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GOLD, Direct-to-Consumer 
GOLD, Professional Services  
Campaign Title: One Bedroom – Zillow Rentals 
Year the campaign took place: 2018 
 

 
 
Brand: Zillow Group 
Creative Agency: Deutsch LA 
Media Company/Agency:  
Research Company: Ipsos, YouGov 
Additional Affiliated Companies:  
 
 
Summary of the marketing challenge, methodology, insight 
discovered, creative execution and business impact. 
 

Marketing challenge: Develop a unique, motivating message that 
breaks the inertia of the same old rental ad. Challenge industry 
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convention and risk doing something different that is based on insight 
and real emotion.   
 
Methodology: Proprietary tracking, in-depth qualitative, online 
ethnography, and copy testing 
 
Insight discovered: The rental home search is often a negative process 
that creates anxiety, leaving the consumer feeling alone and not in 
control. It is very easy to be a victim of circumstance when searching for 
a rental (due to time pressure, renter competition, rent increases, and 
the landlord’s selection process). 

     
Creative execution: “One Bedroom” is a 30-second ad that brings 
authentic emotion to the rental search story and highlights the benefit of 
Zillow’s mobile notifications. This creative was rolled across network TV 
and several social platforms.  
   
Business impact: The ad drove significant increases in revenue and total 
visits. 

 
CONSUMER INSIGHT  
 

Many rental moves are not happy — time pressure, competition and life 
disruptions leave renters feeling alone and not in control. 

 
MARKETING CHALLENGE 
 

Zillow Rentals was a developing business with an opportunity to grow 
faster if the marketing and insights teams could develop a unique and 
motivating message. A thorough review of the advertising landscape 
revealed that most rental ads had a pattern of “linear positivity” — the 
consumer is excited to look for a new place, they find a great rental, and 
then there’s a clichéd happy ending.   
 
Our marketing challenge was to break the inertia of the same old story. 
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We needed to leave advertising convention behind and risk doing 
something different — something based on insight and genuine emotion. 
The real challenges renters face created a compelling context for the 
benefits of Zillow’s mobile notifications, which needed to be featured in 
the ad. 

 
METHODOLOGY  
 

The research plan included Zillow Group’s Consumer Housing Trends 
Report (a proprietary tracking study), in-depth qualitative research with 
renters who’d recently moved, online ethnography with renters in the 
process of searching, and copy testing among renters. 
 
The quantitative Consumer Housing Trends Report provided the first 
important clue about how we could reinvent rental search advertising. It 
asks questions that typical trackers may ignore — and those questions 
revealed that a high percentage of rental searches are initiated because 
of unhappy or negative situations. This finding was contrary to what is 
typically portrayed in advertising.   
 
Knowing that there were so many negative rental search experiences, we 
conducted research to gain a deeper understanding of the emotions 
involved. We leveraged psychological techniques to help us better 
understand renters’ unconscious feelings. We conducted face-to-face, in-
depth qualitative research to examine how renters viewed their past 
experiences and used online ethnography to collect real-time info about 
feelings and behaviors that might be missed with other tools.  
 
The deeper research revealed that rental searches are often stressful, 
drive anxiety and make renters feel isolated and not in control. It is very 
easy to be a victim of circumstance when searching for a rental (due to 
time pressure, renter competition, rent increases, and the landlord’s 
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selection process). 
  
This insight, combined with our product benefit, became the core of our 
communication. 

 
CREATIVE EXECUTION 
 

The creative execution is a 30-second ad that combines the consumer 
insight with the product benefit in a motivating way. We delivered a 
rational benefit wrapped in an emotional envelope. 
 
“One Bedroom” shows a mother receiving a notice that she and other 
tenants have to move out. This recognizes that not every move is a 
positive one — starting the ad in new territory. As the ad goes on, we see 
the mother looking very lonely while searching online for a new home. In 
the middle of her busy day, she receives an alert from Zillow on her 
mobile phone — a new apartment has just became available — and she 
reacts with visible relief. This conveys that Zillow’s mobile rental tools 
help her feel less alone, bring her timely information, and most 
importantly, put her in control. At the end of the ad, she finds an even 
better apartment that has an additional bedroom for her daughter. The 
creative manages a range of emotional nuance, which is guided by the 
music and facial expressions. 

 
BUSINESS RESULTS/LESSONS LEARNED  
 

The “One Bedroom” ad brought new emotion to the category and helped 
identify a real benefit for consumers. This drove positive consumer 
perceptions and significantly increased revenue and total visits. 
 
Results: 
• Among renters, “One Bedroom” elicited a significantly stronger 

emotional response than industry norms (PopResearch copy testing) 
• Zillow’s rental revenue increased by 21% year over year (Zillow Group 

Press Release, Full Year 2018 Results)  
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• Zillow’s online rental traffic (total visitation) increased by double digits 
year over year (internal, Zillow Group analytics) 

• Among Zillow media that ran in the same year, “One Bedroom” was 
one of the highest performing TV spots (internal, Zillow Group media) 


