SALUDA RIVER CLUB

CASE STUDY
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Client
Nestled along the historic Saluda River in Lexington, SC, Saluda River Club is
a hybrid Traditional Neighborhood Designed community with townhomes,
cottages, villas, and large executive homes. The goal of the developers
was to build a community that appeals to a broad base of residents and
provides an amenity-rich lifestyle. The 235-acre community began with 3
neighborhoods, which included a variety of home styles within the Village
District and single-family and estate homes within the River and Woodlands
Districts. Developers are now in the process of expanding Saluda River Club
to have 7 distinct neighborhoods, with The Vineyard as the first of the new
offerings.
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The Challenges
In May 2019, Saluda River Club introduced its newest
neighborhood, The Vineyard. Built to appeal to upscale buyers,
the architecture features a distinct Napa Valley influence with
farmhouse style homes and unique outdoor living spaces,
including detached casitas. The challenge for Immersion Active
and Gilbert & Sheppard was to introduce this new neighborhood
with its distinctive look and feel to both local real estate agents
and the new home buying consumer, sell out the 26 homesites
in The Vineyard as quickly as possible, and set up Saluda River
Club up for success with the introduction of 3 additional new
neighborhoods planned for the near future.

Solution
The team began marketing efforts in May 2019 with a landing
page showcasing renderings of the homes and a description of
the new neighborhood’s look and feel. The model home opened
to the public in early June and the team took advantage of this
event to deploy a lead generation email series showcasing the
new model to local realtors at a catered open house event, and
then to Saluda River Club residents who were given a first look
at their new neighborhood.
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Tour of Homes
The Vineyard’s new Venado model home was entered in
the Columbia area “Tour of Homes” event which began
on June 15. The event drew more than 100 visitors to the
newly opened model home each weekend for the first
three weekends it was open and generated positive buzz
for both the new model and the new neighborhood from
realtors and homebuyers.
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Digital Advertising
Even before the new model opened for business,
Immersion Active and Gilbert & Sheppard worked together
to advertise the new neighborhood, with both print and
digital ads as well as organic posts to Saluda River Club’s
Facebook page. The ads contained specialized URLs that
led to a dedicated landing page which included renderings
of the new homes and plenty of information about the
inspiration for the new neighborhood and the amenities
offered at Saluda River Club.
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Effective Targeting
Immersion Active utilized a client-generated list of names
to geofence the Lake Murray area, targeting retirees who
might be interested in a single level home with room for a
pool. Simultaneously, the team complied a list of existing
buyer profiles in order to create a look alike audience that
could be targeted through both digital ads and traditional
media. Specific URLs and phone numbers were created for
The Vineyard neighborhood allowing Immersion to track
activity and retarget those who showed initial interest.
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Strong Creative
Renderings of the new homes were strong, but once the
model home was opened, Immersion Active and Gilbert &
Sheppard designers were able to showcase the beauty of
the new home in digital ads and brochures that got people
excited about the new product. When paired with messaging about Saluda River Club’s extensive array of amenities,
as well as testimonials from existing homeowners, buyers
were immediately captivated by the new neighborhood’s
look, feel, and location.
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The Results Success!
The various parts of Immersion Active and Gilbert & Sheppard’s
marketing plan worked together to successfully position The
Vineyard as an innovative and attractive new neighborhood
within Saluda River Club.
In just 4 months, sales agents closed 18 contracts out of a total
of 26 homesites available in the Vineyard. Despite traditionally
slower sales in the summer months, visits to the model home
and the new neighborhood were brisk and competition for the
prime lots was intense.
With only a few lots left to sell and construction underway,
community developers were free to begin marketing the next
new offering, positioning the community for success for many
years to come.

Buying a Lifestyle
As a resort neighborhood nestled alongside the Saluda River, selling homes in the community has always been about more than just buying a house. Buyers in Saluda River Club
are searching for a “vacation lifestyle” they can live all year long, and developers cater
to this need with an outstanding array of amenities that go way beyond other master
planned communities.
With walkable sidewalks, front porches, walking trails, a dog park, playgrounds, two club
houses and even an outdoor exercise area, every aspect of the resident’s comfort has been
considered during the development of the community. An onsite activity director helps
maintain the feeling of being on vacation with a year-round slate of programs, events,
and activities aimed at all age groups in the community, including on-site summer camp
programs for kids, 21-and-over happy hours, and other opportunities for fun, fitness,
socializing, and enrichment.
As Saluda River Club continues to expand into new neighborhoods, the Immersion Active
and Gilbert & Sheppard team continues to work with the developers to create attractive
new amenities that complement the beautiful homes that are being built. New advertisements, brochures, and social media posts will continue to sell the community as a
lifestyle, not just a home.
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About Immersion Active
And Gilbert & Sheppard Group
Immersion Active and Gilbert & Sheppard 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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