
IBS Education

What’s Your Hook? 
The Forgotten Art of Storytelling in
New Home Marketing



NAHB Disclosure

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®.



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.



Video Clip 1



Video Clip 2



The Tackle Box & The Hook



Turning
Land into a Brand

There is a story.



What’s
In A Brand?



Brand Stories Before 2020 



Brand Stories After 2020 



National Finalists

13 Silver Awards & Finalist for 
Gold

20 Silver Awards & Finalist 
for Gold

5 Silver Awards & Finalist for 
Gold



Master Plan Community of the Year
National Finalists

pecansquarebyhillwood.com

www.avemaria.com

wolfranchbyhillwood.com



Meet Your Speakers



Why Your Hook Matters



Why Your Hook Matters



Understanding the
Psychology of the Hook



Brand & Differentiation should be 
woven through the fabric of your  

community stories





All it takes for a consumer to make up 

their mind about the product they are 

going to purchase. 

The consumer's decision is subconscious, 

and it is aided by visual elements. 

95Seconds



The brand is not the community, itself!

Brand is a tool of the community that enables it 
to compete in the market. 

It’s an externally facing entity that enables the 
organization to construct a desirable image with 
its residents and prospects. 
 

Brand & Community – Cart & Horse

To this end, the brand has three 
objectives:
#1: Identify the community’s offerings 
(e.g. logos, mottos, unique features)

#2: Differentiate it from competitors

#3: Add unique value above and beyond 
the “utility” of the community itself



From the perspective of the consumer, the brand 
exists nowhere else but in their mind. 

The brand is a set of automatic associations, and these 
come in two flavors: semantic, and emotional. 

Semantic associations are what the brand means. 
What does the brand make you think about? 

-Semantic associations are the constellation of unique 
attributes, ideas, and connections that we readily 
associate with the brand.

Let’s Get Analytical



Brand emotional associations. 

What does the brand make us feel?

• Ultimately, the most important emotional 
association is whether or not they exude 
warmth: Do we trust this brand and do we 
feel that they have good intentions? 

• Brands that are perceived to be high on 
warmth benefit from the strongest and 
most enduring bonds with their consumers. 

Let’s Get Analytical



Marketers can expedite the 
branding process by leveraging 
social psychology. 

● But our social nature goes beyond even that: it 
shapes how we see the world. We see inanimate 
objects as having human qualities. 

● We see brands the same way as we see people: 
as having human-like qualities

● By making these psychological characteristics a 
primary component, companies can galvanize the 
brand-building process, and ultimately sculpt a 
highly distinct, engaging, and relatable brand. 



Why A Hook Captivates Buyers



The Power of Emotional Storytelling



Differentiation in a 
Competitive Market



Community Positioning 
Defining your unique value proposition for 

your community and how to incorporate in 

your sales pitch & marketing is key!

● What makes your location TRULY unique?

● Understand and sell your school districts*

● Your proximity to industry and entertainment

● Selling future development

● Selling walkability/location/recreation

● Positioning home design for the buyer for that location

● Selling yard configuration and use easements/setbacks*

● Understanding location utilities/ avg monthly payments 

& programs

● Understanding HOA and taxes



Competitive Market Differentiation

VS



The Strategic Messaging 

Framework



Objectives & Land/Homes 

Plan Discovery

Idea Storm of the Vision

Cut Outs & Clips Boards

Crafting the Perfect Hook
Brand Charrettes

Identifying Brand Pillars

Your Story 
(The Positioning Statement)

Image Sourcing

Mood Board Development



The Power of Emotion
Make ‘Em Laugh or Make ‘Em Cry



Finding What Resonates



The Problem to Solve



Captivate and Engage Buyers
Seek Unique. Communicate Consistently.

A compelling Brand Promise answers the question:

“WILL PEOPLE PERCEIVE A DIFFERENCE THAT IS DESIRABLE?”



Audience Question:

What Is Your 

Brand Promise?



Practical Applications - 

Bringing the Hook to Life



True Homes: “It's All About U”



True Homes: “It's All About U”





Resident Testimonials | Harvest by Hillwood

Find out why our homeowners love living at Harvest! Learn more about our new home community in Argyle/Northlake, TX at www.harvestbyhillwood.com or 
follow us on social media at www.facebook.com/HarvestbyHillwood and www.instagram.com/harvesttexas.

http://www.youtube.com/watch?v=23hLe661IHA


Custom Home Builder Revenue Strategies 

Build On Your 

Lot - BOYL

Scattered

Spec 

Build On Our 

Lot- BOOL 

Community

Spec 



4 Different Campaigns

Build On Your 

Lot - BOYL

Scattered

Spec 

Community 

Lot Take 

Down - BOOL 

Community

Spec 





Proposed Ad Campaign Ideas for D. R. Horton



Exit Sale Has Intentional Hooks



Wolf Ad CampaignDeveloping a Series of Hooks



Why do people buy? Three things! 

● Location

● Price

● Product

Signage Hooks - 

Community Positioning



Brand -Community Positioning 

Where’s my sign?!?

● Timing/Budget

● Strategy

● Approach

- Community entrance

- Directionals - large scale (thoughtful and strategic)

- Billboard/awareness

- Bootlegs/weekend directionals (smaller)

- Onsite community model sign

- Grassroots/competitive & finding land is a challenge



Silent Signage – Builder or Developer Approach



Silent Signage – Builder or Developer Approach



Marketing Events – 
It’s a BIG Part
of Your Hook 

● Moments sell

● Keeping families active, keeping interaction high

● Phase aware- pre- amenity activities

● Community referral events - pick your neighbor

● Community Housewarming Events

● Food! Local chefs, local designers (think entertaining & 

knowledge) 

● Realtor tour (bus included)!

● Seasonal events in fairly built-out locations (avoid the dirt)

● Food truck events /Hot Dogs and Movie Nights





Creating Moments



Event Marketing 



Real Hometown – 
demonstration of the tagline



Red, White & Bluefest
• Attendance of estimated 700 people

• New kid activities this year, new 
entertainment, use of event staff shirts 

for organization, gave out watermelon 
contest trophies (a big hit!), gave away 

Reunion branded totes and footballs for 
the kids



Ultimate Family 

Reunion

Featuring Denver chalk artists, a vintage 

VW Bus photo booth, pie eating contest, 

old fashioned family lawn games, and 

commemorative t-shirts! Hoping to 

capture one large “Family Reunion” 

photo during the event as well.



• Social media games and experience –
get people talking

• Connect to nature

• Connect with easy to activate events

• Community personas

• Unique storytelling to easy-to-execute 
experiences in a community that are 
affordable

• Unique homebuyer appreciation

Organic Hooks 

Still Bring Interest



Objectives & Land/Homes 

Plan Discovery

Crafting the Perfect Hook 
(Checklist)

Identifying Brand Pillars

Idea Storm of the Vision

Cut Outs & Clips Boards

Your Story 
(The Positioning Statement)

Image Sourcing

Mood Board Development



Story Launch & Continuity Check List
(The Check List)

Web Tile

Social Media Skins

& Posts

Video Promo

Digital Ads

Meta Ads

SEM Ad Updates

Emails & Text Messages

Print Collateral

Outdoor Signage

Impact Stations & 

Wall Art

Landing Pages

Print Ads

Blog Article

Email Signatures



Q&A



Contact Info Register to 
Download the 

Slides
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