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SOUTH DAKOTA HOUSING DEVELOPMENT AUTHORITY



• Goals
• Increase awareness of SDHDA’s programs for First-Time Homebuyers, Repeat 

Homebuyers, Governor’s House purchasers and renters.
• Engage and educate target audience on SDHDA programs, services and 

affordable housing
• Redefine “Affordable Housing” through social media and other content offers



• Two Major Initiatives
• Inbound Marketing program

• Allow SDHDA to be true authority on affordable housing
• Accomplished through consistent development of content through SDHDA’s blog, social 

channels, email blasts, content offers and native advertising
• Develop sleek, modern design carried through collateral materials, tradeshow 

presence, blog, print ads, billboards, and website



• Inbound marketing starts with an offer
• 2016 offered “A South Dakotan’s Guide to Buying Your First 

Home”
• 2017 offered ”How to Rent an Apartment: The 

Guide to Finding the Perfect First Rental”
• 2018 offered a repurposed “A South Dakotan’s 

Guide to Buying Your First Home” Infographic



• Nurture your leads from the offer
• Website Call to Action (CTAs)
• Emails
• Blog Posts
• Social Posts
• Videos



• Website Call to Action (CTAs)
• 272,645 views
• 1,805 clicks
• 259 downloads



• Emails
• Automated emails to Engage with current contacts who have visited targeted 

pages three or more times by sending a package of automated emails about 
the program

• Emails to promote new blog posts



• First-Time Homebuyer Automated Emails
• 60% Open rate 
• 25 % Click rate

• 47% Open rate 
• 16 % Click rate

• 47% Open rate 
• 12 % Click rate



• Blog Feature Emails
• Avg. 34.2% Open Rate
• Avg. 23.42% Click Rate



• Blog Posts
• Posted every Thursday
• 130 blogs posted
• Topic Examples

• The Renter’s Guide to Aberdeen
• How to Tell When You’ve Outgrown Your Starter Home 
• The Homebuying Timeline: How Long Does it Take?
• 5 Things Every First-Time Homebuyer Needs to Know
• Affording a Home: How to Get Financial Assistance



• Examples



• Social Posts
• Posted every Monday, Wednesday and Friday
• 598 posts

• Average Reach: 4261
• Organic Reach: 550
• Paid Reach: 3711

• Average Post Clicks: 69
• Average Reactions, Comments & Shares: 32



• Examples



• Videos on Facebook
• Talk to Me Tuesday Videos

• Reach 37,482
• Engagements 15,940
• Impressions 24,287

• #SDHousing Benefits
• Reach 19,267
• Engagements 14,982
• Impressions 27,331



• YouTube PreRoll
• First-Time Homebuyer

• Views 34,044
• CTR 0.07%

• Repeat Homebuyer
• Views 12,564
• CTR 0.11%



• Overall Campaign
• Total Inbound Contacts: 1083 new contacts from our inbound efforts
• Website Traffic

• 10% growth in web sessions first year, 8% growth second year, 30% growth third year
• Most popular pages – First Time Homebuyer, Interest Rates, Income and Purchase Price 

Limits, Governor’s House and Participating Lender List
• Facebook likes increased from 217 at the start of the campaign to 7,339 currently
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