NOBLE’S POND

CASE STUDY
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Client
Located in Dover, DE, Noble’s Pond is
a 55+ community established in 2006.
The community had just undergone
a major update — offering new floor
plans, building all new models, and
completely redesigning their welcome
center. Now they needed to get the
word out and get people in the door.

The Challenges
With aggressive sales goals and an out-of-date database,
Noble’s Pond needed fresh, high-quality leads as quickly
as possible. In addition, they needed to effectively engage
and nurture these leads to contracts swiftly. Finally, while
Noble’s Pond has a vibrant, actively engaged community,
they are located in central Delaware, which could be seen
as a disadvantage when competing against coastal or more
suburban communities.
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Solution
Immersion Active & Gilbert and Sheppard Group quickly went
to work implementing a combination of print advertising, public
relations, direct mail, paid lead generation, organic social media,
and lead nurture services.

When marketing to a active adult homebuyers, your
marketing efforts need to tell the same story across all
channels; otherwise, you risk losing the consumers’ trust.
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Paid search and paid social advertising channels were
launched using geo-targeting, as well as refined target
audiences based on Noble’s Pond’s best prospects and
actual buyers.
Paid Social Ad

Digital Re-Targeting Ads
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Creative was developed focusing on key differentiators like
favorable tax laws in Delaware, the outstanding activities
director and calendar, as well as the award-winning designs
of Noble’s Pond’s homes.
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Organic social media content was ramped up on Facebook
and Instagram, with the later addition of LinkedIn, Twitter,
and Pinterest, to engage prospects and instill a sense of
community, before prospects even scheduled a tour.
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An automated lead nurture program was put in place to
clean-up their existing database, as well as ensure timely
follow-up and engagement with the high volume of new
leads needed to meet their sales goals, allowing the sales
team to focus on prospects closer to purchase.
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Event-specific micro-campaigns and automated emails
helped boost attendance, and automated post-event emails
ensured timely follow-up for both attendees and no-shows.
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Results
The marketing efforts, combined with sales team improvements,
decreased lead to contract time by 31%
• The campaign began in January 2018 and by October, the sales
team needed to add additional resources because they had
more tour requests than they could schedule.
• Generated almost 4,500 inquiries via the website and
landing pages.
• Actively nurturing over 3,700 qualified leads.
• Cost per lead was less than half of industry average.
• Social audience increased by 5% to almost 8,000 followers and
more importantly, 8,000 engagements.

THE IMPORTANCE OF SOCIAL ENGAGEMENT
Traditionally, most businesses have focused their social media efforts on
gaining Likes and Followers; however, recent changes in social media now
make “engagements” a more important metric. Engagements mean just that,
engaging with your social media content either by watching a video, clicking on
a link, or leaving a comment. Instead of being an online version of a billboard
with just a static message, social media channels like Facebook want their
advertisers and business members to encourage two-way communication,
i.e., being “social.” For that reason, they give more credibility and value to
brands that actively monitor and respond to posted comments and questions.
Facebook now even gives every user a “responsiveness” rating.
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About Immersion Active
And Gilbert & Sheppard Group

Immersion Active and Gilbert & Sheppard Group have partnered to create
the best combination of results-driven, creative strategies for marketing
to mature audiences. The combined team leads the nation in promoting
lifestyle enriched communities for mature consumers. We have received
local, state, regional and national awards for marketing campaigns, direct
mail strategy, print ads, community brochures, internet and social media
marketing, website design and sales center design. Our clients have included
developers and builders of active adult communities and master planned
communities such as: Saluda River Club, Park Springs, Peachtree Hills Place,
Sun City Hilton Head, DelWebb Charleston, K.Hovnanian’s Four Seasons,
Penn National, Summerhouse, Currahee Club, Schaffer’s Mill, and Idaho Club.
We know people over 55 are as diverse as they are demanding, and they want
living solutions as distinctive as they are. We know what makes them tick,
we know how to reach them, and we know how to close the gap between
the initial inquiry and the sale. Our key capabilities include traditional and
digital marketing tactics to attract leads and nurture prospective buyers
throughout their home buying journey.
Core Strengths: • Strategic Consulting • Marketing Strategy and Creative
Messaging • Traditional Advertising Campaigns • Email and Direct Mail
Campaigns • Online Digital Advertising Strategy and Management • Lead
Generation • Lead Response and Nurture Services • Social Media Content
and Online Reputation Management • Public Relations and Blogging • Website
Design, Hosting and Management • SEO Content Development • Analytics
and Reporting.

For more information on our solutions
contact Karen Strong
(240) 651-5204
karen@immersionactive.com
or visit our websites
www.ImmersionActive.com
www.GilbertSheppard.com
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