
MARKETING 
ON PURPOSE
ATTRACTING THE HOMEOWNER

Get Noticed. 
Get Found.®



Fun Time



ROB MURRAY
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You have to take time to have time.“ “
Co-founder & CEO

robert@intrigueme.ca 226-979-1206 www.intrigueme.ca

• Founded Intrigue in 2006

• President of the Entrepreneurs’ Organization in Southwest Ontario

• Digital Task Force Chair for Guelph General Hospital

34
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OUR PURPOSE

Empowering Leaders to 
Strengthen Communities
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SYSTEMS FROM THE BEST



OUR VISION:

To create the Gold Standard for 
Marketing that Entrepreneurs can trust
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GROWTH ENGINE
Leads

X
Conversion Rate

---------------------------------
Clients

X
Average Sale

X
Avg. Gross Margin % 

---------------------------------
Average Gross Margin $$

X
Average Frequency of Purchase/Year

X
Average Lifetime of Customer
---------------------------------

Average Lifetime Value of a Customer in Gross Margin $$



GROWTH ENGINE
Leads
X
Conv Rate
----------------------
Clients
X
Average Sale
X
Average GM 
----------------------
Avg GM $$
X
Purchases/Year
X
Avg Lifetime Yrs 
----------------------
Avg LV of a 100 Leads 
in GM $$

100 110 (+10%)
X
44% (+10%)

--------------
$240,000

X
40%

X
$1,000
X
30%

--------------
40 Clients

--------------
$12,000
X
2
X
10

--------------
48 Clients
X
$1,100 (+10%)
X
33% (+10%)
--------------
$17,424
X
2.2 (+10%)
X
11 (+10%)
--------------
$421,661



MARKETING ON PURPOSE
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Start with

The Why



What do you do?

How do you do it differently 
than your competitors?

Why do you do it that way?

Why is that important to you?



12

MARKETING



VANESSA MCQUADE
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If you are speaking to everyone, you are speaking to no one“ “
OWNER & TEAM LEAD

vanessa@intrigueme.ca 519-265-4933 
ext. 115 www.intrigueme.com

• Started at Intrigue in 2012 & bought into the company in 2018

• Third year attending LOCongress - Member for two years 

• Mom to a very active almost two year old son 



ATTRACT
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AUDIENCE

People HATE to be sold to but 
LOVE to buy.

A-Clients



GET NOTICED & FOUND 
BY YOUR A-CLIENTS
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INTEGRATED CAMPAIGNS

Not Converted
Remarket To:

Thank You Page

Landing PagesWebsite
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QUESTIONS



CONVERTING YOUR 
A-CLIENTS
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GENERATING 
A-LEADS

5 Simple Steps



1. Niche 
- Fill in your A-Client Profile
- Specific Landing Pages for 

Specific Audiences



2. Calls to Action
● Keep It Simple
● Use Colour Contrast
● Use Buttons



YORKSHIRE



SINCLAIR HOMES



ACTIVITY

Take out your phone!

Go to your website and audit 
your homepage to see if 
there’s a clear CTA above the 
fold.
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3. Value Exchange
● Keep It Simple
● It’s not about you
● They work!



BRYAN’S FUEL



4. Forms: Quality vs. Quantity 
● Contact Form - Qualifying
● 2 Step
● Conditional



CONTACT FORM



2 STEP FORM



Conditional Form



ACTIVITY

Take out your phone!

Go to your website and audit 
how easy it is to contact you 
on your website.
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5. Follow Up 
● Auto-responders / Thank You Pages
● Calendly
● Drip Campaigns (Marketing 

Automation)



Thank You Pages



Thank You Pages



CALENDLY
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EMAIL 
AUTOMATION

Email automation is the ability to 
send time or action triggered emails 
to subscribers with relevant 
information. 



EMAIL NURTURE CAMPAIGNS
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BAVARIAN WINDOWS
1. Prospect or client fills out a 

“Get a Quote” on website

2. Prospect is automatically put 
into an email drip campaign

3. Prospect will receive 4 value 
based emails over 21 days 
of step by step in line with 
process 

1,210 Emails Sent since January 24, 2019
62.3% Open Rate (Industry Avg = 17.6%)
6.2% Click Through Rate (Industry Avg = 1.6%) 

4 Days



THE OSTIC GROUP
1. Prospect or client fills out 

a contact form on the 
website

2. Prospect is automatically 
put into an email drip 
campaign

3. Prospect will receive 8 
value based emails over 
the course of 8 months 
‘warming’ them up with 
education based content

3,885 Emails Sent since December 15, 2017
33.3% Open Rate (Industry Avg = 20.8%)
4.2% Click Through Rate (Industry Avg = 1.8%)
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WHAT DOES 
THIS ALL MEAN?



INTEGRATED CAMPAIGNS

Not Converted
Remarket To:

Thank You Page

Landing PagesWebsite



@IntrigueMedia / #IMLnD14



45

QUESTIONS



WHAT’S YOUR NEXT STEP?
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WHAT’S YOUR NEXT STEP
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What is one thing you want to do/change after this session? 

Leave your card if:

● You’d like us to send you the Growth Engine & A-Client Worksheet

● You want to be invited to Marketing on Purpose 

● You just want to talk :)  



Vanessa McQuade
vanessa@intrigueme.ca

Robert Murray
robert@intrigueme.ca


