What’s Your Hook?

The Forgotten Art of Storytelling In
New Home Marketing
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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®.
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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.

/\m

National Association KITCHEN+BATH
of Home Builders
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Video Clip 1
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Video Clip 2
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The Tackle Box & The Hook
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What’s

In A Brand?
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Brand Stories Before 2020

—

TRES LAGOS

LIVE LIFE BY DESIGN

) and a variety of options for personalization of
HOMES FROM  ame, you can have the funetional, beautiful and

THE LOW $200s  fhome youvealways dreamed of.

N

TRES LAGOS

LIVE LIFE BY DESIGN

FOR EVERYONE

i
—
TRES LAGOS

e - LIVE LIFE BY DESIGN

/
7 DREAM 1T\ o

Imagine having all these amenities
steps from your front door:

o Resort-style swimming pool

o Tri-level tanning deck

o Fitness center

* Community center

© 100 acres of lakes

200+ acres of public parks

© Over 20 miles of trails

B BUILD IT
Loveq

E THE FIRST STEP!

Spending more time at home? Make the most of it with a new
Esperanza Home in north McAllen's premier community, Tres Lagos!

What would make your new home a perfect fit?

HOME OFFICE
EXTRA BATHROOM
LARGE OUTDOOR LIVING SPACE
LOFT OR GAME ROOM
ACCESS TO AMENITIES
@ OR SELECT ALL OF THE ABOVE

7 Please
i Select One }




Brand Stories After 2020

u ”
R M e

THE OVERLOOK AT SALADO

“ronri: $300s

WITH A LUXURY LIFESTYLE

LUXURY HOMESITES FROM $179K | SALADO, TX

£ 3
, .
HIGHIAND L= ===

NEW HOMES FROM

SOUTH FORK MODEL HOME PA[iK - //
| $480K - $715K

me Buying Experience
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National Finalists

1] 11Luvoon W swarmrouck =
l' oL milesbrand I NTERACTIVE EVOLUTION

MARKETING

20 Silver Awards & Finalist 13 Silver Awards & Finalist for 5 Silver Awards & Finalist for
for Gold Gold Gold

il \¥/

Ave Marla PEGCGAN WOLF RANCH

A BIG KIND OF SMALL TOWN

SQUARE.
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Master Plan Community of the Year
National Finalists

"""" =
s f
PSEGAN
KIND OF sman TOWN : QUARE
. D00RS
o (7 SQUARE
= T R —
' pecansquarebyhillwood.com

wolfranchbyhillwood.com
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Meet Your Speakers

DIANA ARRUU. JENNIFER COOPER  ROBERT COWES  BILL SlEERTSEN
MARKETING DIRECTOR FOUNDER & CEO PRESIDENT & CEO DIR. OF CLIENT SERVICES
HILLWOOD COMMUNITIES EVOLUTION MARKETING SMARTTOUCH® INTERACTIVE MILESBRAND
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Why Your Hook Matters
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Why Your Hook Matters

THE HARVEST i
; FARM & MEET FARMER
ORCHARD ROSS

As the operator of our on-site commercial
farm, Farmer Ross is passionate about helping
3 Harvest homeowners and kids connect with
He grows a variety of produce - such as ;

their food through classes, volunteer

lettuces, tomatoes and carrots - and opportunities, and farming advice that's both

WELCOME TO THE sells them at farmers markets and to free and priceless.
AGRIHOOD area hotels and restaurants. He also

uses the produce for the CSA Like many professional farmers, Farmer Ross

The Harvest Farm is a fully functioning,
on-site farm managed by Farmer Ross.

Thistamily faoig herboe thatibpied (Community Supported Agriculture), a has a master's degree from one of the nation'’s
Harvest continues to shape a new kind of paid resident membership program. He leading agricultural colleges, Texas A&M
agrarian culture — one that values farm-to- drops off fresh produce that he grows University..Unlike mén}/ of those professionals,
. however, his degree is in business! So while he’s
tablelprodecesmodemicolintiyiving, as well as from local farmers he using sustainable practices to grow fresh
partners with directly on to the produce, he's also building a thriving farming

community connection, and homegrown
operation that serves local farmers markets and

restaurants — while surplus crops go to Tarrant
Area Food Bank.

residents’ front door along with

friendships. In so many ways, our farm and
delicious recipes.

gardens nourish the soul of our community.
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Understanding the
Psychology of the Hook
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Brand & Community — Cart & Horse

The brand is not the community, itself!

% "

he brand has three
Brand is a tool of the commEIESE. #1: Identify the community’s offerings
to compete |

(e.g. logos, mottos, unique features)

n the market.

-
'__',." .

N p,"‘?' 2 #2: Differentiate it from competitors

#3: Add unique value above and beyond
the “utility” of the community itself
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Let’s Get Analytical

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.
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Let’s Get Analytical

Brand emotional associations.
What does the brand make us feel?

e 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.




Marketers can expedite the
branding process by leveraging
social psychology.

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

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

e 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.
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Why A Hook Captivates Buyers

(®Target.

get more. pay less.

V'
) )
Bl LS
goe Thinl different.
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G TOYOTA

Let’s Go Places

How doers
get more done.




Ala

he Power of Emotlonal Storytelllng
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Differentiation in a
Competitive Market
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Defining your fC , on TRULY unique?

your community and . e in and sell your school districts*

= - : —
your sales pitch & marketing is key! oximity to industry and entertainment
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Competitive Market Differentiation

BIGGER () IT'S ALL New Homes in

- DIEAN New Braunfels, T
SELECTION. e % 2 . I‘BARN TN ew Braunfels, Texas
: . MEYER RANCH X pus 2 REACH EXPLORE VERAMENDI

HEMES CGRgmee
Gehanvomes  HISHIAND

PPuscrron  tri pointe

LIVE

BIGGER

AND

BRIGHTER

New Homes in

IT'S ALL i
WITHIN | g

REACH

MEYER RANCH
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The Strategic Messaging
Framework
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Crafting the Perfect Hook

Brand Charrettes

Objectives & Land/Homes Identifying Brand Pillars

Plan Discovery
Your Story

Idea Storm of the Vision (The Positioning Statement)

Image Sourcing

Cut Outs & Clips Boards

Mood Board Development

= Ly B
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The Power of Emotion
Make ‘'Em Laugh or Make 'Em Cry

o

AR AN
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~ Finding What Resonates
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The Problem to Solve

I'll have...

a venti skinny caramel ribbon

one-pump halfcaf oatmilk machiatto , ’
extra whip double-cup with legs. K\
e A L) =

IP you can do this
with a cup of coffee,
why can'’t you do it
with a new home?

TrueHomes

1 ALL ABOUT U
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Captivate and Engage Buyers
Seek Unique. Communicate Consistently.
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Audience Question:

What Is Your
Brand Promise?
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True Homes: “It's All About U”

TrueHomes

IT'S ALL ABOUT U
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True Homes: “It's All About U”

Custom Builder Semi- Builder Production Builder , & N 3 e
3 X TrueHomes
5 =
- g e
%
INLIMITED CHOICES MANY CHOICES NO CHOICES - N z = 3 &
HIGHEST MAKE - YOU - SMILE MOVING TARGET > . . DESIGN STUDIO
PRICE PRICE PRICE i . 3

I'll have, . |

Q & Venti skinny caramet

ribbon Ul

[ ©One-pump halfcaf oatmilk machiato . v
€Xtra whip double-cup with legs

SIGNAGE, SALES OFFICE

PRINT AD
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Y 4

Harvest by Hillwood 6

Feelin’ groovy at our Harvest 50+ trivia night & & €. A far-out evening with
neighbors and funky facts! #harvestbettertogether
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http://www.youtube.com/watch?v=23hLe661IHA

Custom Home Builder Revenue Strategies

Build On Your @ﬁﬁ Build On Our
Lot - BOYL [@ Lot- BOOL

Scattered
Spec

Community
Spec
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4 Different Campaigns

Build On Your Scattered
Lot - BOYL Spec
Community Community

Lot Take Spec

Down - BOOL




BOYL CUSTOM HOME
DREAMER

I own the perfect Central Texas lot
in a spacious multi-acre community.
With the comfort of a successful career
and finances comfortably in place, I'm
ready to build my dream forever home
with plenty of space, but not too big,
just right for enjoying the Texas
sunsets and gathering with our
children and friends.

Build on Your Lot
By GIDRENS

(R
LY, 1

Custom Homes
Built On the
Foundation
ol Perfeclion.
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The Time is Now The Time is Now
To Get Your New Address, To CGet Your New Address.

@ THE TIME
2 IS

DHI MORTGAGE

@ e St S S T e @ e e L e e i e e g Special Rates Available on x xx%
Select D.R. Horton Homes °

Proposed Ad Campaign Ideas for D. R. Horton
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Exit Sale Has Intentional Hooks

é RETREAT COMMUNITY CLOSEOUT
§ Gr HERO WAY

=) N EREE SR @E o]
THE MORE YOU SAVE!

YOUR WAY

COME IN TODAY
AND SEE HOW
YOU CAN SAVE

D : -
QQRETREAT COMMUNITY CLOSEOUT
X2

=) NEIE LSS O AT

THE MORE YOU SAVE!

YN\ T/ Use towards
v ’ Rate Buydown,
Closing Costs
or Upgrades!

YOUR WAY

FINAL CHANCE TO OWN IN LEANDER, TEXAS &
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Developing a Series of Hooks Wolf Ad Campaign

A LIFESTYLE L‘RAH‘[I]
FOR REMARKABLE LIVING

NEW HOMES
FROM THE
$400s ~5800s

EXCEPT HILL COUNTRY. e

o

LIV YOUR BEST LIFE N BEAUTIFUL CONYENIENGE

NEW HOMES FROM THE 54004 -5800s

NOTATRAIL ™
A GREAT START TO THE DAY,

FOR REMARKA E VING

WOLE RANCH
SETRTEw N, T

NLCW NOMES
FROM TRE

§100: - $800
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Signage Hooks - o
Community Positioning

Why do people buy? Three things!

« Location
e Price
e Product

NOW OPEN IN SARATOGA SPRINGS
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Brand -Community Positioning

Where’s my sign?!? ’ ‘j ) . =
: : 31{“»35 HOMES | \ i . | a el
e [IMIN g/B ud g et FROM THE $2005 s A 2 §K\w.. » ﬁ INTEREST ur'

o Strategy e | . AIERICANDREAM
e 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

IBS Education | f ¥ ©) #IBS2025




Silent Signhage — Builder or Developer Approach

p—
=
Lid
O
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Silent Signage — Builder or Developer Approach

MORE VALUE,] M - SMARTSPACE!
PER SQUARE FOOT‘Q' :

TECHNOLOGY
ENV Y-
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Marketing Events —
It’s a BIG Part p
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




REUNION

REAL HOMETOWN

AN OAKWOOD HOMES
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Creating Moments

DAYS OF

SUMMER
Food Tuck T mwm g b

{ : :

PICK|YOUR

4 _‘ J L ‘“104%‘
IBS Education | f ¥ © #1BS2025




Event Marketing
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Real Hometown —
demonstration of the tagline

17995 E 107th Place, Commerce City
$396,086« Avallable Sept/Oct 2018 » 1,617 sq. ft.
3-bedrooms, 2.5 bathrooms, 2-car garage

ome as you entar this sp
plank woad fizaring i the o

Single-family homes from the low $300s.

R SPACES FROM

KB HOME OAXWOOD HOME
Fromthe $400s  From the low $300s
303-323-1187 303-486-8915

N

EUN
REUNION

MERICAN HOMES SHEA HOME REAL METOWN
From the upper $300s From the low $300s e

303-850-5750 303-286-7801 ol

REUNIONCO.com | Parks, Trails, Lakes, Pool, Rec Center | Commerce City - west of Tower Rd. on 104th

REUNION

AN OAKWOOD HOMES COMMUNITY

104TH & TOWER RD | 10 MINUTES FROM DIA
HOMES FROM THE $280s | 4 BUILDE

Y WHAT YOU SEE HERE
5. REAL HOMETOWN,

A “COMING SOON" KIND OF COMMUNIT

NION ISN'T "
e £5. REAL PARKS & TRAIL

s THE REAL DEAL. REAL LAK!

Come celebrate with us for

featured home of the week:

Patriotic fun at the annual -
Red, White & Bluefest! ' :

A B
DRl /ﬂy, Jure 2314 omg - h

Beginyour Saturday with yogan
the park before the Children's gike
Parade activities kick off the event,
followed by music, games, actitiey

and of course.. fireworks at darit

| -

THE KEARNEY PLAN
City

@ 17885 £ 107th Place, Commerce ’
- price: $396,086 | Available: Sept/Oct 2018
es 1,617 sq. . | 3 bedrooms, 2.5 bathrooms ’

" vood flooring in
e floor plan with 5 plank w
::::uﬂ anistand great for entertaining family
ith 3 bedrooms and 3 Walk-ln' laundry room! ’

Wiekcome o a5 you enter this spectaculat
the Foye, a0 open kitchen with granie counter
and friends. Upstairs will el very spacioss i

CLICK TO LEARN MORE

A/ Z‘ ; Reunion is YOUR hometown, ‘
} ® 4@5 é&@z, bul every @

'—

& o AXWOOD HONE MERICAK HOME
Fromthe low $3005  rqm the upper $3005
‘5;“\:‘ 034864915 303-850-5750

| (

e ;’;\/
'SOMETHING’S BREWING

Reunion is excited 1o announce We're

o co
fioe houserightin the hearto
CotteeHousewilotiercotioe.lightiood
i the ovenings as woll as scheduled
| B

OPENING SUMMER ZQL..__—

By | '

From family-friendly amenities
and events to the picture perfect
retreat at the end of the day, we

hope you enjoy calling Reunion
[t home for years to come.

+ yustwest or o RoAD d
LUNIONCO.GOM | COMMERCE GITY JUST WE
REUNION
| st 8 pricing, product spuciication, amentes 3 ST
e

ON.



REUNION

REAL HOMETOWN

RED, !\/:l/T=
2 BLUEFEST

Red, White & Bluefest

» Attendance of estimated 700 people

* New kid activities this year, new
entertainment, use of event staff shirts ()

e park 8 - 9 AM Main Festivities L0OAM - 1PM

RED, WHITE
1 1 & BLUEFEST Vonts of Breath of Life Yoga {IN REUION PARK)
fo r Org an I Zatl On 1 gave Ou t Water mel On R Bike decoration from 9 - 9:45 AM ;::ﬁ:;::@i:::ﬁi?&l:ﬁ:;m
Y H H ' (REC CENTER WEST PARKING LOT) Creature Features Exhibit
contest trophies (a big hit!), gave away o s e ooy s+ T e o o
. Chureh. + SvenThe Amazing Juggler
Reunion branded totes and footballs for Bike parade 2t 9:45 KM sharp L [omombis i acie

* Field Games, Face Painters & Balloon
Twisters
+ Watermelon Eating Contest

Leading the parade is the South Adams Fire

the kids

Department as the Grand Marshall featuring:

their great big fire truck. Show off your + Food Trucks and more!
decorated trikes, bikes and wagons - kids )
in helmets, please. Fireworks at dark

*WEATHER & CONDITIONS PERMITTING!

Pr“wl’:‘/? Sponsers
IRICHVIOND
i, B oevee e

Gold Spenser r Selver Spensors

@ ortriodontics %‘ o
IONEER
ban

nnnnn

DODGE :?HEUN!ON g oentierar an wacam
S B e
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O fh -

\\‘,.
5 T i |
RN Vi l () i
(2> | REUNION
) i | SR R RSN

REAL HOMETOWN, |

OAKWOOS HOMES COMMUNITY

e
\g,

&

Ultimate Family
Reunion

| SAVE%DATE |

2018 Utlimale

Featuring Denver chalk artists, a vintage g / Family Reunion
VW Bus photo booth, pie eating contest, {2 i Gt b e L
old fashioned family lawn games, and b ﬁg 'n?izum::::z:m’::‘::::iMg‘e,,
commemorative t-shirts! Hoping to |

capture one large “Family Reunion”

photo during the event as well.

joy a vintage pho ..
i kid attractions, carnival style foods and much more’

Phnfofllﬁﬁnlnllﬁfmllykhdﬁwty‘.
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Organic Hooks
Still Bring Interest

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

Unigue homebuyer appreciation

NAHB

IBS
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Crafting the Perfect Hook
(Checklist)

Objectives & Land/Homes Identifying Brand Pillars
Plan Discovery

Your Story
(The Positioning Statement)

I[dea Storm of the Vision

_ Image Sourcing
Cut Outs & Clips Boards

Mood Board Development

- —————= 3 B
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Story Launch & Continuity Check List
(The Check List)

V'] Web Tile /] SEM Ad Updates v/] Landing Pages
v zoFc):ci)asltls\/ledia Skins /] Emails & Text Messages V| Print Ads

/] Video Promo /| Print Collateral /] Blog Article

/) Digital Ads /) Outdoor Signage /) Email Signatures
/) Meta Ads v wgﬁgrftaﬁons &
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Q&A
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Contact Info

DIANA CARROLL JENNIFER COOPER

DIANA.CARROLL@HILLWOOD.COM  JCOOPER@EVOLUTIONMARKETINGCO.COM

BILL SIEVERTSEN

BILL@MILESBRAND.COM

ROBERT COWES

RCOWES@SMARTTOUCHINTERACTIVE.COM

Register to
Download the

Slides
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