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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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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.

NAHE NKB

Mational Association KITCHEM+BATH
of Hame Builders
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Meet Your Speakers

-

ROBERT COWES BRANDON BARELMANN MATTHEW WILSON

PRESIDENT & CEO DATA STRATEGIST AND HUBSPOT MARKETING EXECUTIVE VP OF INNOVATION
SMARTTOUCH® INTERACTIVE TRAINER/SPECIALIST MARONDA HOMES
BUILDER DESIGNS
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So What’s In Your Digital Marketing Stack?

Digital Ad
Marketing Stacks Website Stacks CRM Stacks

Email Platform

Analytics Text Platform

Display

Email

Text A
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THE AI;'PROAC "0 ENABL
Start with the ERgn-Mind - s
Digital Marketing Stack [
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Start with the End in Mind —

Enabling a Digital Advertising Stack
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Connect G4, event tracking
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and other ad
accounts.

IBS Education | f W (© #IBS2025



Start with the End in Mind —
Digital Marketing Stack App Universe
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Sales by Source & Type

The Key KPI -
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It All Starts with the
Website Stack —

&

{

MARONDA
‘We Build Your
Dream Home

HomeBuilder. Community Builder, Family
Builder, Since 1972.

We Build Your
Dream Home

Home Builder. Community Builder. Family Builder: Sinice 1972.

9 Search by City, State or Community 1

Q.mw&;;hil; )
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{ View Quick Move n Homes )

10 Places to Live Better
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The Essentials:

. CRM & Apps

IBS Education | f ¥ © #IBS2025



Layering Data Capture for
All Leads
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MARKETING GENER ATES LEADS

ZZillow
I'('H“'I WCOn
zapier

P NewHome

The Importance of
Workflows

LEADS ENTER CRM
SALES WORK
THELEADAND O L
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SALES TEAM THE LEAD SALES C YCLE CONTRACTED
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Lead Nurturing Musts

Drip Email 5
Drip Email 3 Lot Szjfection or Drip Email 7 Drip Email 9 Drip Email 11
Drip Email 1 Featured Preparation Financing Options Preparing for Warranty
Auto Reply Floor Plans New Home
Text Text Text Text Text Text
Message Message Message Message Message Message
1 3 5 7 9 11

Day 32 Day 39 Day 46 Day 53
Text Text Text Text Text Text
Message 2 Message 4 Message 6 Message 8 Message Message
10 12
Drip Email 2 Drip Email 4 Drip Email 6 Drip Email 8 Drip Email 10 Drip Email 12
Welcome Email Customizing Decorating & Custom Home Moving In Still in the
Your Plan Design Building FAQs market?
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Where to Prioritize
Adding Value
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.|| Google Analytics 4 Acquisition Audience Conversions Pages Events
All Organic Search Paid Search Direct Social Referrals Display Email Video Paid Social
- - Sessions 896 Sessions
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Sessions Referral 21
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€ Back
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Copy of Traffic acquisition: Session default channel group Last 28 doys. Oct20 - Nov 16,2023
Sessions. Total Users. User Engagement Views Conversions Event Count
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100
Direct
a0
Organic Search Showing 5 of 8 Rows
©
Paid Search CHANNEL SESSIONS TOTAL USERS 'USER ENGAGEMENT VIEWS CONVERSIONS EVENT COUNT
W0
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Notifications
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Q Search Rowsperpage: 10~ Goto: 1 110011 )
Session default channel group ~  + N lnne Sewvlons Sovage Poords Engeguaumnt Stcos Email 55 a1 51s 54 42 82
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Beyond the Basics - Enriching Data
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Q&A

What’s in Your Stack?
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Speakers Contact Information

:

\ \ ! d F
ROBERT COWES BRANDON BARELMANN MATTHEW WILSON
PRESIDENT & CEO DATA STRATEGIST AND HUBSPOT MARKETING  EXECUTIVE VP OF INNOVATION
SMARTTOUCH® INTERACTIVE TRAINER/SPECIALIST MARONDA HOMES
BUILDER DESIGNS
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