
Zillow Group Guide to  
New Construction Marketing



We talk about the home buyer’s journey to ownership, but new  
construction marketers are on a journey too: When a buyer takes a step to 
gain information about finding and selecting their dream home, you’re  
taking a step to share the information you have to help them through  
Zillow Group resources.

This guide clarifies each Zillow Group product, as well as how, why and when 
they fit into your marketing strategy. You will know how to use Zillow Group 
tools to reach high-intent buyers at the right time — with the right content — 
and how to measure your efforts so you know where they’re most effective.

How to read this guide

Not all journeys are the same, so this guide is designed for you to skip around 
the sections to focus only on data that’s relevant to you when you need it. Use 
the color-coded guide to find sections; other visual clues point you to insights, 
action items and more resources.

PREFACE
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The Power of the  
Zillow Group Network

Here are the facts:

•	 More than 3 in 4 buyers  
	 (79 percent) shop online  
	 for a home.2 

•	 More than a third (35 percent) 	
	 of new homes are sold before 		
	 construction even begins.3 

•	 Zillow Group operates the largest 	
	 real estate network on the web, 	
	 with the most unique visitors in 	
	 the U.S.4 

•	 “Zillow” is searched more than 	
	 “real estate” on Google.5 

 

 

 

•	 In Q3 2018, more than 186 		
	 million average unique users 		
	 visited Zillow Group brands’ 		
	 mobile apps and websites  
	 per month.6 

•	 Home buyers discover new 		
	 construction homes alongside 	
	 resale homes. 

•	 On Zillow Group sites, builders 	
	 can display current and  
	 future inventory. 

•	 Zillow Group offers 			 
	 builder-specific products  
	 that help you pinpoint and  
	 attract your target buyers,  
	 make more informed decisions 	
	 about regional supply and 		
	 demand, effectively compete with 	
	 existing homes, and, best of all, 	
	 know if it’s working.

The Zillow Group network of real estate- and home-related brands, products 
and data attracts hundreds of millions of home shoppers1 to our sites then 
connects them with professionals through advertising. The Zillow Group 
new construction network is displayed across two beloved consumer brands, 
Zillow and Trulia.

Your strong, compelling digital presence is crucial to the home shopper’s first 
impression. That’s where partnering with Zillow Group can elevate you above 
the competition, directly in the online buyer’s line of sight.

4

We’ve been looking for a partner to help us with goals 
Maronda Homes wanted to achieve, and Zillow Group’s  
been that partner. The nature of our relationship is more  
of a consultative one than a selling one — which is better  
because Zillow Group wants to make you a better  
builder and marketer.

“

”
Matthew Wilson, Director of Digital Marketing, Maronda Homes
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The Power and Reach of Zillow Group

Source: Comscore Media Metrix® Multi-Platform

Zillow Group’s ownership of 
the total market share for 
online real estate in the U.S.

Zillow Group operates the 
largest real estate network
on the web.
Source: Comscore Media Metrix® Multi-Platform 

#1 2/3The number of unique 
users on Zillow Group's 
mobile apps and 
websites in July 2018 
(all-time high). 
Source: Google Analytics, Adobe Analytics

195
million
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Zillow Group Advertising Solutions
Zillow Group’s comprehensive product suite helps you effectively market your 
homes and communities. You can find more details on these solutions here.

Zillow Group’s New Construction
advertising platform

Builder
Profiles

Featured 
Promotions

3D
Home

Boost 
+ Precision 
Targeting

Builder
Boost

Tour 
Booking

Lot
Availability

Inline
Community

Preview
Community

Pages

Promoted Communities

New Home
Feed

Builder 
Inform 

Advantage
Program

Builder
Dashboard

Tools to manage listings, 
analyze data and performance

Features to help buyers 
discover you
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If you could put yourself in your 
buyer’s mind as they search for a 
new home — who they are, what 
stresses them out, what delights 
them, what questions they have — 
you’d know exactly what marketing 
messages will reach them and how 
to deliver those messages. 

Zillow Group has entire teams 
dedicated to qualitative and 
quantitative research to uncover 
insights that reveal what buyers 
want. That data helps you craft and 
deliver marketing messages when 
they are relevant to buyers and in a 
way that resonates with them.

Understanding 
Your Buyer and 
Their Journey

SECTION 1

7

https://www.zillow.com/research/
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New  
construction buyers

We know that the median age of 
today’s new construction buyer is  
47 years old (which is somewhat 
older than existing home buyers,  
who are 40), thus they are more 
likely to be repeat buyers, financially 
secure, retired, living without kids 
in the home and willing to move 
farther than existing home buyers.7 
We also know where and how 
today’s new construction buyer 
searches for their home, the features 
they want most, what they expect 
when they tour a home, and what 
makes them ultimately choose new 
construction — or not.

We also know it’s hard to get a 
complete and realistic picture of the 
new construction buyer  with the 
dozens of insights and data points 
we uncover. It’s easier to remember 
people than data points, so we 
compiled the info into a persona  
that helps you visualize your buyer, 
understand their wants and needs, 
and identify their key concerns.

Understanding Your Buyer and Their Journey 8

YEARS OLD

47
ANNUAL HOUSEHOLD
INCOME $100,000+

44%
MOVE FROM DIFFERENT
CITY, STATE, OR COUNTRY

53%
REPEAT BUYER

71%

WANTS & NEEDS

Needs more information
Feels like there is a lack of transparency and 
that she’s missing out on possible homes.

Considers price

price range, a common pain point of new 
construction buyers.

Needs more than photos
Seeks private home tours, an inspection 
report and floor plan details to decide on 
the right home.

HOW SHE
MAKES DECISIONS

KEY CONCERNS
FOR HER

DIGITALLY SAVVY: 76% used an online 
resource in their home search.

WANTS INFO FROM THE SOURCE: 60% 
contact a sales center during their search.

“If I’m buying a new home, I’m going to be 
particular. What upgrades and custom 
features are available to me?”   

THE 
NEW CONSTRUCTION 
BUYER

View the full persona here

https://www.zillow.com/resources/new-construction/consumer-housing-trends-report-2018/
https://www.zillow.com/resources/new-construction/new-construction-buyer-persona/
https://www.zillow.com/resources/new-construction/new-construction-buyer-persona/
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The new construction buyer’s journey

In addition to our annual survey of 13,439 key household decision makers to 
compile the Zillow Group Consumer Housing Trends Report, we underwent 
a supplemental study to better understand the buyer’s journey to new 
construction. We found the following sentiments during four key phases,  
shown in this infographic:

How Zillow Group Helps

Thinking

Doing

Timeline

Awareness Active Research Consideration Purchase and Post-Sale

Promoted Communities

Do we prefer new to re-sale?

What's our budget?

Are we ready to buy?

Is the neighborhood safe? 

What matters to us?

We’d recommend our builder to others.

We’re finally home!

Does a new home o�er more value than
an existing?

What’s the builder’s reputation?

Community Pages

Builder Profiles

Promoted Communities

Tour Booking

Builder Boost Targeting

Promoted Communities

Community Pages

Inline Community Preview

Builder Dashboard

Builder Profiles

Builder Profiles

Begins dreaming Browses on mobile 
devices

Researches 
seriously online

Contacts builder for 
information

Visits new home
communities

Compares homes Moves in

5 months – 2 years before move-in 3 months 1 month

https://www.zillow.com/report/2018/
https://www.zillow.com/resources/new-construction/marketing-homes-every-phase/
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Phase 1: Awareness

The buyer’s finances and available budget set the course for their  
home-shopping journey: More than half (52 percent) of new construction 
buyers put down 20 percent or more toward the purchase of their home.8 
Even though new construction might be on their radar at this point, it may 
not be an option for buyers who are trying to align a wish list with a tight  
housing budget.

Pro tip: Awareness

Now’s the time to evangelize the value and financial advantages of a new 
construction home over an existing home.

Phase 2: Active research

Online home listing searches are an essential tool to help buyers explore and 
narrow down their options in the early stages of their journey. Buyers are 
seeking the best you have to offer — that includes your listings, communities 
and online search experience.

Pro tip: Active research

Share your customization options and be transparent about pricing. Offer 
virtual reality (VR) tours, and give buyers the ability to schedule model 
home tours online.

Browses on 
mobile devices

Contacts builder 
for information

Begins dreaming Researches
seriously online

https://www.zillow.com/resources/new-construction/new-construction-cost-value-myths-debunked/
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Phase 3: Consideration

Here is when home shoppers add new construction as a viable option and 
weigh the pros and cons against resale. Among several home types buyers 
consider, 38 percent include new construction in their list. Eleven percent 
ultimately purchase new construction. Community visits and home tours 
are paramount to all buyers: More than 3 in 4 (77 percent) new construction 
buyers consider taking a private tour to be very or extremely important.9

Pro tip: Consideration

At this stage, new construction buyers are excited and enjoying the 
process, but they can also get overwhelmed. It’s an ideal time to step in 
as a trusted guide on their journey. Be responsive, patient and thorough 
when answering their questions.

Phase 4: Purchase and post-sale

Forty percent of new construction buyers ping friends and family for their 
opinions on the home-buying experience, and 65 percent contact a real estate 
agent to act as their advocate.10 As they see what’s available on the market, 
they also reassess their criteria to align with their budget: Nearly a third  
(30 percent) of new construction buyers bought a home that was higher  
than their initial budget.11

Moves inCompares homesVisits new home
communities

Zillow Group offers advertising products and features that help 
you market your homes at each phase. Learn more in  
Zillow Group Advertising Products.

Pro tip: Purchase and post-sale

As they rethink their needs and wants, new construction buyers can 
get frustrated with constantly compromising. Be transparent about 
the cost of their options and remind them of the value of a brand-new 
home. Set expectations of the purchase process upfront. Stay in regular 
communication, even if you feel there’s nothing new to report.
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Your target buyer has just decided 
to purchase a home; did you know 
they’re already looking online this 
early? Imagine them browsing 
through new construction listings  
on a Zillow Group site and finding 
one of your homes among their 
search results. There are the  
basics — price, square footage, 
and numbers for the beds and  
baths — but no captivating photos  
or details that invite buyers to dive 
into the property or community.

Your listings are a buyer’s first 
impression of you during the 
awareness phase when a consumer 
begins to research a home before 
they buy it. If you’re not sharing 
your listing content online, it might 
as well not even exist. It’s also 
important to dazzle buyers with rich 
details and immersive tools that 
draw them into the lifestyle your 
homes offer.

Managing Your 
Online Content

SECTION 2

12

FPO

$300,000
NEW CONSTRUCTION

CONTACT BUILDER ASK A QUESTION
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Descriptions VideosPhotos

Yes, buyers come for the 
photos, but they stay for the 
details. Use a minimum of 
250 words in your listings 
and make each word count. 
Be consistent in your 
language and style across  
all listings. Flaunt it if you’ve 
got it: quartz countertops, 
hardwood floors, solar  
panels — buyers crave details.  

Don’t forget to include 
ground-breaking and grand 
opening dates, open house 
events, special offers, 
and promotions.

You can’t underestimate  
the power of video, and 
with today’s smartphones 
it’s faster, cheaper and 
easier than ever to create 
videos of your homes and 
communities. You can share 
testimonials, tips and tricks, 
things to know about new 
construction, and even  
a Q&A — all through  
engaging videos.

Work with a photographer to 
take an array of high-quality 
photos that show off the best 
features of your homes and 
communities. Take multiple 
angles to give home shoppers 
the best perspective. 

Kitchens alone should  
have 10 photos dedicated to 
them. Stunning vistas? Lush 
walking trails? Family- and
pet-friendly spaces? Show 
them off.

How to boost your listing

Interactive elements

To truly immerse buyers in 
your homes and show off the 
lifestyle they would enjoy in 
your community, consider 
working with developers to 
offer 3D floor plans, maps, 
videos and interactive tours.  
 
Not all home shoppers will 
find you by driving through 
the neighborhood: 53 percent 
of new construction buyers 
move from a different city, 
state or country.12 You have 
to engage these long-distance 
buyers online.

Mobile optimization

Don’t forget that buyers 
look for homes whenever 
and wherever they can, and 
that’s not always in front of a 
laptop or desktop computer. 
They’re on the go, and when 
it comes to mobile devices 
nearly half (46 percent) of 
new construction buyers view 
a mobile website using  
a smartphone or tablet.13 

Optimizing content on your 
websites  for mobile viewing 
can reach more buyers and  
offer an outstanding  
search experience.

https://www.zillow.com/resources/new-construction/buyers-expect-better-content/
https://www.zillow.com/resources/new-construction/will-duderstadt-best-practices/
https://www.zillow.com/resources/new-construction/videos-to-shoot-and-share-now/
https://www.zillow.com/resources/new-construction/videos-to-shoot-and-share-now/
https://www.zillow.com/marketing/zillow-certified-photographer/
https://www.zillow.com/resources/new-construction/zillow-group-advantage-program/
https://www.zillow.com/resources/new-construction/6-ways-enhance-mobile-presence/
https://www.zillow.com/resources/new-construction/6-ways-enhance-mobile-presence/
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Need some inspiration to make your listings come alive? Read top tips from 
three industry experts.

Use Zillow Group Advantage Program — the exclusive network of preferred 
partners and services for Zillow Group builder customers! We’ve partnered 
with select vendors who can help amp up your listing content and attract 
more potential buyers.

From the experts Want your listings to stand out?

•	 “Best Practices for Your Listing Content,” Will Duderstadt, M/I Homes 

•	 “Buyers Expect Better Content From Builders,” Matt Riley, Builder Designs 

•	 “Tips to Improve Your Digital Presentations and Home Sales,”  
	 Roland Nairnsey, New Home Sales Coach

Today’s buyer wants the info upfront. They want to 
feel like they’re coming to the table informed and 
empowered instead of being handed info from  
someone else.

“

”
Dannica Hanson,  
Sales and Marketing Manager, Viking Homes

Pro tip

Home shoppers expect instant access to online information so they can 
take control of their own experience. Providing the big picture about 
the home, the community and the lifestyle you offer arms buyers with 
everything they need to feel empowered to take the next step:  
reaching out to you.

Managing Your Online Content

https://www.zillow.com/resources/new-construction/zillow-group-advantage-program/
https://www.zillow.com/resources/new-construction/will-duderstadt-best-practices/
https://www.zillow.com/resources/new-construction/buyers-expect-better-content/
https://www.zillow.com/resources/new-construction/improve-digital-presentations/
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Outcomes, not the number of leads, 
are now the measure and definition 
of success. In other words, would 
you rather have 50 leads or five 
home sales a month? 

When prospective buyers 
start visiting the homes and 
neighborhoods they found online, 
it’s a clear sign they’re ready for 
builders to engage with them and 
become their trusted guide on their 
journey to homeownership. Now 
that they’re taking the next step 
toward selecting and purchasing 
a home, it’s time for you to meet 
buyers’ needs on an individual level. 

Engaging With  
and Converting  
Your Prospects

SECTION 3

15
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52% of buyers who 
submit a lead on 
Zillow are unable to 
connect with a builder 
after 24-72 hours.15

Quick responses are in demand 

46% of new 
construction buyers 
who contact a sales 
center expect a 
response within a 
few hours.14

89% who go 
on a tour have 

a positive 
experience.17 

A prompt reply energizes buyers 

61% of 
customers 

contacted by a 
builder express 

interest in 
a tour.16

Give buyers on-demand experiences

When today’s consumer clicks a button online, they expect magic to happen 
immediately. What happens after a prospect clicks to contact you for more 
information about your listings? Who responds and when? If you don’t 
respond quickly, that buyer will move on and you’ll have lost a sale.  
 
So, it’s critical for builders to respond quickly when buyers reach out:  
Of those new construction buyers who contact a sales center, nearly half  
(46 percent) expect a response within a few hours or less.18

Engaging With and Converting Your Prospects

Managing leads is a full-time job, not one that your administrative assistant 
can do between other tasks. An online sales counselor can follow up on 
those inquiries and cultivate leads so your sales team can focus on bringing 
in buyers for a tour and converting them to sales. They help guide and set 
expectations and are often a key point of brand interaction between builder 
and buyer.

https://www.zillow.com/resources/new-construction/why-you-need-an-online-sales-counselor/
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Get your sales team on 
the same page

In Section 2, Managing Your Online 
Content, we discussed how crucial 
it is for your listings to attract 
buyers. But once you’ve caught their 
interest, how can you draw them 
in further and ensure they keep 
considering a new  
construction home?

Your salespeople are your best asset 
for converting leads to prospects 
and prospects to buyers. Make sure 
you manage your team effectively 
so that everyone approaches their 
common goal with consistency and  
measurable results. 

That includes tasks like:

•	 Standardizing the sales 		
	 conversation so that every sales 	
	 rep schedules a home tour 

•	 Identifying your differentiators 	
	 and ensuring your sales reps can 	
	 knowledgeably discuss them  
	 with buyers 

•	 Providing your sales reps with 	
	 simple, consistent questions so 	
	 they can establish rapport with 	
	 home shoppers, including asking 	
	 how buyers found you 

•	 Using a checklist to stay top of 	
	 mind with prospective buyers 	
	 after a model home tour 

•	 Aligning on a data collection 		
	 process to capture important  
	 walk-in and attribution 		
	 data in your customer 		
	 relationship management  
	 (CRM) system

Engaging With and Converting Your Prospects 17

https://www.zillow.com/resources/new-construction/your-best-asset-for-lead-conversion/
https://www.zillow.com/resources/new-construction/checklist-home-tour-follow-up/
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Earn buyers’ trust by 
educating them

Part of becoming a guide on their 
home-buying journey is educating 
buyers on what to expect at each 
stage and how to conquer their 
fears, which can alleviate the stress 
of making such a big decision. 

For example, we know that buyers 
often have misconceptions about the 
cost and value of a new construction 
home. Why not debunk those myths 
once and for all as you take them on 
a tour through your model home? 

Your sales center staff can also 
provide them with resources that 
further shine a light on the  
home-buying process, including: 

•	 The ABCs of New Construction 

•	 10 Tips for Buying a Brand  
	 New Home 

•	 New Construction Pros and Cons 

•	 Types of New Construction 		
	 Homes 
 
There are many more resources and 
best practices that will align your 
sales center staff to better engage 
prospects so that you can increase 
your conversion rate. 
 
 

Finally, never underestimate the 
power of social media. Prospective 
buyers are already hanging out 
there, searching for, discussing, 
designing and buying homes. Take 
the opportunity to jump into the 
conversation with content that both 
engages and educates them: 
 
	 Include eye candy like people 	
	 enjoying the lifestyle that your 	
	 homes and communities offer. 
 
	 Delve into personal 			
	 interests  such as local 		
	 news or neighborhood 		
	 facts, or conduct a fun poll 		
	 about favorite home styles. 
 
	 Offer industry knowledge like 	
	 tips and advice, market trends,  
	 and housing data. 
 
A successful outcome — a great 
experience and a wonderful new 
home — starts with a strong 
relationship with the buyer: The 
connection you and your team 
make with buyers is the reason 
they choose you. Participants in a 
supplemental study commissioned 
by Zillow Group revealed that  
their relationship with the  
builder will either make or 
break the new construction  
home-shopping process.19

Engaging With and Converting Your Prospects

Pro tip

Today’s savvy home shoppers desire your laser-focused attention and 
are hyperaware of how they are treated by different brands; they want to 
partner with a builder who gets them. To stand out from the competition 
and win the buyer, you and your sales team must deliver personalized, 
emotionally satisfying experiences.

https://www.zillow.com/resources/new-construction/new-construction-cost-value-myths-debunked/
https://www.zillow.com/resources/new-construction/handout-abcs-new-construction-abcs/
https://www.zillow.com/home-buying-guide/how-to-buy-new-construction-homes/
https://www.zillow.com/home-buying-guide/how-to-buy-new-construction-homes/
https://www.zillow.com/home-buying-guide/buying-a-new-home/
https://www.zillow.com/home-buying-guide/new-construction-types/
https://www.zillow.com/home-buying-guide/new-construction-types/
https://www.zillow.com/resources/new-construction/best-practices-for-sales-staff/
https://www.zillow.com/resources/new-construction/how-to-succeed-in-social-media/
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Marketing is no longer a guessing 
game. It’s a science that engages and 
converts prospects with a systematic 
approach that you continually test 
and measure against.

Every step along the buyer’s journey 
to their new construction home is 
also an opportunity for builders 
to check — not guess at — their 
marketing effectiveness. The results 
of your analysis determine what 
works, what doesn’t and where 
to put your dollars for maximum 
return on investment (ROI).

Proving That  
Your Marketing 
Works

SECTION 4

19
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Prioritize  
your buyer data

Try multi-touch marketing

Cut through the marketing noise 
straight to the data that helps you 
get more appointments and land 
more sales by narrowing your focus 
on the metrics that actually matter: 

•	 Cost per lead (CPL): the 		
	 amount of money spent to 		
	 generate a lead 

•	 Lead to appointment: the  
	 number of leads from a particular 	
	 campaign who then took the next 	
	 step to schedule a home tour  
	 or visit 

•	 Appointment to sale: the 		
	 number of those visitors who 		
	 ultimately purchased a home 

•	 Cost per sale (CPS): what  
	 you spent that resulted in  
	 business revenue

Of all your marketing tactics, 
which touch point has the greatest 
influence on a buyer’s choice to book 
a tour and ultimately purchase a 
home? Rarely do buyers see a single 
ad for a home or community and 
decide on it right there and then.  
 
 

But all too often, builders credit a 
single campaign — typically the first 
or last one they ran — for bringing 
in a buyer. 
 
Instead, qualified buyers are 
typically “touched” six to eight 
times,20  which might include seeing 
one of your billboards, visiting your 
website, browsing listing networks, 
engaging on social channels, 
receiving a direct mail or stopping 
by a sales center.
 
 
 

Multi-touch marketing attribution 
helps you:  

•	 Identify the campaign(s) that 		
	 helped home shoppers find you 

•	 Understand behavioral trends 	
	 that convert them to buyers 

•	 Allocate budget based on data 	
	 rather than guesses 
 
If you still use single-touch 
marketing attribution (first or  
last touch), you’re probably missing 
out on channels that influence 
buyers’ decisions. You might be able 

Proving That Your Marketing Works

to calculate a viable CPS, but you 
might be over- or under-attributing  
another channel. 
 
By adopting a marketing attribution 
model that includes multiple touch 
points, you can draw a direct line 
between your communications 
and your conversions. It can also 
help your budget work smarter, 
not harder: Think about all those 
unopened emails, discarded  
direct mail pieces or unseen  
billboards — messages sent but  
not always received before a  
buyer converts.

How does your marketing tech stack up? 

SEO

PR & Media 
Monitoring

Data 
Management & 

Analytics

Sale Center 
Operations & 

CRM

Social 
Engagement

Content Creation 
& Delivery

https://www.zillow.com/resources/new-construction/calculating-roi-metrics-that-matter/
https://www.zillow.com/resources/new-construction/google-analytics-adopt-multi-touch-marketing-model/
https://www.zillow.com/resources/new-construction/make-marketing-attribution-work/
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Collect your buyer data Tracking pixels

You’re already using a variety of ways to track your offline marketing tactics, 
but how do you track your digital marketing efforts? Tracking pixels and 
UTM codes are two easy ways to gather buyer insights and behavior and  
map them back to specific marketing tactics.

Tracking pixels on your landing pages, contact forms, emails and newsletters 
provide website lead conversion data from customers who found your page 
directly from your Zillow and Trulia new construction listings.

A tracking pixel is an invisible 1-by-1-pixel graphic that tracks customer 
activities (think website visits, email opens, form submissions and sales 
conversions) to provide you with valuable, actionable marketing data, such as: 

•	 Operating system and mobile 	
	 device uses 

•	 Number of site visits 

•	 Time of day the customer read 	
	 the email or visited the website 

•	 IP address, which provides data 	
	 on the customer’s internet service 	
	 provider and location 

•	 What they looked at and clicked 	
	 on (if you use multiple  
	 tracking pixels) 

•	 Email or newsletter open rates 
 
Zillow Group can create tracking 
pixels for you, and adding them to 
your website is easy. Contact your 
Zillow Group representative to  
get started.

Proving That Your Marketing Works

https://www.zillow.com/resources/new-construction/use-tracking-pixels-to-unlock-customer-insights/
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Which of your digital marketing 
campaigns reaches the most 
prospective buyers and brings them 
into your sales center? How can 
you do better at prompting buyers 
to act? Where should you allocate 
more of your budget? 

The advertising or marketing 
medium (e.g., “paid-social,” 
“banner-ad” or “email”)

The advertiser, site, 
publication, etc. sending 
traffic to your campaign  
(e.g., Facebook)

The individual campaign 
name, slogan, promo code, 
etc. (e.g., “lakefront-2018”)

Keywords you’re already 
tagging in a paid search  
(e.g., “xyz-community”)

Keywords that differentiate 
similar content or links 
within the same ad in a paid 
search so you can A/B test 
your campaigns (e.g., “one-
story-home-photo” vs.  
“two-story-home-photo”)

UTM codes

Source CampaignMedium Term Content

UTM codes use five parameters to gather information about how effective a campaign is:

Proving That Your Marketing Works

You can also easily repurpose a UTM code — or test the campaign’s efficacy — 
by simply changing a value in any one of the parameters for a new campaign. 
For example, changing the medium from “pay-per-click” to “paid-social.”

Through Google Analytics or other 
tracking platforms, you can use  
UTM codes to accurately attribute 
your website traffic to a specific 
marketing campaign. Attach a 
UTM code to any custom URL that 
you place in an ad, post, email — 
anywhere you’re reaching buyers 
online — and get highly specific data 
about campaign performance.

https://www.zillow.com/resources/new-construction/how-to-use-utm-codes/
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Interpret your  
buyer data

Customer relationship
management (CRM) system

Google AnalyticsAnalysis is the final step in 
determining how your channels 
performed and what changes you’ll 
make to ensure an efficient and 
optimized marketing spend. With  
the data to prove out your efforts 
and recommendations, it’s easier to 
get buy-in and support from  
your stakeholders. 

Two efficient tools to interpret your 
data are Google Analytics and a 
CRM system; plus, both tools make 
it easy to review and analyze your 
data on a regular basis.

Get buyer insights from the biggest 
search engine on the planet. Google 
Analytics is a powerhouse of 
comprehensive information about 
how effective your website is as a 
marketing tool. After you establish 
your website goals, you’ll see 
conversion reports on how your  
pages performed and can even 
integrate Google Search Console  
to analyze user search data in  
granular detail. 

A CRM is a powerful tool that 
benefits every member of your sales 
and marketing teams. Successfully 
engaged, a CRM helps you: 

•	 Store and manage your customer 	
	 information within a 
	 single database 

•	 Attract, nurture and 			 
	 convert home shoppers

•	 Provide feedback on your most 	
	 effective marketing campaigns 

•	 Use insights to personalize your 	
	 service to create a deeper, more 	
	 meaningful buyer experience 

•	 Stay in touch with past buyers 	
	 to generate referrals and  
	 repeat business 

•	 Automate repetitive tasks

Use Google Analytics to: 

•	 Understand how people find and 	
	 use your sites 

•	 Get help interpreting your 		
	 analyzed data 

•	 Organize and manage your data 

•	 Share your findings  
	 with stakeholders and  
	 decision-makers 

•	 Connect to other powerful tools 	
	 in your marketing tech stack. 
 
While the features and tools 
included in a CRM system will vary, 
each offers valuable ways to help 
you become successful. The best 
CRM is one you’ll actually use. 

Marketing attribution takes careful 
thought, but it’s important and  
worth doing. Correct attribution  
and reporting will help you choose 
the right mix of channels over time 
then document and explain those 
choices to your decision-makers. 
Data-driven decisions are the easiest 
to justify — provided you have the 
right data and easy, reliable  
access to it.

Pro tip

Take a systematic approach to your marketing to define realistic goals, 
streamline your tactics and measure what works best for you. Revisit 
your goals and strategy on a regular basis.

Proving That Your Marketing Works
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In Section 4, Proving That Your 
Marketing Works, we covered how 
to track and measure the efficacy 
of your general digital marketing 
budget. Now, we’ll show you how 
Zillow Group’s Builder Dashboard 
platform helps you understand the 
specific ROI of your investment  
in us, among other powerful tools 
and features.

Proving That Your 
Zillow Group  
Marketing Works

SECTION 5

24
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Builder dashboard

When a home shopper walks into 
your sales center, do you know how 
they really found you? Perhaps your 
team uses the tips from Section 3 
and remembers to ask; if not, you’ll 
likely never know which digital 
marketing tactic brought that buyer 
through the door.

Builder Dashboard provides 
performance data on your Promoted 
Communities listings and Builder 
Boost advertising campaigns 
and offers spend reports, an ROI 
calculator and Customer Satisfaction 
(CSAT) score. These insights help 
improve your understanding of how 
to better manage your listings  
and campaigns. 

With Builder Dashboard, you can: 

•	 See listing and campaign 		
	 performance data within  
	 48 hours 

•	 Generate historical spend reports 	
	 and calculate ROI 

•	 Learn your CSAT 
 
 

•	 Understand how to better 		
	 manage listings and campaigns 	
	 based on performance insights 

•	 Customize, download and share 	
	 reports using dynamic filters 

•	 Designate admins who can 		
	 easily create and manage  
	 Builder Dashboard users 
 
 

•	 Access other tools and resources, such 	
	 as New Home Feed, Builder Inform 		
	 and the New Construction  
	 Resource Center 
 
Builders can drill down into  
each campaign to see how it’s  
performing — including listing data, 
leads,engagement and spend for 
Promoted Communities — and view 
impressions, web link clicks, click-
through rates and spend for their  
Boost campaigns.

Proving That Your Zillow Group Marketing Works
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Your Zillow Customer 
Satisfaction (CSAT) Score

Today’s consumers have high 
expectations. How do you know if 
you’re meeting them? As part of 
Zillow Group’s continuing efforts 
to help builders deliver outstanding 
buyer experiences, we now 
provide your CSAT in the Builder 
Dashboard. You already measure 
your in-person customer service; 
we measure your response time 
to online inquiries through Zillow 
Group and offer support when you 
want to improve it.

A CSAT score is gathered by short, 
simple surveys that measure a 
customer’s satisfaction with your 
business, a purchase or interaction 
with you. Improve your buyer 
experience — which is what really 
matters — and you improve your 
CSAT.

Why your CSAT matters

Knowing how satisfied your 
customers are during their home-
buying journey helps you improve 
your service; you can (and should) 
conduct CSAT surveys throughout 
the process, including after a 
prospective buyer’s initial contact 
with you, after interactions with 
your team and certainly after 
purchasing their home.

You calculate your CSAT by asking a 
simple question, like “How satisfied 
are you with your experience?” 
Customers use a survey scale that’s 
1-3, 1-5 or 1-10. It’s easy to get 
started with CSAT surveys, which 
typically generate a high response 
because they only ask a few 
questions.

With real data to inform your 
interactions, you’ll know where and 
how to give buyers an outstanding 
experience they’ll be happy to share 
with others. That’s free marketing 
for you.

How Zillow Group  
calculates your CSAT

Zillow Group measures interactions 
a home shopper has with you on a 
scale of 1-5. A few days after a home 
shopper submits a contact form on 
your Promoted Communities listing, 
we send a follow-up email to a 
random selection of shoppers asking 
if they were able to connect with the 
builder after one day. After 28 days, 
we ask if they were able to schedule 
a tour, what their overall satisfaction 
is with you and if they plan to keep 
working with you. 

26Proving That Your Zillow Group Marketing Works
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Why Zillow Group 
collects CSAT data

You spend a lot of time marketing 
your listings with gorgeous photos 
and rich details, but a listing can 
only go as far as the engagement it 
generates. Once you’ve hooked a 
prospective buyer, we want to share 
with you what happens after they 
click “Contact builder.” 

The CSAT data we collect provides 
insight and transparency into 
how well your teams (on-site 
sales counselors or sales center 
representatives) follow up with and 
engage these prospective buyers. 

When we share the data with you, 
we ensure it’s informative and 
actionable. You can make positive 
changes only when you know how 
well your team performs today.

How can I find my CSAT?

We provide your score in a new 
Customer Satisfaction tab in the 
Builder Dashboard. It includes your:

•	 Overall rating on the experience 	
	 (how satisfied home shoppers 	
	 were with what happened after 	
	 clicking “Contact builder,” 		
	 whether it was an initial 		
	 connection or booking a tour) 

•	 Connection rate (if buyers were 	
	 able to connect with you) 

•	 Tour rate (if a prospective buyer 	
	 was able or intends to book a tour 	
	 with you) 
 
Contact your Zillow Group 
representative to learn  
more about your CSAT  
and ways to improve it,  
or log in to Builder Dashboard.

Pro tip

Use every Zillow Group tool at your disposal — including your business 
consultant — to get the most accurate picture of how your digital 
marketing is performing and how to get the most out of it.

Proving That Your Zillow Group Marketing Works

Zillow Group is here to be 
a partner in your marketing 
efforts. Our platform, 
products and people help 
more buyers discover your 
homes and communities 
and help you make deeper 
connections so you can 
grow your business.

Ready to learn more?   
Contact us:  
whatsnew@zillowgroup.com

877-419-0589

Copyright © 2019 by Zillow Group, Inc. and/or its affiliates. All rights reserved. No 
part of this publication may be reproduced, distributed, or transmitted in any form or 
by any means without the prior written permission of Zillow Group, Inc.
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Zillow Group Advertising Solutions

Promoted Communities

Zillow Group’s comprehensive product suite helps you effectively market your 
homes and communities.

Displays new construction listings across Zillow and Trulia, differentiates them from 
existing homes, and connects the builder exclusively with interested buyers through a 

Builder Boost
Expands your reach to active buyers across Zillow and Trulia until your inventory is sold out. Ads 
are customized to reach specific demographics at every stage of your community.

Boost + Precision Targeting
Retargets shoppers on Facebook who are already searching for a home on Zillow and Trulia within 
your area.

direct link to the builder’s website. All these features and tools below are available  
with Promoted Communities.

Builder Inform
Lets builders analyze region- and community-specific Zillow Group data to make informed decisions 
about what to build and who to market to.

New Home Feed
Allows builders to manage and syndicate their listings to different portals, easily uploading and 
updating their homes and communities on Zillow and Trulia.

Builder Dashboard
Provides performance data on Zillow and Trulia listings and Builder Boost advertising campaigns. 
The dashboard includes spend reports and Customer Satisfaction (CSAT) score.

Builder Profile
Allows builders to create a profile listing on Zillow to highlight their company, brand, services, and 
customer ratings and reviews.

Community Pages
Gives builders a single location to showcase their community and its amenities. Interested buyers 
can connect with the builder through a direct link to the builder’s website or contact form.

Inline Community Preview
Shows prospective buyers a builder’s individual available lots, streets and communities using 
dynamic overlays on top of actual lot maps.

Video Walkthrough
Uses video tours to increase exposure of listings through a variety of forms: improved temporary 
sort order, additional emails to shoppers and exposure on the listing itself.

Enhanced Video Walkthrough
Offers the same benefits as video walkthroughs but allows builders to utilize their existing 
professional videos on their listings and community pages.

Tour Booking
Home shoppers can request an appointment to tour a home and community directly from your 
Zillow Promoted Communities listing though a simple appointment request process.

Zillow Group Advantage Program
Offers discounted rates on services such as interactive floor plans, web design, 3D color renderings, 
augmented reality, virtual tours and animations.

Lot Availability
Allows builders to list all lots in a community, as well as the status of a given lot and real-time 
updates that are sent to interested buyers.
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