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That’s according to the State of Online Lead Follow Up in 2018 
survey, conducted by Lasso CRM and Builder Partnerships. 
Qualified home buyers are shopping online, they are more 
informed than ever, and they expect fast, professional customer 
service. Additionally, builders are spending more than ever on 
online campaigns to push potential buyers to their websites—
in some cases half of the entire marketing budget.

You know buyers are online, and you’re spending a lot of 
money to attract them. So what happens once a prospect fills 
out an online form and hits submit? Where does that lead go? 
If you are using a CRM system built for new home sales, that 
lead will enter a sales funnel and be nurtured with consistent 
communication and relevant information until they either buy 
or say “I’m not interested.”

There are three key phases in the new home buyer’s funnel:

1.     Online Visitor-to-Lead

2.     Lead-to-Appointment

3.     Appointment-to-Contract

At each stage of the funnel, CRM can help you maximize 
resources, increase conversion rates, and achieve a higher 
marketing ROI.

The internet is the 
#1 driver of new 
home sales leads 

for home builders.

THE INTERNET IS THE #1 DRIVER 
OF NEW HOME SALES LEADS 
FOR HOME BUILDERS. 
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According to Mike Lyon from Do You Convert, for builders 
with an online sales program in place, the average lead-to-
appointment ratio has increased from 20 percent to more 
than 30 percent in 2018. The percentage of total sales from 
online leads has increased from 25 percent to over 30 percent.

What are these builders doing right? It starts with the 
philosophy that every lead is valuable. They have a system 
for capturing, tracking and nurturing online leads (CRM). 
They’ve also invested in at least one Online Sales Counselor 
to manage leads, set the appointment, and ensure a smooth 
hand-off to the onsite team. 

They also understand the buyer’s funnel and what it takes to 
convert leads at every stage. Here’s how a CRM for new home 
sales can help.

New Industry Benchmarks

With the right 
online sales 

program in place, 
the average lead-
to-appointment 

conversion ratio is 
over 30%.
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https://www.doyouconvert.com/
http://www.lassocrm.com/online-sales-counselor


5

Online shoppers discover new home communities through 
a variety of channels, including your company or community 
website, listing directories like Zillow or BuzzBuzzHome, and 
social media sites like Facebook.

The key to success with all these sources is capturing lead 
information automatically and seamlessly.

Your CRM should:

Generate a profile for each new lead with complete 
contact and demographic information.
In order to respond fast to online leads (which is critical to 
increasing conversions), there should be no manual data 
entry—ever. Every online source type should be integrated 
with your CRM so that lead profiles are generated instantly, 
and sales agents can get to work on the important task of 
following up.

Assign a sales process based on pre-selected 
trigger criteria.
Many new home sales companies start with a single sales 
process for all online leads. However, the most successful 
ones tailor their sales process to the lead type. For example, 
a Facebook lead may be more top-of-the-funnel than a Zillow 
lead, so the communication plan should reflect the difference. 
You should automatically trigger different sales process based 
on pre-selected criteria—like source type—to ensure the 
right message gets to the right audience with no guesswork 
involved. (For an example of leveraging sales processes, read 
the Lasso Client Success Story featuring Pacesetter Homes.)

STAGE 1

Online Visitor-to-Lead

Every online 
lead is valuable.
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http://www.lassocrm.com/pacesetter-homes-success-story
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Send an instant auto-reply email thanking them for their submission.
One of the keys to online sales success is fast, personal communication. It’s why many companies 
hire an Online Sales Counselor. But responding within five minutes or less is not always possible. 
Enter the auto-reply email. This email is automatically generated (no human involvement necessary), 
sets expectations for what happens next, and includes shareable information, like social channels 
and resources, to keep prospects engaged until a real person can reach out. In fact, according to 
Experian, welcome emails like these are the most-read type of email, generating 4 times the total 
open rates and 5 times the click rates compared to other marketing emails. Make sure your auto-
reply content is valuable and compelling.

Notify the assigned sales agent immediately when there’s a new lead.
When a new lead signs up on your website or submits an inquiry through a listing directory, there 
should be no lag in notification to the agent who will be following up. Ideally, someone will follow up 
within a few minutes while the prospect is still on your website and your community is top of mind.

With these automated steps, your lead has already had their first touch point and the sales 
process is well under way.
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Here is where the magic of CRM happens—the follow-up process. Every online lead is valuable. 
Literally, the average online lead costs about $250 (calculate your own lead costs in the table at 
the end of this document). Plus, an online prospect who keeps an appointment is more likely to 
convert to a sale than a walk-in prospect. It would be a waste of investment to NOT proactively 
follow up with each one of them. 

STAGE 2
Lead-to-Appointment

Here’s how CRM can help during the lead-to-appointment phase of the buyer’s journey...
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An online prospect 
who keeps an 

appointment is 
more likely to 

convert to a sale 
than a walk-in 

prospect. 

Assign follow-up processes based on leads’ unique 
interests and needs, so that messages are personal 
and relevant.
The goal of a sales process is not the close the deal. It is to 
move the prospect to the next phase of the buyer’s journey, to 
a deeper level of interest. Once a lead comes into your system 
and starts engaging—either via direct response or website 
activity—it’s best to adjust the sales process to the information 
that’s most relevant to them. For example, an online lead may 
be assigned the “standard” online sales process. If she then 
shows interest in a particular community or floor plan, the 
sales process should become more focused.

Send automated reminders of activities so that no 
lead slips between the cracks.
An Online Sales Counselor or sales agent should never have 
to guess which type of communication to send, when to 
send it, or what it should say. Once a lead is assigned a sales 
process, a pre-determined list of activities will pop up on that 
agent’s dashboard on the appropriate days, complete with 
pre-formatted templates and phone scripts. Additionally, all 
completed activities should be automatically recorded to a 
lead’s history, for easy reference and data sharing. There should 
never be a question of where a lead is in the sales process.

Save time by leveraging email templates that can be 
personalized and sent in just a few clicks.
Most leads will receive a basic series of email templates. Why 
recreate the wheel each time? Create your templates ahead 
of time and even set them up to be auto-populated with 
personalized tokens such as prospect and agent names. When 
it’s time to send the email, the template is displayed, giving 
agents the option to send as is, or personalize. Emails can be 
sent to multiple prospects in a matter of minutes.
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Know when a prospect is active on your website 
so that you can gauge interest and send timely 
communication.
In follow-up, relevance and timing are everything. With real-
time online lead notifications, sales agents know when their 
prospects are on the website, which pages they’re looking at, 
and for how long. This provides sales agents with powerful 
insight. They can tailor the next communication to exactly 
what the prospect is interested in, or adjust the sales process 
as necessary.

Online Sales Counselors can easily transfer online 
leads to onsite staff when they set an appointment.
The hand-off between Online Sales Counselors and onsite 
agents is of critical importance when setting appointments. 
The transition between points of contact must be smooth for 
the prospect, and extremely organized for the onsite team. All 
parties must be aware of the appointment and understand 
expectations going forward. Your CRM should cater to online 
sales departments with an appointment feature, shared 
calendars, and a seamless way to transition leads between 
communities and databases. 
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https://www.lassocrm.com/blog/product-update-book-appointments-across-projects/
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At this point in the buyer’s journey, the sales 
team has collected valuable information about 
the prospect. By recording this information 
into a central CRM system, everyone on 
your team has a better understanding of 
the prospect and what it will take to close 
the deal. This is where CRM helps the onsite 
team shine. Here’s how:

Link the profiles of everyone involved 
in a transaction, include multiple 
buyers, real estate agents and 
lenders.
Never lose track of all the players in a real 
estate transaction. Keep everyone in the loop. 
Buying a home is complex so it’s important 
to maintain and track communication with 
all parties.

Track all email and communication 
history.
There are a million emails and phone calls 
involved in a single real estate transaction 
(or so it seems!). Stay organized by keeping 
all communication history in a central 
database. Emails should be automatically 
recorded to history so no additional work is 
required by the sales team to ensure that all 
correspondence is recorded.

STAGE 3

Appointment-to-Sale
Upload documents associated with 
a home or unit, including contracts, 
amendments, floor plans, etc.
Store all documents in the same database as 
your contacts and communication history.

Link business systems for streamlined 
processes and error-free data 
merges. 
Push prospect information like name, home 
number, contact information and notes to 
your preferred construction management or 
accounting system with an API and pre-built 
integrations.

Continue to nurture prospects who 
didn’t buy with consistent, relevant 
messaging.
If a prospect does not or cannot buy a home 
today, the last thing you want to do is stop 
following up. Continue the relationship with 
relevant information so that you are top of 
mind when they are able and willing to buy.

Stage 3 is where CRM helps the 
onsite team shine.
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By making incremental improvements in conversions at each 
stage in the buyer’s funnel, whether it’s visitor-to-lead or lead-
to-appointment, builders and developers can see how much 
online leads can positively impact their bottom line.

It is an investment, however, and the right people, processes, 
and program must be in place to turn the casual web visitor into 
a buyer.  The right CRM is an integral component to converting 
more of these online leads into buyers and making your sales 
program a success. 

It All Adds Up

11



12

The #1 CRM for New Home Sales

or call Sara Williams directly at 412.992.7417

LEARN MORE LIVE DEMO

WHEREVER YOU GO— 
WE’LL BE THERE.
Elegantly designed to work on the widest range of devices 
possible to keep your team productive wherever they go.

EFFORTLESS TO USE.  
EASY TO PERSONALIZE.
Our goal is to make CRM technology accessible, relevant, and 
more personal to you—and your customers.

WE’RE #1 IN SERVICE TOO.
Current Lasso users are our #1 source of referrals. We’re there 
for you throughout deployment, training, and beyond.

“I set 80-100 
appointments a 

month from online 
leads. Without 

Lasso, I could not 
do my job.”

BARBARA DIBRITO 
Online Advisor, 

Keystone Custom Homes
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http://www.lassocrm.com/contact-us
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