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The material in this education session has not been reviewed, approved, or endorsed 
by the National Association of Home Builders (NAHB). The topics discussed and the 
materials provided herein are for informational purposes only, are not intended to be 
an exhaustive presentation of information on a particular subject, and should not be 
treated as such. The speaker or speakers are not acting on behalf of or at the 
direction of NAHB.

NAHB specifically disclaims any liability, loss or risk, personal or otherwise, which 
may be incurred as a consequence, directly or indirectly, in the use or application of 
any of the materials presented in this or any other education session presented as 
part of the International Builders Show®.
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Continuing Education Credit

Each IBS education session provides .5-3 hours of continuing education 
credit toward NAHB professional designations. NKBA and AIA members 
may also earn continuing education credits by attending IBS
education. Please refer to each session’s listing in the show guide, website 
or app to determine the organization providing CE credits and the number of 
hours you will receive. Directions for reporting your hours can be found in 
the IBS Show Guide.





















Five C’s
of Email Marketing



Content 



Higher Open 
Rates

Segmented Emails 

Higher Click-
Through Rates

Lower 
Unsubscribe 
Rates



Segmented Emails 

Single First-
Time Buyers

Couple
First-Time
Buyers

Single 
Downsizers

Brokers 

Investors Married 
Downsizers



Ask the
Question!

Ask up front 
or ask as a progressive 

registration process.



Dramatic
Eye Catching 
Concept 



Buyer Personas 



Segmented
Lead Generation
to a Silo’d
Landing Page  





Custom section 
for the segmented 
target market 

Silo’d blog linked to 
a custom resource 
page  



Custom 
section for the 
segmented 
target market 



Silo Content 
Silo 1 BLOG Silo 2 BLOG Silo 3 BLOG Silo 4 BLOG Silo 5 BLOG Silo 6 BLOG

Right Sizers -
Mature Couples

Right Sizers -
Singles

First Timers -
Couples

First Timers -
Singles Investors Brokers

10 Best Things About 
Condo Living

10 Best Things About 
Condo Living

Tips to Buying Your 
First Home

Tips to Buying Your 
First Home

10 Insiders Tips on 
Condo Investing Visit Our Broker Portal

Lock & Leave Lifestyle Things To Do for 
Singles in Pickering

Why Pay Your 
Landlord's Mortgage?

Things To Do for 
Singles in Pickering

Who Makes The Best 
Tenants? Visit Our Broker Portal

Rightsizing Tips for 
Condo Design and 

Decor

Rightsizing Tips for 
Condo Design and 

Decor
New vs. Resale New vs. Resale

10 Reasons Why 
Pickering is a Great 

Investment
Visit Our Broker Portal

Hosting Dinner Parties 
at Your Condo

Hosting Dinner Parties 
at Your Condo

Maintenance Fees 
and How They Work

Maintenance Fees 
and How They Work

How Good Property 
Mgmt Improves Your 

Investment
Visit Our Broker Portal

Low Impact Workout 
Tips

Low Impact Workout 
Tips Couples Workouts Getting Out of Your 

Parents' Home Rental Vacancy Rates Visit Our Broker Portal



Each issue includes a 
short 1 minute video 
(micro content taken 
from our overall project 
video) 

Let them know what 
to expect next 



Silo and Reveal Planning 
Silo 1 
BLOG

Silo 2 
BLOG

Silo 3 
BLOG

Silo 4 
BLOG

Silo 5 
BLOG

Silo 6 
BLOG

Right Sizers 
- Mature 
Couples

Right Sizers 
- Singles

First 
Timers -
Couples

First 
Timers -
Singles

Investors Brokers

10 Best Things 
About Condo 

Living

10 Best Things 
About Condo 

Living

Tips to Buying 
Your First 

Home

Tips to 
Buying Your 
First Home

10 Insiders 
Tips on Condo 

Investing

Visit Our 
Broker Portal

Lock & Leave 
Lifestyle

Things To Do 
for Singles in 

Pickering

Why Pay Your 
Landlord's 
Mortgage?

Things To Do 
for Singles in 

Pickering

Who Makes 
The Best 
Tenants?

Visit Our 
Broker Portal

Rightsizing Tips 
for Condo 

Design and 
Decor

Rightsizing Tips 
for Condo 

Design and 
Decor

New vs. 
Resale

New vs. 
Resale

10 Reasons 
Why Pickering 

is a Great 
Investment

Visit Our 
Broker Portal

Hosting Dinner 
Parties at Your 

Condo

Hosting Dinner 
Parties at Your 

Condo

Maintenance 
Fees and How 

They Work

Maintenance 
Fees and 
How They 

Work

How Good 
Property Mgmt 
Improves Your 

Investment

Visit Our 
Broker Portal

Low Impact 
Workout Tips

Low Impact 
Workout Tips

Couples 
Workouts

Getting Out of 
Your Parents' 

Home

Rental 
Vacancy Rates

Visit Our 
Broker Portal

WEEK 
OF

MAIN Feature 
Story

Rendering 
Reveal

Rendering 
Reveal

Team Story/
Feature

Video -
1 Min

Date
Overall Project 

Concept/
Neighborhood

Aerial - Bird’s Eye 
View Rendering

Highmark 
Homes

Video With 
Joseph

Date Architecture Day Building 
Rendering

Suite/Kitchen 
Rendering Kohn Architects Video With 

Marianna 

Date Suite Designs Dusk Building 
Rendering Milborne Video With 

Hunter 

Date Building 
Amenities

Party Room 
Rendering

Sports Lounge 
Rendering First Service Video With 

John D. 

Date
Wellness -
Building 

Amenities

Fit Zone Indoor 
Fitness 

Rendering

Power Zone 
Outdoor Fitness 
Rendering + Zen 
Zone Rendering

Landscape 
Architect -

MSLA

Video With 
Dave Reid 



Consistency



Same Day

Same Time

Every Week

Stay Consistent!

Every Month 

Bi-Weekly 





Let them know 
what is coming 
up next!



Nature lovers 
content the 
next week!









Ask Questions in Your Email for Actionable Insights 



Costs 

Costs (Make yourself, use an 
Agency, how Taking effort to share 
and make aware)

Costs



1. Platform You Choose 
2. Custom or Template 

3. Frequency of Sending 

4. Internal or Outsourcing Copy, 
Design, Programming and 
Deployment 

5. Content You are Linking To

Factors in Your 
Email Marketing Costs





1. Plan in Advance – Develop a 
Content Strategy so you are not 
scrambling  
2. Repurposing and Recycling Your 
Existing Content 
3. Using Templated Formats 
4. Watch Your Volume 
5. Consider Outsourcing Part and 
Doing Part In House 

How to Keep Email 
Marketing Costs Down 



Clicks



1. Auto-Drip Emails/
Lead Nurture Campaigns

1. Event Announcements

2. Single Topic Emails 
3. Collaboration 

Opportunities

Engagement-
Connection, Clicks & 
Collaboration



Auto-Drip Campaign Lead 
Nurture Campaigns 
• Buyer Research
• Messaging Plan & Cadence
• Content
• Relevancy
• Re-evaluate
• Sales Funnel

The Best Emails
To Send



Collaboration



Open Rate

Connection & Clicks-
Confirmation Email

Buyer is in control, sets the pace

Click-Through 
Rate



Connection
& Clicks
Confirmation Email



Drip Campaign Overview
Overall Performance Sent Opened Open Rate # of Links Clicks CTR

01 - Drip Series - Confirmation Email 220 129 59% 1 32 25%

02 - Drip Series - Welcome Email - v2 392 175 45% 11 49 28%

03 - Drip Series - Gettysburg Location 387 156 40% 1 7 4%

04 - Drip Series - Community Lifestyle & Programming 353 157 44% 1 13 8%

05 - Drip Series - Amenity Overview 352 133 38% 1 6 5%

06 - Drip Series - Clubhouse Spotlight 353 133 38% 1 0 0%

07 - Drip Series - Wellness Spotlight 341 118 35% 1 3 3%

08 - Drip Series - Intro to Home Products 329 125 38% 1 22 18%

09 - Drip Series - Community FAQs 307 124 40% 10 19 15%

10 - Drip Series - Tax Benefits 277 124 45% 1 9 7%

11 - Drip Series - Are You Still in the Market 242 103 43% 7 12 12%

Total 3,553 1,477 42% 36 172 12%



Event
Announcement



Single Topic
Email



● New Home Counselors and 
“What’s in it for me!?”

● Methods to move prospects 
down the funnel

● Engagement data to inform 
operational and business 
decisions

Collaboration



Collaboration Opportunities



Collaboration Opportunities



● Lead scoring based on engagement 
with web, emails, visits, conversations

● Sent directly to builder team to follow 
up immediately

● Real time

● Highly qualified

● Move them down the funnel faster!

● Work together better as a team!

Collaboration -
Get the Sale!



1. Before and After Pandemic Stats. Why it’s not dead. Historic engagement.
2. Type of Buyer ID (Investor, First Time Home Buyer, Move Up)
3. Workflows - What is the Purpose and What Do You Want Them to Do?
4. Subject Lines/Time of Day to Send
5. Framework to repeat and become efficient
6. Automation (Drip/Rule Based added value)
7. Customer Journey

Robert - Action Strategy & Results



Automation & Email Marketing





Threats to reliability of metrics 
because of privacy measures

Open rate reliability is threatened by
Introduction of bot filtering and Apple Mail 
Privacy (60% of global mailboxes). 

Expected trend to consider KPIs: 

● Clicks
● Spam Rate
● Web Traffic and its Quality
● Unsubscribe Rate









Five C’s
of Email Marketing



Five C’s
of Email Marketing



Six C’s
of Email Marketing



Ask the Panel of Experts



Q&A


