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Annual Pig Roast and Pool Party 

September 21 at Puckett  Station 
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2010 Fall 

Golf  Scramble 

At Indian Hills 

September 28 
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The Sun wasn’t the only light shining at the HBAT’s summer meeting -  
"Light bulb Moment" Inspires HBAT Partner to Expand Member Benefits 

When NationLink's Andy 
Bailey and Wes Spining set out for 
Destin, they were all set to talk about 
the exciting new member benefits 
they’d put together for their partner-
ship with HBAT, but ended up shift-
ing gears as they learned more about 
what was really on the minds of 
HBAT members. 

 NationLink specializes in 
wireless telecom (i.e. cell phones, 
smart phones, etc.) With cell phones 
being such a necessary business tool, 
how could members resist the list of 
perks NationLink is offering exclu-
sively to HBAT members? Perks like: 

--Up to 22% off business cell phone 
service 

--Risk-free audit of your current 
telecom expenses 

--$20 gift card (good on cell phone 
accessories) 

--Free BlackBerryGuy.com member-
ship 

--20% off all online accessory pur-
chases 

--Discounts on personal cell phones 
& service for your employees and 
families 

--Free wireless account management 
tool 

 As Spining and Bailey were 
mixing and mingling (like all good 
partners do!) they noticed something 
unexpected and a light bulb went off. 
And not just any light bulb! A big, 
shiny light bulb, glowing bright 
enough to convince them that they 
might need to expand their offerings 
to include a benefit that members 
seemed to need even more: savings 
on landlines and data lines. 

 Business landlines, long 
distance and high speed internet all 
add up to a big chunk of every com-
pany's operating expenses. These 
services get even more costly in the 
construction industry because of the 
necessity to maintain multiple loca-
tions (i.e. construction trailers, model 
homes, corporate offices, etc.)  

 "Talking to HBAT mem-
bers proves that the need to cut costs 

is real. Our track record in this indus-
try shows that a simple bill assessment 
can uncover overspending which 
ranges from 20-45%," says Spining, 
who works in NationLink's Landline/
Data Brokerage Division and is cur-
rently serving several construction 
clients including HBAT (state office), 
Custom Classic Homes, Turnberry 
Homes, and The Jones Company. 

 "There is not much differ-
ence in the carriers. You get the same 
product, but the pricing varies greatly. 
It's a lot like buying a TV. You might 
pay $1,000 at an expensive electronics 
store, or $799 for the exact same 
model at Best Buy or Wal-mart. Na-
tionLink has established low-price 
guarantees with all the major landline 
and data carriers including AT&T and 
Birch, so you don't have to worry 
about whether there's a better deal 
out there. There isn't, and we guaran-
tee that," he said.  

 If you'd like Spining to take 
a look at your current landline/date 
expenses and recommend cost-saving 
alternatives to your current service, 
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call (615) 400-9823 or email 
hbat@ mynationlink.com. In order to 
complete the assessment (free to 
HBAT members), you will be asked 
for a copy of your current bills. Spin-
ing will take a look at them, and let 
you know if there are any other carri-
ers who can provide the same service 
at a better rate. His assessment will 
include your T1, PRJ, Ethernet prod-
uct, DSL or analog lines, as well as 
your cell phone bill if requested. From 
there, armed with the facts and op-
tions, you call the shots.  Hopefully, 
the amount of money you could save 
will inspire YOUR “light bulb mo-
ment.”  

 

Just interested in the cell 
phone discounts? Contact Joel 
Moehnkoff at (615) 261-1935 or 
hbat@ mynationlink.com. 



 Wow.  I’m not sure if 
any of us could have stood 
another 95+ degree day!  My 
lawn is brown, the flower bed 
looks like a graveyard and my 
dogs think they have died and 
gone to, well, you get the 
point!  But, the recent 60 
 degree nights and considerably 
less “sweltering” days can only 
mean one thing—summer is 
coming to an end. 
 And I think you all 
know what that means.  It’s 
PIG ROAST TIME! 
 The annual Pig Roast 
is Tuesday September 21st, 
from 4-8 at the Puckett Station 
Pool House.  We will be hav-
ing pulled pork with “all the 
fixin’s”. 
 This years’ event will 
be geared towards a fun filled 
family night with something 
for all ages.    Bring the whole 
family and have fun socializing 
with fellow RCHBA members.  
Take a little time to network, 
but more importantly take the 
time to sit and relax and get to 
know some of the folks in the 

RCHBA that you may not nor-
mally get the opportunity to do 
so with your hectic daily sched-
ule. 
 The next Associates 
Committee meeting will be 
September 1st at 11:00.  Lunch 
will be provided.  Our two 
main topics that day will be 
finalizing the plans for both 
the Pig Roast as well as the 
Golf Tournament that will take 

place September 28th. 
 Come be a part of 
your RCHBA, we welcome 
each and every one of you, 
please RSVP through the 
RCHBA office so we can plan 
accordingly for lunch. 
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Pig Roast Time!! And as always FREE Lunch! 
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Platinum  -  

Gold -  

Bronze -  

Thank you! 
This month we would like to thank Steve Morris of Atmos Energ y  and Donna 

Wilson of Huskey Truss for helping out with the Nail Bender. 
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There was a lull in buyer demand 
in the second quarter, as some activity was 
pulled forward to accommodate the expira-
tion of the home buyer tax credit at the end 
of April.  That said, in the coming months, 
low mortgage rates(40 year lows), stabiliz-
ing home values and demographic trends 
should  help keep the housing market mov-
ing forward. For a more educated observa-
tion mark your calendars for the Novem-
ber Forecast Meeting with Edsell 
Charles as our guest speaker  and be sure 
to RSVP to Jessica. 

There are several signs of a hous-
ing recovery to continue such as (1)
stabilizing home prices given consumers 
confidence,(2)low mortgage interest rates 
keep housing affordable,(3)and three years 
of sub-normal household formation rates 
has created demand that will reduce some 
of the excess housing inventory. 

But we are not out of the woods 
yet. There are issues like resolving prob-
lems with the appraisal process. Inaccurate 
appraisals are a major concern for our in-
dustry. Foreclosed and distressed home 
sales continue to kill new home values and 
sales. What about the housing finance, the 
severe lack of credit for viable home build-
ing projects. We need to reach out to every 
possible bank regulator, lender and policy-
maker who has the ability to help restore 
the flow of credit to our industry. Like 
many of you, I also have seen and experi-
enced these issues and many others and I 
continue to watch for the signs more 
closely. I would like to share with you a 
meeting that was held in my office this 
week  with their approval. A friend / 
builder came to share in their decision they 
are making in the home building industry. 
Closing the company.  With a heavy heart, 
having built some of the most prestigious 
homes in Rutherford county. This person is 
of faith, but like me possibly stepped out-
side our calling. The story they shared was 

the results of the issues  I mention above. 
They what to continue to support our asso-
ciation (RCHBA) because they know these 
issues, first hand, cannot to taken on alone. 
Their story was touching, eye opening and I 
am honored to be trusted with the story. 
I shall continue to pray for my friend, our 
country, it’s leaders, the industry and for my 
company to continue it’s walk. I ask that 
you join me, because some of the stories I 
have heard of other builders have much 
sorrow ending. Prayer works. 
  Local Leadership:Thanks again to 
our active membership, committee leaders 
and board members for serving so much 
time in the continue success in the RCHBA. 
These individuals are dedicated to address-
ing the many issues facing our association, 
the industry that it serves and the service we 
provide to our community. 

Government Affairs: We Didn’t Start 
the Fire-Sprinkler Mandate 
 About 3000 Americans die in 
house fires every year. Beginning in 2011 a 
change in the IRC aims to reduce that num-
ber by making fire sprinklers mandatory in 
all new single-family residences. Sounds 
good, but is it because a number of manu-
facturers are trying to promote a specific 
product at the expense of the housing in-
dustry? For the record the fire survival rate 
in homes with working smoke detectors is 
99.41% according to the NFPA (not the 
NAHB). What's your thoughts, share at the 
next Government Affairs meeting, held the 
first Monday each month at 1:p.m.to discuss 
the many issues we all are facing. 

Member Services: Our new chairman 
Carl Renegar with Lojac is making thinks 
happen with the introduction of the reten-
tion drive starting during our September 
“Pig Roast” general membership  on the 
21st at Puckett Station for more information 
look in this issue of the Nailbender and be 
sure to RSVP to Jessica. 

Associates Committee: Coming to the 
rescue, as so many times before with non-
due revenue events and programs benefiting 
membership. Events like the Golf Outing 
being held at Indian Hills on September 28th. 
So get your foursome together and I’ll see ya 
there. 
Welcome to our new Bronze sponsors: 
Churchill Mortgage, J.R. Eastman and to 
Professional Warranty Services, Carl Sohns. 
Gentleman, thanks for your support to this 
association while serving an active role. 
“Remember to do Business With a Member”     

Before I close I feel the need to 
share. My Sunday school lesson was 
“Stepping Out” and we discussed five ques-
tions to ask ourselves before we confront 
someone (1) What are my motives? (2)What 
is the issue? (3)What is my perspective? (4)
Where is the Scripture? (5)What is my re-
sponsibility? Now I feel I can answer these 
questions so I am stepping out, (1Cor.10:13) 
I know of several individuals planning a 
missionary trip to Romania. These gentle-
men are answering a call. A call I am well 
familiar with, five of which are members of 
this association who have given much ser-
vice to the RCHBA by serving on the board, 
committees and assisting office staff and 
much more. They have sacrificed their bo-
nuses to pay for the airfare; I know this be-
cause six of these men work with me at Skill 
Construction and the seventh is our pastor 
Dr. Tony Long from Crossway Baptist 
Church, whom you had the opportunity to 
meet at the installation dinner held in Janu-
ary. These men are asking for prayer and 
support to raise a balance of approximately 
$8,500.00. Donations are tax deductible 
when made payable to Crossway Baptist/
Romania missions (Luke 6:30-31,38) 
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 A word from your president - Looking for signs of  encouragement? ��

             JR Eastman           Mike Shivers 

            615-364-9070          615- 542-2040 



Official NAHB  

Standings as of  April 15,2010 
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How do I earn Spike credits? 

Members earn one Spike credit for each new 
member they sponsor. When that member 
renews after his or her first year of member-
ship the sponsoring member automatically gets 
one retention credit. Every year the member 
renews thereafter, the sponsoring member will 
receive a ½ renewal credit.  For Affiliate mem-
bers, Spikes receive a ½ credit for recruitment 
and a ½ credit for their renewal. 
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Did you know . . . .? 
Tennessee wins "Silver Shovel Award" for its successful economic development efforts. 

 – Area Development Magazine,  Jul 2010  

Murfreesboro ranks 20th in nation in "most affordable hom es" category of Money's 2010 Best Places to Live list for the nation’s 

small cities. 

 – Money Magazine ,  Jul 2010  

Tennessee ranks 3rd in nation for "Best States for Business."  

– Chief Executive Magazine,  May 2010  

Tennessee ranks 5th in nation for economic development performance in 2009.  

– Site Selection,  Mar 2010  

Tennessee named "2009 State of the Year" for the number of new jobs created and amount of capital investments made.  

– Business Facilities Magazine,  Jan 2010  
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August 13, 2010 - In a major 
victory for affordable housing, 
sound science and more sensible 
regulations, the U.S. Environ-
mental Protection Agency has 
been forced to withdraw a key 
portion of new storm water man-
agement regulations for builders 
and developers and devise new 
ones based on better research. 

The move is the result of a 
lawsuit filed by the National Asso-
ciation of Home Builders 
(NAHB) and petitions filed by 
both NAHB and the federal Small 
Business Administration (SBA) 
Office of Advocacy asking the 
agency to revise its new Effluent 
Limitation Guidelines (ELGs) for 
the construction and development 
industry. 

"After a big rainstorm, it's 
typical to see some storm water 
drain from a construction site. In 
these new regulations, EPA set a 

numeric limit on the amount of 
sediment that can cloud the water 
that both NAHB and SBA 
claimed was arbi-
trary and based on 
flawed analyses," 
said NAHB Chair-
man Bob Jones, a 
home builder and 
developer in 
Bloomfield Hills, 
Mich. 

"In addition, 
NAHB was able to 
show that trying to 
achieve these limits 
would have cost 
not $953 million – 
which the agency had estimated – 
but up to $10 billion annually, 
hurting small businesses and 
housing affordability, with little 
additional environmental benefit: 
EPA itself admits the ELG would 
control less than one quarter of 

one percent of all total sediment 
runoff," Jones said. "By forcing 
EPA to take a hard look at the 

facts and admit its 
error, NAHB scored a 
major victory for 
home builders and 
home buyers nation-
wide." 
After reading NAHB's 
brief, the Justice De-
partment asked EPA 
to defend the numeric 
limit. EPA was forced 
to admit several flaws 
in the final rule and 
that it had improperly 
interpreted the data. 

As a result, the Justice Depart-
ment filed a motion with the 7th 
Circuit Court of Appeals asking it 
to vacate the numeric limit and 
place a hold on the litigation until 
February 2012—while EPA goes 
back and develops a numeric limit 

that builders can actually comply 
with. 

Published in December 2009, 
the ELG imposed a nationally 
applicable—and potentially im-
possible-to-meet—limit of 280 
"turbidity units" on storm water 
discharges from construction sites 
disturbing 10 or more acres of 
land at one time. 

While today's ruling removes 
the numeric limit, the other re-
quirements of the ELG remain in 
place. EPA is expected to issue 
interim storm water management 
guidance for construction site 
operators as the agency works to 
refine the rule. 

"NAHB supports responsible 
development and the goals of the 
Clean Water Act. The association 
will continue to work with state 
and federal regulators to keep our 
waterways clean," Jones said. 

Citing Flawed Analysis, Feds Send EPA Storm Water Rules Back to the Drawing 
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 August 17, 2010 - Nationwide 
housing starts inched up 1.7 percent to a 
seasonally adjusted annual rate of 546,000 
units in July from a downwardly revised 
figure in the previous month, according to 
U.S. Commerce Department figures re-
leased today. The gain occurred entirely 
on the multifamily side, with single-family 
housing production falling 4.2 percent to 
432,000 units. 
 “Builders are very reluctant to 
build more homes in view of the current 
state of the economy and weak buyer de-
mand,” noted Bob Jones, chairman of the 
National Association of Home Builders 
(NAHB) and a home builder from 
Bloomfield Hills, Mich. 
 “Right now the housing market 
is essentially in a holding pattern,” ac-
knowledged NAHB Chief Economist 
David Crowe. “As our latest member sur-
veys have indicated, builders are seeing 
greater hesitancy among potential home 
buyers who are uncertain about what’s in 

store for the economy and jobs going 
forward. That said, favorable home buying 
conditions including historically low mort-
gage rates and low house prices should 
help spur additional demand as the job 

market gradually improves later this year.” 
The entire 1.7 percent gain in housing 
production this July was due to a 32.6 
percent jump on the more volatile multi-
family side, which brought that sector 
back closer to trend at a 114,000-unit rate 
following a major dip in the previous 

month. Meanwhile, single-family housing 
production declined 4.2 percent to a sea-
sonally adjusted annual rate of 432,000 
units, its lowest mark since May of 2009.  
 Two regions registered improved 
starts activity in July, with the Northeast 
and Midwest each posting double-digit 
gains, of 30.5 percent and 10.7 percent, 
respectively. The South, which is the coun-
try’s largest housing market, posted a 6.3 
percent decline in starts this July, while the 
West posted no change in starts activity. 

Permit issuance, which can be an 
indicator of future building activity, de-
clined 3.1 percent to a seasonally adjusted 
annual rate of 565,000 units in July. Single-
family permits fell 1.2 percent to 416,000 
units, while multifamily permits fell 8 per-
cent to 149,000 units. Regionally, permits 
fell nearly 26 percent in the Northeast, 1.1 
percent in the Midwest, and 4.9 percent in 
the West, but gained 3.9 percent in the 
South in July. 

     931-967-5596 Local 

931-967-0922 Fax    

Toll Free 1-800-251-8505    

PO Box 306  Decherd, TN 37324 

Bill Gordon  

Contract Sales 

615-904-4171 

Sam Henley 

Vice President 

931-967-5596 

Jared Henley 

Contract Sales 

931-580-5813 

James Buford 

Contract Sales 

615-394-2214 

Call us today for a FREE estimate!!! 
www.henleysupply.com 

Murfreesboro Showroom 
Now Open! 

810 NW Broad St, Ste 274 

(Jackson Heights Shopping 
Center) 

Housing Starts Rise 1.7 Percent in July  



Fall Golf  Scramble 
Tuesday, September 28, 2010 
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Your entry fee includes... 
 

• Luncheon at 11:30 AM 

• Cart Rental & Greens Fees 

• Refreshments on the Course 

Beer, Soft Drinks, Water 

• Prizes Paid in 2 Flights 

• Contests 

Closest to the Pin &  Longest Drive  

 
 

 

Gather your team of four players and sign up now! Dou-
ble Shotgun Scramble is limited to 144 golfers. Entry fees 

must be paid on or before September 20, 2010. Team 
spots may be reserved but will be confirmed only on a 

first-paid basis. 
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ROSWELL, Ga. (June 3, 2010) – 
Boral Bricks Inc., the nation’s largest brick 
manufacturer and distributor of masonry 
products, announced today its Terre Haute, 
Ind. manufacturing facility has received 
LEED (Leadership in Energy and Environ-
mental Design) Gold certification from the 
U.S. Green Building Council (USGBC).  

Boral Bricks, an Australian based 
company with U.S. headquarters outside of 
Atlanta, has become a leader in sustainable 
manufacturing in the building products in-
dustry.  “We are very proud to be LEED 
Gold,” said Bob Kepford, president of Boral 
Bricks.  “It adds credibility to the important 
work we’re doing to ensure our manufactur-
ing facility, processes and products are sus-
tainable and have little impact on the envi-
ronment.” 

LEED is a voluntary rating system 
developed by USGBC, a non-profit organi-
zation that promotes sustainable building 
practices.  There are four levels of certifica-
tion available: Certified, Silver, Gold and 

Platinum.   
Each rating system requires buildings 

to meet criteria in five specific categories,  
including: sustainable site development, energy 
efficiency, water efficiency, materials and re-
source selection, and indoor environmental 
quality. 

The 295,000 square foot Terre Haute 
facility opened in March 2008 as the largest 
brick plant in the United States and can pro-
duce approximately 120 million bricks per 
year, enough to build more than 8,300 all-brick 
homes.  The plant is a technological marvel 
featuring robotic setting and packaging as well 
as an advanced firing process.  The kiln is an 
astounding 530 feet long by 33 feet wide and 
operates at 2,000 degrees Fahrenheit.  It can 
accommodate 27 cars that weigh approxi-
mately 57 tons each when loaded with brick.  
A batch of bricks can be stacked, fired and 
cooled in less than 30 hours.  

The facility is not only the largest 
brick manufacturing facility in the U.S., but it 
is also one of the most energy efficient.  Boral 

Bricks has partnered with Republic Services, 
owners of the nearby “Victory” landfill to util-
ize methane gas from the landfill as a substi-
tute for natural gas.  The facility is also a zero 
waste plant where nearly all materials used in 
the process are recycled in new batches.  

Additional sustainability is achieved 
by reclaiming shale from a nearby coal mining 
property for use in the manufacturing process.  
The plant also features premium efficiency 
motors, sensors and timers for minimal light 
usage. 

About Boral Bricks: 
Boral Bricks is the largest clay brick 

and paver manufacturer in the United States.  
Boral Bricks Inc. is the largest operating com-
pany of Boral USA, a holding company that 
owns Boral’s U.S. operation.  Boral Bricks Inc. 
is headquartered in Roswell, GA.  For addi-
tional information, please visit 
www.boralbricks.com or call 800-5-BORAL-5. 

LEED and related logo is a trade-
mark owned by the U.S. Green Building Coun-
cil and is used by permission. 

Boral Bricks’ Terre Haute Plant Receives U.S. Green Building Council’s® LEED Gold Rating 



2. Estimate 100% market vol-
ume. For each product or product category, 
determine the average dollar volume you get 
for each new home and remodeling project 
that you sell. Then multiply those averages 
times both the number of projects you do 
and the total number of starts and remodel-
ing projects in your area. 

3. Determine your market share 
by product. Divide actual 
sales by your estimates of 
what you'd make if you had 
100% of the market. This is 
your market share.  

There are abundant benefits 
to a market share mentality, 
the most important and obvi-
ous of which is an increase in 
sales volume above and be-
yond your competition. But 

any salesperson will gain other benefits from 
this new mindset. 

If you count the market, you will 
quickly realize there are abundant sales 
growth opportunities. The leading LBM 
dealers on our ProSales 100 have only small 
slivers of the overall pie, thus showing that 
we are still a much-segmented industry. You 
have a lot more market share left to gain if 
you prospect aggressively.  

One side result of your prospecting 

Ships rise and fall with the tide. 
Most building material companies' fortunes 
do the same based on the housing market. 
That can lead to confusion when one uses 
sales to measure success. The latest ProSales 
100 survey shows that the companies that 
primarily sold roofing showed better revenue 
numbers than those that relied on selling lum-
ber. But roofing prices were fairly robust over 
the past few years while lumber prices plum-
meted. Given that factor, 
are the roofing-oriented 
building material dealers 
really better than the lumber
-focused ones? 

A great sales or-
ganization should be able to 
show measurable sales 
growth even when the tide 
runs against it. But the met-
ric to use isn't sales volume. Rather, if you 
want a real indicator of your organization's 
selling skills and success, focus on 
"competitive sales success." You know it bet-
ter as market share. 

I define competitive sales success as 
the size of your slice of the pie relative to the 
competition. Here's how to figure it: 

1. Count the market. Calculate the 
number of housing starts in the marketplace. 
Then estimate the volume of remodeling and 
restoration opportunities in your trading area. 

# � � � ) 	 � " � � � � ! � ' �- 	 . � � 1 �

Associate Corner - News for our associate members 
Sell Sheet: It's Good To Be Pie-Eyed - Shift your focus from the size of  your sales to how much of  the pie you're getting.  

activity will be better margins. This is a natu-
ral occurrence that happens when you start 
to perceive the market's true abundance. 
When you see numerous alternative oppor-
tunities in your sales pipeline, you feel less 
beholden to a combative price negotiator. 
Additionally, your evaluation of opportunity 
by product segment will reveal additional 
ways to enhance profit margins. 

Ultimately the market share mind-
set produces many benefits that enable you 
to shift your sales performance. If you 
would like my "Market Share Calculator 
Worksheet," e-mail me and I will provide 
the tool. 

We are about to have an economy 
that will mask the need to improve selling 
skills. If you want to discover powerful 
methods of long-term success, stop accept-
ing that sales ebb and flow. Start a sales cam-
paign that strives to outperform the markets 
and actually beat the competition.  

Rick Davis is president of Building 
Leaders Inc., an LBM advisory firm specializing in 
sales management training. He is an international 
speaker and author of Strategic Sales in the Build-
ing Industry, a BuilderBook publication. 
773.769.4409. E-mail: rick-
davis@ buildingleaders.com 

Source: PROSALES Magazine 
Publication date: June 16, 2010 
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If you think builders aren’t using social 
media, you might want to reconsider. According to 
separate recent online seminars by Internet mar-
keting experts Mollie Elkman of Group Two Ad-
vertising in Philadelphia and Brad Bombardiere of 
Reality Concepts in Colorado, anywhere from 59% 
to 70% of home builders are using social media. 

But using online marketing strategies 
such as social networking sites and service doesn’t 
necessarily mean builders and their firms feel con-
fident about their efforts and comfortable with 
their results. Social media may be free, but many 
question the return on investment for a Facebook 
page. They wonder whether it’s really worth the 
time involved to tweet on Twitter. They shy away 
from blogging. 

Such unease is understandable, especially 
after such a difficult downturn. But builders who 
want to thrive in the recovery need to know these 
new tools. “Social media is a shift in how people 
discover, read, and share news, information, and 
content,” said Elkman, whose Modern Marketing 
blog discusses this new world on Builder 
Online. 

The good news for builders is 
that as social media and online marketing 
matures, it becomes much easier to chart, 
execute, and evaluate an online marketing 
strategy that works for your home build-
ing company. Here’s what to do. 

1. Make your website the 
best it can be. Your website is the foun-
dation of your online marketing efforts, 
so your content needs to connect with 
buyers and inspire them to action, accord-
ing to Bombardiere and Elkman. 
He said to forget “Contact Us”—have a 
“Buy Now!” information tab instead. 
Promote various homes that are available 
or “coming soon.” Post photos and de-
scriptions of your homes. Publish a blog 
that covers your homes, your communities, and 
other news and information that might be interest-
ing or relevant to past customers or potential buy-
ers. 

2. Get to know Google. Google has 
become the dominant online search engine, which 
means your website needs to be optimized for 
Google to get the traffic you want from computer 
users simply going online to search for new homes 
in your markets, Bombardiere said. This is called 
“natural search,” and it’s among the least expen-
sive ways to get traffic online. Your website admin -
istrator or marketing firm specializing in search 
engine optimization (SEO) should be able to help 
you with this. What else boosts a site’s elusive but 
all-important Google rankings? Relevancy and 
update frequency, which can both be improved 
through social media tools and blog posts. 

3. Be smart about pay-per-click. Paid 
search, where your company’s name and URL, 

appears at the top or right side of search results for 
specific keywords (“new homes Chicagoland”) can 
help you build your online traffic and therefore 
your sales. But such campaigns can also be costly 
and ineffective when excessively general keywords 
(“new homes”) are chosen, said Elkman. “Look at 
the list of words again,” she said, and consider 
including school district names, neighborhoods, or 
counties where your new homes are located.  Bom-
bardiere also recommends including “negative 
keywords” that help your paid search ad show up 
only for the most appropriate users. For example, 
if you want to connect with luxury home buyers, 
you may want to exclude “first-time buyers” in 
your paid search selections. If your ideal pay-per-
click keywords are prohibitively expensive, Bom-
bardiere advises establishing a “stealth site” with  a 
URL using those words instead, such as 
www.luxurynewhomesEvanston.com , for the af-
fluent Chicago suburb. You’ll get the traffic from 
anyone who searches on those keywords, and you 
can create a small specialty site on that URL that 
connects back to your main website. 

4. Discover where you 
belong. “You want to 
find a community on 
the Web you can con-
nect with, that you can 
build relationships 
with,” said Elkman. For 
builders, that means 
current, past, and future 
customers and business 
partners, such as real 
estate agents, contrac-
tors, or suppliers. 

5. Actively promote 
your social media 
efforts. Colorful icons 
for the big three 
(Facebook, Twitter , 
YouTube) let online 

visitors know where they can find you and your 
content. Various widgets will also let you incorpo-
rate these tools into your website, so that your 
Twitter updates publish automatically on your site,  
not just on Twitter. Integrating these various chan -
nels helps you create buzz, driving traffic to your  
website and “also drive up the importance of your 
website on the Internet,” Bombardiere said. (See 
“Get to know Google,” above.) 

6. Match your message to the audi-
ence. As you venture into social media and online 
marketing, you may find that you connect with 
different segments of your customer base, depend-
ing on the technology in question (Twitter, Flickr, 
Facebook, YouTube, etc.). Overall, Elkman said 
that Facebook tends to be the most successful 
social media tool for builders, who can post new-
home photos and videos for would-be buyers as 
well as connect personally with customers. She also 
noted that builders with a strong real estate agent 
base often find Twitter especially effective and that 

active-adult buyers seem to respond well to builder
-produced YouTube videos that provide online 
tours of a home or model. Reach out to your audi-
ence across these different channels to find out 
what type of information they want from you. 

7. Use social media to drive traffic to 
your website. Facebook may change its rules and 
Twitter may one day cease to exist, so you need to 
have a permanent base: your website, which re-
mains under your control.  “You have to get the 
traffic to your website, which you then convert 
into sales,” said Elkman. 

8. Engage your fans and followers. If 
a customer has decided to follow, “friend,” or 
“fan” your firm, they are interested in learning 
more about your company and the homes you 
build. To establish a stronger connection, start a 
conversation with them. Post photos of two kitch-
ens and ask which people prefer, Elkman sug-
gested. Inquire which of two options they like 
best.  Ask them to pick their favorite feature in 
their new home. 

9. Be relevant. Social media “isn’t just 
about selling your product; it’s about being rele-
vant,” Elkman said. What does that mean?  First, 
don’t spam your fans and followers with constant 
promotions and self-congratulatory announce-
ments. Instead, share information, ideas, and re-
sources that may be useful to those audiences. Tell 
them about upcoming events—even if they’re not 
sponsored by your firm. Pass along local news 
about their neighborhood. Share insider tips on 
great places to eat, visit, shop, and explore in their 
new community. Offer helpful advice on seasonal 
maintenance or enhancements at their home. 

10. Don’t forget about mobile users. 
Do you know what your company’s website looks 
like on an iPhone? A Blackberry? An Android? If 
you don’t, you should—and soon. While smart 
phones currently represent only a small portion of 
the cell phone market (10%, according to Bombar-
diere), the number of such devices and consumers’ 
comfort with them is increasing rapidly. Just con-
sider these stats: 100 million of Facebook’s 400 
million users access the social network on a mobile 
device, according to Elkman. Google has begun 
tracking iPhone traffic on websites, Bombardiere 
said. And six out of every 10 books sold on Ama-
zon today is a Kindle e-book, Elkman said. “For 
consumers today, it’s all about convenience,” she 
said. “You need to go where they are.” That means 
creating a simpler, multimedia-free version of your  
website that works with smart phones, automati-
cally switching to the mobile version when it’s 
accessed by an iPhone or similar gadget.  “We will 
need to adapt for that market, and if we don’t do i t 
now, we will be behind the curve,” Bombardiere 
warned. 

Alison Rice is senior editor, online, at 
BUILDER magazine. 
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