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THE NEW NAHAC 
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The mission of NAHAC is to provide funds, subsidies, and/or other benefits 
to Nevada homeowners or other targeted groups of individuals within the 
State of Nevada in order to assist with affordable or subsidized single 
or multi-family housing. At a minimum, this will encompass consistently 
determining what the specific needs of Nevada homeowner’s are, and any 
other applicable needs of the individual communities therein.

Liaisons with public and private partners, as applicable, will be consistently 
sought to achieve this overarching objective. The NAHAC qualified and 
trained team of professionals will provide this service in an efficient and 
effective manner, making the needs of eligible Nevada homeowner its 
top daily priority

The logo may not be modified under any conditions as depicted herein. Do not skew, 

rotate, subtract, make additions to, or rearrange any elements to the approved logo. 

The logo may be displayed either in NAHAC Yellow or White when used over a colored 

background in branded materials. Otherwise, NAHAC Teal, NAHAC Black, or White 

must be used on non-NAHAC branded collateral.
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Accent to the main brand logo, this 

is used as a support element to the 

brand or campaign creative. Should be 

adapted as a core message throughout 

the brand. When written in text form, 

italicize the first letter of each word 

capitalized except “a,” and include the 

™ symbol at the end.

To be used sparingly as a background or 

separator element. May be used in any 

brand palette color that contrasts its 

neighboring content.



DIGITAL MARKETING INITIATIVES 
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Goal: Generate Qualified Leads for NAHAC Services  

§  June 2017 New Website Launched 

§  July 2017 Digital Marketing Launched  

ü  Online Quiz 

ü  Pay-Per-Click 

ü  Digital Display 

ü  Native Advertising 

ü  Social Media (Nov.)   



WEB BROWSER FLOW 
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Web	Browser	Sees	and	Clicks	Ad	

User	Lands	on	Website	and	Clicks	to	Qualify	

Answers	12	Simple	Questions	 Likely	Qualified	Programs	and	Call	to	Action		



TOP-LINE ONLINE RESULTS (JUNE – NOV) 
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16,080	

WEB	VISITS	 QUIZZES	TAKEN	

2,396	

QUALIFIED	CANDIDATES	
149	PROGRAMS	VS	60	

1,664	



DIGITAL MARKETING RESULTS 
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Conversions: Completed Quizzes 

§  394% Lift in Conversions After Digital Media Launch 
•  Website Launch – June 2017 

ü  98 Quizzes Completed  
ü  54 Qualified Completions  
ü  Qualified Rate: 55% 

•  Digital Marketing Launch - July 2017 
ü  485 Quizzes Completed 
ü  329 Qualified Completions  
ü  Qualified Rate: 68% 
 

§  TOTAL CONVERSIONS SINCE LAUNCH: 2,441 
•  Completed Quizzes: 2,396 
•  Form Submissions: 45 



PPC RESULT (THUS FAR) 
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§  PAY-PER-CLICK (ADWORDS/SEM) 

ü  Impressions: 21,173 

ü  Clicks: 1,552 

ü  CTR: 7.33% 

        Industry Standard: 2.03% 



DISPLAY (THUS FAR) 
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§  DIGITAL DISPLAY 

ü  Impressions: 438,765 

ü  Clicks: 773 

ü  CTR: .18% 

        Industry Standard: .05% 

 



NATIVE (THUS FAR) 
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§  NATIVE ADVERTISING 

ü  Impressions: 738,786 

ü  Clicks: 1,427 

ü  Conversions: .19%  

         Industry Standard: .15% 



SOCIAL MEDIA (THUS FAR) 
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§  BT MANANGEMENT – NOV. 2017 
•  Twitter 

ü  # of Tweets Increased 650% 

ü  Tweet Impressions up 6,653% 

ü  Profile Visits up 227%  

•  Facebook 

ü  Daily Engaged Users Up 290% 

ü  Daily Reach Increased 372% 

ü  Daily Impressions Increased 447% 



TOP-LINE FINANCIAL RESULTS (JUNE – NOV) 
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$6.45	
MILLION	

$	DISTRIBUTED	

173%	

YOY	INCREASE	
$2.36	million	



TOP-LINE ad RESULTS 
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40X	

RETURN	ON	AD	SPEND	

$4	
MILLION		

TOTAL	SPEND:		$100,000	



PROMOTIONS in 2018  
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ü  IN-HOUSE CALL CENTER 

ü  DOWN PAYMENT ASSISTANCE PROGRAM 

ü  NEW COLLATERAL (POST CARD AND BROCHURE) 

ü  TESTIMONIAL TV/ONLINE COMMERICAL 

ü  TRADITIONAL MEDIA SPEND (FROM REMANING BUDGET) 

ü  EVENT SUPPORT AND PROMOTION 



QUESTIONS  
& DISCUSSION 


