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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®.

NAHB Disclosure



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.



Meet Your Speaker(s)

Robert Cowes BBA, MBA

SmartTouch Interactive
Austin, Texas

• From Panama & Austin, Texas

• 8th Year Speaking at IBS

• Co-Founder President & CEO of the only Full Service Agency 
dedicated to New Home Sales with CRM Technology

• MBA, BBA, 20 Years Focused on New Home Marketing

• 2 Million buyer leads leading to 2 Billion Real Estate sales  in 13 years

• Top 20 Advertising Firm, Top 100 Technology and Minority Owned 
Business in Austin 2014-21

• 80+ HBA Related Creative Awards



Can I 
GEO Fence 
the Whole 
Town?



Can I 
GEO Fence 
the Whole 
Zip Code?



Can I 
GEO Fence
the Whole 
Neighborhood?



GEO 
FENCING



What is
Geo Fencing?



How do 
vendors
use it to 
target 
devices?



How do they
connect to 
ad exchanges 
to connect 
advertisers with 
buyers?



How does
CPM and 
real-time 
bidding work?



What should 
you expect to 
invest?

Example 
Target

Approximate 
Spend per 
Target

Cost per 
Impression

# of 
Impressions

Competitor 
Model

$350 Impressions 
at $20 CPM

17,500

Local Real 
Estate Office

$500 Impressions 
at $20 CPM

25,000

Apartment 
Complex

$500 - $1,000 Impressions 
at $20 CPM

25,000 -
50,000

Competitor 
Community

$550 - $750 Impressions 
at $20 CPM

27,000 -
27,500

Churches $350 Impressions 
at $20 CPM

17,500

Large 
Companies

$1,000 -
$1,500

Impressions 
at $20 CPM

50,000 -
75,000

Military Base $2,000 -
$3,000

Impressions 
at $20 CPM

100,000 -
150,000

Fitness 
Center

$500 Impressions 
at $20 CPM

25,000



Is it legal?



How do you 
develop a 
homebuyer 
geofencing 
strategy?



What do you want 
them to do?



Popular Targets

Apartments

Hospitals/
Medical Centers

Employer 
Parking Lots

Model Homes

Churches

Events



Budgeting
• Average 

$1000/60,000 
Impressions

• More to Less is Best



What is an IDFA?
The Identifier for Advertisers (IDFA) is a 
random device identifier assigned by 
Apple to a user's device. Advertisers use 
this to track data so they can deliver 
customized advertising. The IDFA is used 
for tracking and identifying a user (without 
revealing personal information), allowing 
advertisers to access aggregated data.

Key for results is customizing ads for audience. 



What is

IDFA?
How do you obtain?

How long do they last?



COMPETITOR CONQUESTING
1. Target competitor location

2. Collect Mobile ID’s & Import

3. Create Campaign

3

List of ID’sModels

21



Target existing homeowners that live in a specific community. 

They may have bought the home pre-owned.

NEIGHBORHOOD CONQUESTING

22

List of ID’sNeighborhood



Target renters in apartment buildings 

that live near a specific community. 

RENTER (APARTMENT CONQUESTING)

23

List of ID’sApartment Building



Advertising Platforms You Can Use



How long does

IDFA last?
IOS Phone ID Lasts 
Approximately 30 days.

Android Phone ID 
Permanent (For now)



And Now 
How Do we 
Dominate 
Google 
Locally?



And Now 
How Do we 
Dominate 
Google 
Locally?



• A marketing strategy or emphasis
• Focusing on a small geographic area such as 

neighborhoods or districts.

Hyperlocal – What is it?



Hyperlocal – What is it?

Web SEO Social



Area Community Home

Understanding How Buyers Search



Area



Area

SCHOOLS DISTRICTS



• School districts
• 55+ communities
• Hip neighborhoods
• Multi-state metro
• Military bases

Understanding How Buyers Search



Hyperlocal – Web



Hyperlocal - Web



Hyperlocal - Web



Hyperlocal - Web

MARKET AREA
SUB-MARKET

COMMUNITY
HOME



Hyperlocal - Web



Hyperlocal – SEO



Hyperlocal - SEO



• Google Business Profiles
• You tell Google about your business
• Google rewards you with visibility

Hyperlocal - SEO



Hyperlocal - SEO



Hyperlocal - SEO



• SEO is marketing and web
• It's the bridge that connects the two
• Google My Business integrates with your web, SEO, and social strategy.
• Did you know?

• Parts of Google Business Profiles are pieces of the old
Google + social media platform?

Hyperlocal - SEO



Hyperlocal - SEO



• Structured Data
• Joint venture from search engines
• Agreed upon language
• Crucial for SEO success

Hyperlocal - SEO



Hyperlocal - SEO



Hyperlocal - SEO



Hyperlocal - SEO



● Focus on hyperlocal content.
● Two major “Helpful Content” updates from Google.
● Google is now introducing the concept of E-E-A-T, which stands for

○ Experience.
○ Expertise.
○ Authoritativeness.
○ Trustworthiness.

● Build content for people, not search engines.

Hyperlocal - SEO



Hyperlocal – Social Media



• The internet is called also called the web.
• Social media platforms should also be looked at as webs.

• But social platforms inherently encourage interactions between 
people and businesses on that web.

Hyperlocal - Social Media



Hyperlocal - Social Media



Hyperlocal - Social Media



• What's the first thing you should do 
with your blog post after its published?

• POST TO SOCIAL!
• This post received almost

9k pageviews in two months.
• This information can be featured

on your different pages.
• Where else should this information

go on your website?

Hyperlocal - Social Media



Hyperlocal - Web



• Your digital strategy is string of interconnected
channels that all feed into each other.

• Getting the most out of your digital strategy
means look at every piece and developing
a cohesive plan.

• Your potential buyers respond best to a
hyperlocal strategy because that's how they think.

Hyperlocal 



Homebuilders help build what it 
means to be "local"

We should expect buyers
to shop local.

Key Takeaways



STEP 1:

Find out what's important to your 
buyers. Your salespeople are a great 
first step to finding out information.

Hyperlocal



STEP 2:

Your website is the most dynamic tool 
you have. Start your hyperlocal 

strategy there. It starts with smart UX.

Hyperlocal 



STEP 3:

A solid website makes SEO easier, but 
Google My Business puts you on the 

map. Treat it like social media.

Hyperlocal 



STEP 4:

Ride the social algorithm wave. 
Connect with other local businesses to 
cement your place in the community.

Hyperlocal 



STEP 5:

👏 HAVE 👏 FUN👏 AND👏 BE👏
CREATIVE👏

Hyperlocal 
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