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What’s the Difference?

B2B Marketing
• Educate business prospects/partners 

on value you provide 
• Successful marketing results in a 

relationship built on trust/credibility 
• Value of relationship determined by 

what is important to the consumer

B2C Marketing
• Drive consumers to product and 

maximize value of transaction  
• Relationships between companies and 

consumers based on the consumer’s 
experience during purchase process 

• Value of transaction determined by 
quality of experience or transaction
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2016: How Were We Delivering?

B2B Marketing
• Monthly product email updates
• Training classes for partners
• Visits to lending partners
• Ads/articles in trade publications
• Product fliers 
• Listings on website

B2C Marketing
• We weren’t
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Targeting Millennial Home Buyers

• Vast untapped potential in North Carolina
• Recession mindset
• Same size as Boomers but earn 20% less with heavier debt burden
• Closer to their parents than previous generations, many still living at 

home, relying on parents’ advice

They see down payment as the top obstacle to home ownership
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Targeting Millennial Home Buyers

• Characterized by technology and social connections
• Conduct most research online—mobile phone house-hunting
• Get news and information through inbound marketing such as YouTube, 

blogs and social media networks 
• Surveys showed more than 70% view videos on social media every day
• Spend roughly 25 hours per week online, largely influenced by personal 

contacts or strangers who share online interests

We needed to speak their language
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Campaign Objectives

• Use our credibility to break down the mystery and fear surrounding 
the home buying process

• Dispel myths that millennial incomes were too low and debt too high 
to buy

• Increase brand awareness of the NC Home Advantage Mortgage™ as 
the best, most trustworthy mortgage product in North Carolina.
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Find Your Mortgage Match
Campaign Elements

• Video
• Microsite and SEO Marketing
• Digital Advertising & Paid Search
• Content Marketing
• Social Media 
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Find Your Mortgage Match 
Microsite
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Find Your Mortgage Match
Digital Ads
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Find Your Mortgage Match
Video
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Content Marketing
Blogs
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Content Marketing 
Infographics
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More than 7,500 players
1,300 repeats! More than 60,000 distributed

Content Marketing
Creative Media
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Campaign Results
• 4,200 home buyers contacted 

participating lenders

• 200 home buyers contacted preferred 
real estate agents

• 25% increase in home buyers in 2017 
over 2016

• $1 billion production—all-time high
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2017: How Were We Delivering?

B2B Marketing
• Monthly product email updates
• Training classes for partners
• Visits to lending partners
• Ads/articles in trade publications
• Product fliers 
• Listings on website—Direct email 

contacts

B2C Marketing
• Consumer video and digital ads
• Special consumer website
• Home Matters blog
• Educational infographics
• Quicker access to partners
• Interactive HO game
• Pocket Guide to HO
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B2B to B2C and Back Again

Based on our research and earlier campaign results
• Consumers: Continue outreach and education 
• Partners: Leverage connections and expand marketing support

Develop marketing campaign aimed at millennial buyers that 
leverages Agency’s partner relationships with 

direct outreach to lessen impact of product loss
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Enter “The Talk”

• Continues look and feel of first campaign to underscore brand 
identity

• Launches new logos of all mortgage products; now branded as a 
suite

• Includes elements to engage and highlight our home buying 
partners
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“The Talk”
Campaign Elements

• Product Suite Branding
• Online commercial
• Digital Advertising & Paid Search
• Microsite and SEO Marketing
• Content Marketing
• Social Media
• Partner Support
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“The Talk”
Digital Ads
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“The Talk” 
Video
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Content Marketing
• Home Matters Blogs
• Financial Literacy Month and 

Home Ownership Month daily 
tips

• Ongoing campaign social media
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Partner Support
Website Refresh: HousingBuildsNC.com
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Partner Support
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Partner Perks
Customizable Fliers
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Partner Perks 
Educational Videos
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Partner Perks
Social Media Tools
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Partner Perks 
Marketing Guidelines and Tips
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Partner Perks
Communication
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Partner Perks
Recognition
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Campaign Results
• Traffic to Agency website home buyer pages 

doubled from 2017 to 2018. 

• Partner consumption of client resources              
by 40% over 2017.

• Microsite visits         30%

• Digital commercial views        30%

• 10M advertising impressions         16M 
advertising interactions

• Lender contacts          40%
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2019: The Successful Convergence of B2B and B2C

• Consumer video/ads for “The Talk” promote partners
• Consumer website links to partners with direct email contact
• Home Matter blogs/infographics stress importance of partners 
• Refreshed website easier for consumers and partners to navigate
• Marketing tool allows partners to promote themselves and our programs
• Educational resources makes better-prepared clients
• Consumer marketing tips woven into partner trainings and visits
• Online recognition of partners—proves our value to them and their value to clients 
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End Result: Integrated Marketing

2019 National Home Ownership Month:
Home Means Possibilities
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Thank You!

Good housing for North Carolinians
Good business for North Carolina


	NC Home Advantage Mortgage™ Marketing Campaign
	What’s the Difference?
	2016: How Were We Delivering?
	Targeting Millennial Home Buyers
	Targeting Millennial Home Buyers
	Campaign Objectives
	Find Your Mortgage Match�Campaign Elements
	Find Your Mortgage Match �Microsite
	Find Your Mortgage Match�Digital Ads
	Find Your Mortgage Match�Video
	Content Marketing�Blogs
	Content Marketing �Infographics
	Content Marketing�Creative Media
	Campaign Results
	2017: How Were We Delivering?
	B2B to B2C and Back Again
	Enter “The Talk”
	“The Talk”�Campaign Elements
	“The Talk”�Digital Ads
	“The Talk” �Video
	Content Marketing
	Partner Support�Website Refresh: HousingBuildsNC.com
	Partner Support�
	Partner Perks�Customizable Fliers
	Partner Perks �Educational Videos
	Partner Perks�Social Media Tools
	Partner Perks �Marketing Guidelines and Tips
	Partner Perks�Communication
	Partner Perks�Recognition
	Campaign Results
	2019: The Successful Convergence of B2B and B2C
	End Result: Integrated Marketing
	Thank You!

