
decline through
"niche authority"

Solving the
slow planning
bottleneck

Become the go-to partner for local authorities
looking to offload under-utilised land.

Geo-fenced B2B advertising: Use LinkedIn
and Google Ads to target "decision-
makers" within specific local planning
authorities. Show them case studies of
how you’ve successfully transformed
"eyesore" land into community assets.
(The "grey-to-green" vision): Create a
dedicated landing page featuring
interactive sliders or 3D renders that show
the transformation of grey belt land into
your sustainable housing. 

Giant corporations win on volume; SMEs must win
on agility and local trust.

Educational content: Create a "Regulatory Hub"
on your website, as Redrow have, simplifying
complex new regulations into bite-sized guides,
and position your SME as a thought leader. This
builds earned media; other builders and local
journalists will link to you as a source of truth.
Hyper-local SEO: Use localised SEO (e.g.,
"Boutique housebuilder in [Region]") to capture
the segment of the market that prefers buying
from a builder with a face and a local reputation.

PPC

Paid social

Content

SEO



When the targets are corporate wide, the
risk of "greenwashing" claims increases.

Data-led authority: Move away from
vague terms like ‘eco-friendly.’
Marketing managers must lead with
verified data. Publish annual "Impact
Reports" that are third-party audited.
The radical honesty approach: If a
specific project falls short of a goal,
market the mitigation strategy.
Showing how the company learns and
adapts its corporate strategy builds
more long-term brand equity than
hiding the data.

Zero-carbon
ready & future
proofing 

Wellness, placemaking,
and 30-year stewardship

Transparency and
anti-greenwashing

Since new homes will produce 75–80% fewer emissions, your messaging
must move beyond "energy efficiency" to operational readiness.

Combat "heat pump anxiety": With the ban on gas boilers, your
marketing must demystify new technologies (heat pumps, solar PV,
triple glazing). Create ‘how-to’ content and testimonials to reassure
buyers about comfort and ease of use.
Position FHS homes as superior investments. Modern buyers fear
"mortgage prisoners" in inefficient homes; market the fact that these
homes will not need expensive retrofits to meet 2050 Net Zero
targets.

 BNG isn’t a planning hurdle; it’s a lifestyle product.

From "Scrubland" to "Amenity": Frame the mandatory 10% gain as an investment in resident
wellbeing. Use your web design to highlight wildflower meadows, wetlands, and green
corridors as premium communal features.
Longevity as a brand value: BNG requires a 30-year commitment. Use your website content
to market your company as a long-term steward of the land, which builds trust with both
local authorities and high-intent buyers who value community stability.

https://www.taylorwimpey.co.uk/corporate/sustainability

Content
marketing

SEO

Web designSEO

Content
marketing



What do the SERPs say?

Our in-house visibility tools give a single-page overview of
multiple SERPs, so you get a real-time understanding of
what’s appearing for your most valuable keywords across
different intent types and locations. Instantly spot
opportunities, threats, and areas where your content is
overshadowed.

Intermingle - New builds in The North

One search query has multiple answers based on different
user locatons
Our in-house tool shows us the SERP positions for the same search query of ‘new build
estates’, based on the user's location in North England.

It is interesting to see that Rightmove dominates position 1 for 75% of the locations, as
they make use of pre-filtered URLs, allowing for dynamic and always up-to-date pages.
They will often appear higher than specific builders due to the search intent (people are
looking for more exploratory / comparison content and not necessarily the specific
builds the brand offer) & have good brand awareness for general terms.

Intermingle also shows paid ads (red), where we can see PPC ads across multiple
locations quite far down the SERP, as the search engines aim to show local users
immediate, actionable information such as local packs, physical locations, reviews, and
booking options, rather than just paid text ads. Useful information for those companies
that might be appearing organically before their PPC ads.



Abolition of Section 21: The ban on "no-fault" evictions
removes the safety net for amateur landlords. 183,000
buy-to-let properties were sold in 2024/25, a 28%
increase year-on-year.

This is a "land grab" moment for BTR companies. As
amateur landlords exit, professional BTR operators can
market themselves as the secure alternative. The
Customer Value Proposition (CVP) shifts from luxury
living to secure tenure.

Gateway 2 Delays: The requirement for safety regulator
approval before construction starts has pushed average
approval timelines to 36 weeks.

Levy Impact: The new Building Safety Levy will apply to
BTR and PBSA developments, adding a cost per unit that
directly erodes the marketing budget.

Consumer awareness: Marketing materials now need to
explicitly address safety credentials. "Fire safety
compliant" is becoming a marketable amenity, similar to
"gym included."

The
Renters’

rights Bill.

The
Building

Safety Act. 



Total acquisition budget

80%

20%

The biggest pain point for renters is the fear of instability. BTR operators
should capitalise on being compliant professional landlords.

Launch a "Tenure security" campaign. Use digital assets to highlight that,
unlike private amateur landlords, a BTR operator will never sell the house
from under the tenant.
Replace "Premium amenities" with "Security for life" or "Your permanent
home."
Update SEO keywords to include phrases like "secure long-term rentals"
and "landlord that won't sell."

SEO

PPC

Paid social

CRM/email

Affiliates

Organic social

Pivot the brand
messaging from
luxury to legacy

Since bidding wars and aggressive dynamic pricing are being
curtailed, you cannot rely on ‘price push’ tactics. Marketing
must justify the rent through inclusive value.

Solution: Transition to all-inclusive pricing models. Bundle
services (high-speed Wi-Fi, gym memberships, utilities, or
co-working spaces) into a single optional monthly fee.
Use comparison tables in your social ads comparing a BTR
all-inclusive price vs. a private rental ‘hidden costs’ price
(e.g., rent + separate bills + gym + maintenance fees).

Combat rent controls 
with total value
marketing

With rising costs and multiple rent hikes already this
year, protect your price per unit by focusing on
minimising void periods instead.

Create a community-first feeling through organic
socials and CRM strategies. Marketing should focus
heavily on resident events and community apps to
increase the ‘social glue’
Shift around 20% of the acquisition budget toward
internal marketing. For example, use automated
email flows for renewal anniversaries offering non-
monetary perks (e.g., a free apartment deep clean)
to secure lease renewals early.

Focus on retention



Safety as a must
have amenity
(product marketing)

With the Building Safety Act, "Fire Safe" is no longer a
behind-the-scenes requirement; it is a front-facing
selling point. In a market where older stock may lack
second staircases or updated certifications, your new-
build compliance is a competitive advantage.

Elevate the Golden Thread of safety information into
your brand’s trust signals.
Make sure all relevant safety trust signals are
marked on your website and brochures. 
Explicitly mention "Dual-Core Escape Design" (the
second staircase) and "Gateway 2 Approval" as
marks of quality that differentiate your scheme from
older, single-staircase high-rises.

Approval timelines of 36+ weeks create a "black hole" in
your marketing calendar. If you start marketing too early,
leads go cold; if you start too late, you miss occupancy
targets.

Implement "nurture-only" lead generation during the
36-week wait.
"Apply Now" ads will be less effective during the
approval bottleneck. Instead, run behind-the-scenes
content. Use this period to build an exclusive ‘early
access’ email list, keeping potential residents engaged
with updates on the building’s new features and
construction milestones.

Managing the "Gateway 2" delay (pipeline
marketing)

PPCOrganic social

SEO



Commercial
property.

the length of an average traditional
office lease (Re-Leased, 2025).

3.7 years



After two difficult years, the commercial property market is turning a corner. With the Bank
of England base rate stabilising and swap rates holding around 3.5%, investors are finally
putting their money to work. Investment volumes are expected to hit £43bn-£48bn this
year, up 15% from 2025 (Savills, 2025).

But there's a catch... If you've got a modern, efficient building, you're in a seller's market -
great! If you don't, it will be a struggle. The market has split, and the gap is widening fast.

Grade A buildings are winning. 
Vacancy for top-tier space across the six largest UK cities averages just 3.6%, and for new
builds it's practically zero (at 1.1%). This scarcity is pushing rents to record highs and
creating a genuine seller's market for premium stock. Tenants are competing for the best
space, not the other way around.

Secondary buildings are struggling. 
Older, inefficient blocks that can't meet rising ESG standards are facing a crisis. If they can't
be upgraded economically, they're being repurposed into student housing or residential
conversion. Those days of "any space will do" are well and truly over. This repurposing trend
is accelerating, with over 2 million square feet of office space receiving change-of-use
approvals in 2025 within London alone (City of London Corporation, 2025).



Market shaping
trends. 

The commercial landscape has shifted
from stability to agility. As lease lengths
shrink and fit-out costs soar, the
traditional landlord-tenant relationship is
being rewritten. 

To remain competitive, businesses are
now balancing high-spec ‘Plug & Play’
convenience with rigorous ESG standards
and hospitality-led experiences that turn
the office into a destination.



The Landlord and Tenant Act 1954 is currently under
review. Following an Interim Statement by the Law
Commission (June 2025), security of tenure may soon
kick in at 2 years, instead of 6 months. 

When a tenant knows they might exit in under 4 years, a
self-funded £500k+ fit-out doesn’t make sense for a
tenant. As a result, Category A+ co-working space is no
longer a flexible option, but one of the only financial
models that works for today’s tenants.

London is now officially the most expensive city in the
world for office fit-outs, with high-spec projects reaching
£4,671 per square metre (Turner & Townsend, 2025). This
puts London ahead of New York (£4,470) and Zurich
(£4,299). These costs are killing the traditional shell and
core model for spaces under 5,000 square feet, as small-
to-medium tenants simply cannot bridge the investment
gap.

Landlords are responding by effectively becoming interior
designers and delivery partners. Delivering personalised
Category A+ fitted space has become the primary
strategy for reducing void periods in competitive markets.

Leases are
getting

shorter, and
faster.

Fit-out costs
have gone

through the
roof.



In 2026, a simple gallery of photos and a PDF
brochure are no longer enough to win over high-
value tenants. 

With the rise of hybrid work and elastic portfolios,
decision-makers are doing more pre-screening
online than ever before.

Ensure your website content is optimised for AI
discovery. If your SEO strategy is strong, then you
will naturally appear in AI searches too. 

You could start to publish deep-dive reports on
local market trends or sustainable building
practices. If your brand is consistently cited as an
expert on specific topics like "Green Office
Spaces in London", AI models are more likely to
recommend you as the definitive answer to a
user's conversational query.

Also, the more your brand is mentioned across
industry publications, etc., the more likely you are
to feature in AI citations as a trusted source.

Pivot from ‘static
listings’ to ‘immersive
storytelling’

Like many other UK businesses, including Rightmove, you could invest in
"Interactive digital storefronts." This means integrating 3D Matterport tours
and drone cinematography as standard on your socials, ads and website
listings.

It allows prospective tenants to ‘feel’ the flow of a space and its surrounding
amenities before a physical site visit. 

Source (3D property scanning)

"Which commercial properties in [City] have the best
ESG ratings and flexible lease terms?" 

For more on
appearing in AI
search, download
our AEO/GEO guide

Web design

Social

SEO, AEO, GEO

Digital PR



Traditional (shell & core) A Cat A+ fitted space

Upfront CAPEX High (£4,600+ per sqm) Near Zero (£0 fit-out cost)

Speed to move-in 6–12 months (Design/Build) Immediate (Day 1)

Project risk High (Cost overruns/delays) None (Risk stays with Landlord)

Management time 100+ hours (Procurement/Legal) Minimal (Simple Lease Sign-off)

IT & connectivity Tenant must install/contract Pre-installed (High-speed Fiber)

Sustainability/ESG Tenant's responsibility Pre-certified (BREEAM/EPC A)

Void period risk High (Tenant pays while fitting) Zero (Productive from Day 1)

The tenant can start working on day 1

Your digital content should focus on financial storytelling. Use LinkedIn and targeted email
campaigns to present ‘Plug & Play’ calculators. Show the side-by-side comparison of a
traditional ‘Shell & Core’ lease versus your Cat A+ fitted space, highlighting the £0 upfront
fit-out cost for the tenant.

Create short-form video walk-throughs that highlight specific high-spec features that the
tenant now doesn't have to sort themselves. Or opportunities where you could work
alongside a client to make your space their own for a much cheaper price.

Target the displaced SME segment

There is a massive pool of SMEs who previously wanted their own bespoke office but are
now priced out of the fit-out market.

Use hyper-targeted "Problem-Solution" ads on platforms like Instagram and LinkedIn.
Target decision-makers in firms sized 10–50 people who are currently in serviced offices
or nearing lease expiries.

Use messaging like: "London fit-out costs just hit £4,671/sqm. Don't pay it. Move into a fully
fitted, high-spec HQ at [Property Name] with zero upfront investment."

For those who do want bespoke offices, offer some personalisation to make your space
feel like their own.

Give them a direct comparison

Paid social



Hybrid work is now a permanent reset. Infact, 66% of UK
office staff work a hybrid model, with Tuesday through
Thursday serving as the peak office days (ONS, 2025). 

As a result, we’re seeing a continuing trend of hotel-
style concierge services, wellness zones, and
WiredScore Platinum connectivity as base-build
requirements. Buildings with verified wellness facilities
see 15–25% higher occupancy rates than their unrated
peers, alongside 12% rental premiums and significantly
higher tenant retention rates (CBRE, 2025).

The countdown to MEES (Minimum Energy Efficiency
Standards) is on. By 2027, an EPC rating of C will be
required, rising to B by 2030. This creates a looming crisis:
approximately 58% of London’s existing office stock
currently sits below the 2030 EPC B requirement (Knight
Frank, 2025).

Assets that fail to show a clear Net Zero pathway are
already being hit with Brown Discounts, a valuation
penalty of around 10–15%, compared to ESG-compliant
buildings (JLL, 2025).
Brown assets take 40% longer to sell and attract 30%
fewer bidders in the current market (JLL, 2023)

Offices
need to

compete
with home.

Green
credentials

aren't
optional.



Market the Tuesday-Thursday experience

Since 66% of the workforce is hybrid, the office is no longer a daily habit, but more of a
weekly event. Your digital marketing should take advantage of the peak-day energy.

Don’t just use aesthetic empty entrance photos. Use social proof videos of people actually
using the gym space or the rooftop terrace in summer. Your goal is to make the WFH
experience look lonely and technologically inferior by comparison.

Lead with your accreditations

In your digital strategy, overlap trust signals and performance data on lifestyle imagery in
your ad creative. Show the impact of WiredScore Platinum on business continuity, or how
the building’s air filtration meets specific health standards.

A "Technical Spec Guide" that explains how the building’s physical environment, e.g.,
lighting, air quality, and acoustics, actually supports a focused Tuesday-to-Thursday work
week.

For those with assets currently rated C or D, your digital brochure should include a
dedicated ‘Net Zero Audit & Pathway’ section. Use clear, non-dramatic language to detail
the scheduled upgrades (e.g., LED rollout in 2026, Heat Pump transition in 2028).

On your property’s landing page, include relevant certifications and badges. Instead of just
saying ‘Green,’ say: "MEES 2027 Compliant | 2030 Pathway Verified." This directly
addresses any buyer's fear of a 10-15% Brown Discount.

Organic/ Paid social

Content



Keywords
Referring
domains

DA Traffic Pages Backlinks
Brand
traffic

Non-brand
traffic

Average 147 187 25 713 164 772 16 169

Top 25% 492 465 39 3,200 683 5,728 102 643

Top 10% 2,308 1,877 67 32,837 5,635 75,941 1,292 5,278

Top 10 26,549 20,809 83 495,808 42,808 1,004,441 7,071 39,589

Industry
leader

417,390 316,630 92 13,872,426 449,714 50,151,426 43,411 81,077

What do the numbers say?
One of our in-house Supertools, Needle, has processed hundreds of thousands of
data points from leading industry sources.  We have outlined these eight pivotal
metrics that are critical drivers of overall online visibility. Based on a comprehensive
analysis of hundreds of commercial UK property businesses, these statistics serve as
the essential benchmark for success in the market.

Which Supertool does your
business need?



Third-party 
aggregators.

minutes the UK population spent
scrolling on Rightmove in 2024
(Rightmove, 2025)

16.4 bn



By relying solely on aggregators, operators fail to build their own brand equity.
They are renting their audience rather than owning it.

When a lead comes via Rightmove, the operator receives limited data. They miss
the "pre-search" behaviour, the specific amenities viewed, and the re-targeting

opportunity.

The UK property sector suffers from a dangerous dependency
on third-party aggregators, primarily Rightmove, Zoopla and
OnTheMarket. This extracts significant value from the sector

while commoditising the product.

increase in Rightmove's Average
Revenue Per Advertiser (ARPA) since
2021.

28.2%

of total marketing budget
goingtowards portal fees

13.5%

of agents believe that the innovation
provided by portals does not justify
the price hikes.

58%



What you missed in 
Feb 2026...

Google’s Gemini models will be integrated into Rightmove’s property search service, which
will include conversational ‘natural language’ search. This will give users the option to
describe property requirements in their own terms instead of the standard checkbox-
based filters.

For home-hunters, it saves hours of manual filtering and reading through long descriptions.
For sellers, it means their properties are more likely to be seen by the right buyer whose
specific lifestyle needs match the property's unique features.

By prioritising user intent and natural language, the partnership is setting a new standard
for how we navigate one of life’s most important decisions.

This £60 million AI rollout, however, has inevitably raised listing fees yet again for small and
medium-sized estate agents and letting agencies. 

x
Announced: Friday February 13  2026th

(Source: Rightmove)



By focusing our search campaigns around the USPs of Native properties
and keywords about these and the location of the buildings, we were
able to target users with higher intent and drive the results Native were
looking for.

Our team used Meta to drive users at all stages of the buying journey,
focusing on building awareness, driving engagement and ultimately
conversions.
Navigating around Meta restrictions, we used a broad targeting approach
paired with the right creative and highlighting property USPs for the
relevant users.

Native Communities.

4466
viewings booked
through PPC

175%
Increase in organic
conversions

6121
Website enquiries

23 million+
PPC search impressions

Building search real-estate with a multi-channel approach

Case study.



Salboy.

Based in Salford, Salboy delivers and supports residential-led
development nationwide, with a footprint spanning Greater Manchester,
London and Cornwall.

They came to Embryo as they were looking to boost brand exposure,
lead generation and their online presence.  

We delivered a multi-channel strategy that focused on delivering
effective PPC and paid social campaigns, as well as SEO and content
marketing, to generate the results Salboy were looking for. 

79%
Increase in traffic

43%
Increase in new users
YoY

80%
Increase in conversions
YoY

Case study.

A nationwide multi-channel strategy delivering high-intent leads
and massive brand growth from Salford to London.



Info@embryo.com

The only constant is change. Some of the regulations we’ve discussed will evolve
again by the end of the year, new buyer trends will emerge, and Google's algorithm
will shift, again. 

Your education doesn’t stop with this document. Our events and resources are
there to help marketing industry professionals stay on top of their game

If at any stage you are looking for a strategic partner to help you implement these changes
and drive results across every channel, our team is here.

For a direct conversation about your specific goals and how we can apply these principles
to your business, please get in touch.

Stay ahead of the curve.

Expert resources

Embryo events



To help you find your starting point, we’re
offering a free online visibility and competitor
analysis report.

Powered by our proprietary Supertools, your bespoke report will help
turn complex data into actionable insights. It will give you a clear, 
data-driven snapshot of your current performance, benchmark against
your key competitors, and uncover the immediate, opportunities you
can take advantage of.

This provides the data-driven foundation for your 2026 plan.

Get a bespoke
competitor
anaylsis



Transforming potential. Fuelling growth. 

Growth partner for 
ambitious businesses.

@embryoagency

2   Floor,nd

127 Portland Street,
Manchester,
M1 4PZ

0161 327 2635

info@embryo.com


