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CABA Marcomm Plan 

Section I. Executive Summary 

The “Connected Homes and Intelligent Buildings” industry is a growth industry driven by many innovations, 
including sensors, wireless technology and the internet of things (IoT). As an international trade association, 
CABA needs to work within an industry characterized by rapid change and cater to the needs of a diverse 
membership base of organizations representing many products, services and professions. 

CABA is very visible and active in the industry in pursuit of delivering knowledge and connected the industry 
to facilitate the success of its members. Effective marketing is a necessary and important critical success 
factor for CABA, leading to the formation of the CABA Marcomm Task Force to update the current CABA 
Marketing Plan. 

Successful marketing today requires interaction with consumers to create conversations so they can ‘pull’ the 
information through their preferred channels when the need arises for them. The role of CABA is to  
maximize opportunities for interactions with members and prospective members; appropriately target 
market segments that will value products and services; and consistently achieve and maintain awareness for 
new products and services it has to satisfy market segment needs. 

The objectives established for the CABA Marcomm Plan are: 

1. Build external relations
2. Increase member engagement and retention 
3. Increase membership recruitment
4. Improve research funder acquisition
5. Increase sales of research products
6. Branding information
7. Communicate purpose and value

The broad strategies suggested achieving these objectives: 

A. Branding 

B. Segmentation 
C. Content Marketing 
D. Communications 
E. Online Marketing 
F. Social Media 

Action plans are provided to achieve the objectives using the strategies suggested. CABA has many 
opportunities available to focus its efforts on improving marketing outcomes. 
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Section II. Introduction 
“An association’s success in attracting new customers or members to the products and services it provides is 
tied directly to the quality of their marketing efforts, and the attention paid to delivering superior value. A 
marketing plan is linked to the association’s strategic plan goals and objectives, which consider the members’ 
real needs. It is a combination of analysis, planning, implementation, and monitoring, and often integrates 
communication planning to carry the message.” (Smyth, 2013) 

The continuing development of the IoT and advances in sensors, wireless technology and integration   
software is driving innovation in the building automation and controls market. Characterized as a ‘growth’ 
industry, the connected homes and intelligent buildings market is expected to grow at an accelerating rate. 

The industry itself involves several overlapping market segments including integrated and converging systems 
for the residential, commercial, and institutional settings. There are also many product segments that 
include: lighting, security, HVAC, audio-video, communication, digital signage and many others. In addition to 
the market and product segments, there are also important segment breakdowns in terms of size of 
organization as well as consumer orientation (B2B vs B2C). There are several very large global organizations 
(Intel Corporation, Honeywell International, Microsoft Corporation, Schneider Electric, Siemens Industry, Inc., 
etc.) that participate in several or all of the industry segments. It is important to understand all of these 
segments in order to undertake  effective marketing in today’s oversaturated and fragmented marketplace. 

It is also important to have a good understanding of industry characteristics to initiate effective marketing 
strategies. According to economywatch.com, some of the characteristics of a growth industry are: 

o High expenditures on research and development

o Market acceptance by the critical mass
o Very good ROI
o Declining production costs
o Stiff competition
o Downward pressure on pricing

CABA underwent strategic planning in 2015 in 2020 to clarify its core purpose and identify goals and 
strategies to pursue over the next several years. CABA’s Mission is to: “CABA fosters informed thought 
leadership and collaboration within intelligent built environments to deliver a more livable, sustainable and 
efficient connected world.” 

CABA has identified four goals in line with this Mission: 

1. To bring together a community of experts that evaluates and conveys trends and best practices

advancing applications, technology and integrated systems.

2. To assist CABA members increase market share by providing timely, relevant products, services and

knowledge.

3. To develop networking opportunities, multi-disciplinary partnerships and strategic alliances between

CABA members and external stakeholders.

4. To ensure CABA operates as an agile organization with a “best-in-class” governance and

management team.



CABA Marcomm Plan DRAFT 

5 

The strategies that have been determined to achieve the goals are: 

A. Increase CABA’s influence and leadership role in the connected home and intelligent buildings 

landscape regarding its analysis and sharing of market shifts, technology trends and data sharing. 

B. Increase membership retention, growth and participation in the Association, through research, 

information, networking and marketing. 

C. Simplify CABA’s knowledge base and streamline core offerings to deliver these assets as a business 

opportunity and provide more value for corporate, institutional and public stakeholders. 

D. Enhance the CABA Board and Council composition of influential thought leaders and decisionmakers 
to govern the organization, develop appropriate policies and succession plans. 

The CABA Marcomm Plan will primarily address strategies A and B. 

The CABA Marcomm Plan was devised using information obtained from the CABA Marcomm Task Force by a 
review of the following CABA stats and resources: 

• 2017 Member and Non-Member Survey

• Operational Plan 2015-2019 

• Previous Marketing Plans

• 2015 Communication Plan

• 2018 Financial Statements

• Member Benefits Listing

• Membership Statistics

• All content and features of the CABA Website

• CABA LinkedIn Group

• CABA Twitter Feed

• CABA YouTube Channel

In addition to reviewing the above resources, research of best practices as they relate to marketing and 
communication was undertaken to help develop the CABA Marcomm Plan. 

Section III. Marketing in the 21st Century 
The core principles of effective marketing have not changed for many years. Marketing’s five Ps (Product, 

Promotion, Price, Place and People) are embedded within the following components: 

1. Strategy: Start with a strategy that anticipates stakeholder, market, technology, and business needs.

2. Products and services: Have a quality offering that meets stakeholder needs better than the
available alternatives.

3. Customers: Understand as much as you can about your prospects — who are they, what they need
and want, and how you can best support their success.

4. Market analysis: Understand the market in which you operate.

5. Brand: Build a strong brand and reputation in the minds of all key audiences — members, partners,
employees, prospects and other stakeholders.

6. Communication: Effectively communicate the value you provide so as to generate demand.

7. Sales channels: Provide the appropriate tools so stakeholders can find and access products and
services.

8. Operations: Track and analyze your marketing efforts to understand what's working and where
changes should be made.
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What has dramatically changed in marketing are the following aspects: 

- Delivery: Industry has the enhanced ability to develop and deliver a wide variety of products and 
services such as videos, webinars, podcasts, infographics and much more that can be customized to 
various market segments easily and inexpensively. 

- Data: More data has been produced in the last few years than ever before, and industry has only just 
getting started. The IoT will generate even more data. The question is how to harness all that data, 
turn it into valuable knowledge for market segments and cut through the clutter, that is created by 
the burgeoning amount of information being given to consumers. 

- Demand generation: Technology allows industry to customize marketing campaigns to meet the 

needs of specific members and prospective members. 

- Drivers: Industry has moved from a ‘push’ approach to marketing to a ‘pull’ approach where 
consumers are driving how they interact with a brand and access products and services. 
Convenience is driving consumer behavior and organizations need to be flexible to allow consumers to 
access products and services when and how it is appropriate for them. 

Successful marketing today requires interaction with consumers to create conversations so they can ‘pull’ the 
information through their preferred channels. Consumers are now too distracted and too ‘time poor’ to take 
advantage of information that is pushed to them at the time it is received. They need to have the capability 
to access products and services when the need arises for them. 

The role of CABA is to maximize its opportunities for interactions with members and prospective members. 
CABA has to appropriately target market segments that will value products and services and consistently 
achieve and maintain awareness for the products and services it has to satisfy market segment needs. 

Section IV. Current Marketing Situation 
The following information provides an overview of the current CABA marketing and communications 
activities around aspects related to the objectives for the CABA Marcom Plan and namely: communicating 
CABA’s purpose and value; member recruitment; member retention; funding research; and external 
relations. 

CABA Membership 
CABA’s niche is informing and connecting the connected homes and intelligent buildings market. Some of 

the methods that are employed to do this include: 

• Collaborating with industry partners and research firms  to produce high quality research reports.

• Housing research information in member and public libraries as well as in the CABA Store.

• Organize meetings and events that bring together the industry to learn, network, exchange ideas and
collaborate.

• Being visible and present at industry events to speak on topics relevant to the research CABA
undertakes, through the CABA Outreach Program.

• Promoting member products and services through the CABA Member Listing and the CABA Home and
Building Automated Marketplace.

• Providing communications through weekly CABA NewsBriefs and the CABA Journal.

• Providing CABA Councils to facilitate industry discussions and networking.
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CABA has 380 organizational members, 88% of which are based in North America. CABA members come 
from a number of different industry segments and several members cross over into multiple segments. An 
approximate breakdown of CABA member industry segments are: 

– Original Equipment Manufacturers (OEM) - 19%

– Distributors and Dealers of automated building products –16%

– Associations – 17%

– Integrators and Installers – 16%

– Research Firms – 9%

– Design and Development – 6%

– Telecos, Cablecos and Utilities –5%

– Engineering and Architectural Firms –5%

– Builders, Developers, Facility Managers –4%

– Educational Institutions and Training Groups –4%

– Energy Service Providers –4%

– Publishing and Media – 3%

– Industry Event Organizations – 1%

– Other – 4%

CABA membership includes a number of strategic partners that facilitate CABA’s efforts to provide valuable 
products and services to its core members. These include other associations, research partner organizations, 
education groups, event organizers and media. Of the 380 CABA members, 31% or 120 organizations are 
considered reciprocal or complimentary members. Therefore, CABA has 260 paying members, which also 
includes affiliate members. 

CABA has identified the primary member segments to be: Builders/Developers/Facility Managers; OEM 
companies (communications, lighting, life-safety, HVAC, audio/visual, etc.); service providers (telcos and 
cablecos)/utilities. Generally, these primary members are the B2B oriented companies that comprise CABA 
membership. 

CABA has several membership categories including: Regular Members, Board Members, Student Members 
and Institutional Members (educational or government enterprises). The Regular member category has an 
annual membership fee that ranges from $800 to $5,000, based on a formula related to the annual sales 
revenue of the organizations ($34 for each $1M in sales). Institutional are at $1,800. Effective July 1, 2018 
the membership dues will be $850 - $5,000 and formula will be $35 for each $1M in sales. Institutional will 
also be increased to $1,900. 

Thirty-five percent (28%) of regular members pay the $800 minimum fee, while 11% pay the maximum 
$5,000 fee. Only 2% of CABA Regular members pay an annual fee in the $801-$4,999 range. CABA board 
members pay $15,000 and comprise 7% of the paying members, but provide the majority of the CABA’s 
membership revenue. CABA has a strategic initiative to increase the number of Board members to 25. 
Another strategy pursued by CABA is to increase the number of reciprocal members, to place CABA in front 
of new and larger audiences that are potential members and purchasers of CABA research products. 
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Member Recruitment 
In the time period July 1, 2017 – April 20, 2018, 41 new members joined CABA and only 18 left the 
organization. CABA undertakes a number of initiatives to recruit new members, many of which can be 
classified as soft sales approaches primarily based on being visible in the industry with the hope that this 
visibility will translate into new member sales. Some of the initiatives CABA undertakes to reach out to 
prospective members include: 

• CABA Ambassador and Speakers Bureau to put CABA in front of industry participants to speak about 
CABA research and the value CABA provides to the industry.

• Utilizing members’ participation at industry events to increase visibility of CABA by placing CABA
signs, floor stickers in trade show booths and pins on name badges.

• CABA is active on Twitter, LinkedIn and YouTube with news and information about the industry and
trying to further develop the automated  buildings community.

• CABA has posted a number of video testimonials on the value of a CABA  membership.

• CABA’s website is a source for information and the new version was recently launched. 

• CABA NewsBrief is a weekly e-newsletter sent to the entire industry and includes industry news in
the residential and large commercial building sectors as well as CABA news.

• CABA Journal, a weekly blog with perspective articles from industry thought leaders.

• The CABA Forum was been placed on hold, as the CABA Outreach Program was implemented to
reach a larger number of industry stakeholders.

• CABA leadership and staff are visible and active in the industry and engaged in personal
communications with many stakeholders.

One area where CABA members are recruited is through the CABA research initiatives. CABA undertakes 
primary research on various topics in the connected home and intelligent buildings industry. Only CABA 
Members can participate in these research initiatives. In addition, this collective effort creates a collaborative 
research project, which is unique to the industry. More importantly, these research initiatives tend to 
generate a one or two new members that are interested in participating in the research. This typically occurs 
due to the personal communications efforts of CABA leadership and staff. Non-members do have access to 
the research report upon a four (4) month embargo, by paying a price $2,000 above what members pay for 
the same Report. Also, all members receive the Executive Summary once the CABA Research Report is 
completed. 

The primary competition for members comes from the vertically aligned organizations in the industry 
typically associated with either particular products (air conditioners, lighting, security, etc.) or the 
professional associations (Engineers, architects, construction, etc.). These types of associations provide 
services that CABA does not such as advocacy, certification and education. CABA takes a wider perspective 
on the industry and would not be the primary choice if organizations had to select one industry association to 
join. If there are few to no competing products and services with the vertical associations, there may be an 
opportunity to partner with them through a joint membership arrangement, whereby, members can obtain 
membership in both CABA and their vertical association for a lower cost than they could separately. 

CABA does a good job at being present and active in the industry and has many initiatives that put CABA in 
front of prospective members. There is, however, a need for a stronger ‘ask’ through the mass messaging 
provided that includes a call to action. When communicating with prospective members, messaging needs to 
emphasize the value CABA membership provides that is relevant to that audience. The more quantitative the 
benefits highlighted the better. 
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Due to several initiatives CABA provides that are accessible to everyone, non-members may be aware of the 
sum of value they already receive from CABA, but they need to be consistently reminded of what more they 
can receive through CABA membership…and then asked to join. The messaging needs to be altered 
depending on the audience being addressed as the perceived value of member benefits will change in 
different market segments. 

CABA derives the majority of its revenue from membership dues. Many of CABA’s initiatives are intended to 
provide value to the industry and encourage membership in the association to support continued industry 
growth. As a trade association, CABA is a B2B oriented organization. The more CABA can provide tools to 
facilitate members’ ability to achieve a competitive advantage in the market over non-members, the higher 
the value CABA membership holds. The more this can be evidenced in CABA’s messaging, the more 
successful CABA will be in driving this important revenue source higher. 

There is a need to identify member prospects by segments and devise value propositions and messaging 
specific to those segments. The priority segment should be those that have been, or at one time were, 
engaged with CABA through the various channels or have taken advantage of a CABA product or service. 
These prospects are the most likely to join or rejoin CABA. 

Member Retention 
In the July 1, 2017 – April 20, 2018 time period 18 members did not renew. This number represents 
approximately 5% of the members. This relates to a retention rate of approximately 95%. No one particular 
member category stood out in the list of non-renewing members and it was split equally across several 
categories. The primary reasons why members do not renew relates to mergers/acquisitions, expenditure 
cutbacks or no longer in this sector. Members sometimes join or influence a particular research product and 
may leave once that particular project has been completed. 

CABA’s retention strategy is rooted in its attempts to display the value it provides to the industry through its 
research products, marketing, networking and member engagement opportunities. CABA does currently 
have a website and database that can provide the necessary metrics to track member engagement levels. 
That will change with the new website and database that will be launched shortly. Understanding where 
members derive value is important to segmentation and retention efforts. 

Member retention is driven by communication with members to consistently remind members of the value 
CABA provides. Communicating value needs to be a segmented effort that highlights the value that is 
relevant to the respective audience segments. Segmentation by numerous criteria should be undertaken 
with the new database to better identify and understand the value proposition provided to each segment. 
Segmenting is a key to effective marketing and communication that increases relevancy tremendously. 

With a new database and website, CABA will be provided with the enhanced ability to track member 
participation and engagement with CABA and its products, resources and events. Communication should 
occur throughout the year with members for no other reason than to ‘check-in’ to make sure they are aware 
of what CABA has been doing on their behalf and ask if they have any questions or concerns. This 
communication should be personalized to the individual and sent via email to make it easy for them to 
respond. With CABA active and present at industry events, opportunities exist for not only member 
recruitment but also retention of existing members by building relations during face-to-face interactions. 
Another effective retention communication is the occasional one question survey sent to members to get 
feedback on a particular matter or obtain member perspective on an issue. This displays the desire to 
understand and to be of service to members. 
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Research Products 
CABA’s primary product is industry information and knowledge derived from the research it facilitates. 
CABA’s research takes on several forms including: 

• Landmark research funded by members and then sold through the CABA eStore. Research topics are
determined by the Connected Home Council and the Intelligent & Integrated Buildings Council.
Landmark research takes a wider industry view than the specific topics that boutique research
involves. Landmark Research is sold to members and non-members in the CABA eStore for a specific
period of time (up to 5 years) with members enjoying a substantial discount from the non-member
price. Pricing for landmark research projects is reduced on an annual basis following its release, until
the embargo period is over, after which it is added to the Public Library on the CABA website for
general access at no fee.

• Boutique research is related to more specific topics or issues than Landmark Research topics. Topics 
for Boutique Research can come from members, industry partners or other sources. Boutique
research may be offered up for sale on the CABA Store, may be made available to members only at
no cost on the CABA member library or may be released for general consumption in the CABA public
library.

• White papers are shorter research papers based on a specific topic made available for the entire
industry.

• Third party research products from CABA research partners are available on the CABA eStore for
purchase. Members receive a discount for these products and CABA receives a small commission for
any products sold through its Store.

• Member and partner research can also be housed on the CABA website for members and/or the
public to obtain as another value added opportunity from CABA to the industry.

CABA’s marketing needs for its research products fall into two categories: pre-research and post-production. 
Pre-Research is the period when a research topic has been identified and research funders are sought to fund 
the research before it can be initiated. Post-production marketing relates to maximizing research revenue 
opportunities through the sales of the finished research report. Two different marketing approaches are 
required for each of these needs. 

PRE-RESEARCH 
The pre-research phase is necessary to obtain the funding for CABA Landmark research. The investment level 
for funders for a research project can be either $5,000, $10,000 or $15,000 depending on the research   
project. Landmark research projects typically require more than eight (8) funders to fully fund the research. 
CABA Boutique research requires at least three (3) funders. Funding requirements for research projects vary 
by project. 

From a revenue perspective, CABA apportions a 30% administration fee as part of the costs for each research 
project to cover the overhead and administration fees associated with the substantive efforts required by 
CABA staff to produce marketing materials and source funders. 
Pre-Research marketing efforts to obtain funders for projects includes: 

– online marketing on the CABA website
– posts on LinkedIn Groups and Twitter
– mentions in the NewsBriefs 
– production of a promotional flyer
– banners and pop-up bulletin boards
– introductory webinars
– industry event speaker presentations
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A new initiative for CABA is the production of a promotional video for use on its online and social media 
channels. Added to this list of initiatives CABA undertakes are the many hours spent by CABA staff in talking 
with prospective funders, making presentations and developing promotional content. 
Given that a relatively small number of funders are required to help fund research projects, an effective and 
appropriate marketing approach is on a very targeted and personal approach. Topics for research are 
identified before seeking funders. It should be feasible to generate a targeted prospect list for whom the 
research topic will be relevant and important. Further, once that list has been developed, there should be 
characteristics identified for who amongst that prospect list should be priority prospects. Characteristics may 
include: 

• ability/willingness to pay

• stage of business development (new entrant, long-time company)

• market orientation (B2B vs.B2C)

• previous CABA research project funding

• size of organization

There can be many other factors that help to prioritize the targeted prospect list. Once the more condensed 
prioritized list is developed, the most effective marketing approach would be on a personal level through 
personal emails, phone calls, online/in-person presentations and meetings. It may take 30-60 personal 
appeals to generate the number of funders required, however, the personal approach would be the most 
effective, albeit will also require the most staff time as well. 

Ensuring research funders obtain significant value and have a positive experience as funders of a CABA 
research project is very important as the likelihood of making further purchases increases substantially. 
Making a point to build the relationship and delivering a positive experience facilitates future funding and 
sales. 

Research is only valuable if it is used. One added value suggestion to entice research funders is to include 
access to a webinar that is intended to facilitate the implementation of the information from the research 
report. This essentially serves to turn information into valuable knowledge by making it implementable. The 
webinar will answer the question; ‘What does this information mean to me and how do I use it?’ This can be 
made available exclusively to the funders for a year or other defined time period, before using it as another 
incentive to sell post-production reports with this added-value bundling. 

POST-PRODUCTION 
Post-production marketing to generate sales of the completed research report include mentions in 
NewsBrief, the CABA Journal, LinkedIn, Twitter, emails, postings on the CABA website and on its Store, as 
well as onsite promotions in trade show booths and during industry speaker presentations. 

Whereas, pre-research marketing is a more personal appeal because of the limited number of funders 
required, post-production sales of the research products requires a more mass appeal to a larger, segmented 
audience. A multi-faceted approach for post-production research product sales is more appropriate to extend 
the reach further into prospective audiences. 

Post-production marketing is also a longer-term process. The landmark research products have a shelf life of 
four to five years where they are available for sale. Therefore, a marketing plan for each research product 
should extend over a minimum four-year sales window. The intensity of marketing efforts would vary during 
that period, but efforts should be undertaken to make prospects aware of the report and its benefits over 
time. 
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Timing is everything in marketing and prospects need to have an identified need before they seek out solutions 
for that need. Raising awareness at the time of need recognition increases sales opportunities considerably. 
The problem is that you have little ability to know when need recognition is present…except when a purchase is 
being made. One role marketing does play is helping prospects to recognize that a need for the product does 
exist. However, need recognition is why product marketing needs to be extended across the life of the   
product. 

Marketing efforts for research product post-production sales should be most intense immediately before and 
after the release of the product. One suggestion is to offer a pre-release discount for advance orders of the 
product to stimulate initial interest. If significant interest is indicated for the pending product, that information 
can be used to enhance the appeal for further product sales. Another time to increase marketing intensity is if 
issues, trends or market conditions in the industry occur that are directly addressed or related to a CABA 
research product. The demand for the information and knowledge in the product would be heightened. 

A calendar for marketing should be developed to schedule marketing efforts for individual research products 
that extends out over the four year marketing period. Incentives can be used during non-intense marketing 
periods to try to drive sales. As CABA practices, one incentive used is that the price on a report is reduced each 
year during the five year shelf life. The price reduction can be an opportune time to schedule a heightened 
awareness campaign for that particular research. Additional incentive opportunities follow a product life 
extension strategy and can include: 

• price discounting

• bundling – get two research products for a special price
• unbundling for content marketing – as described below

• focus marketing efforts at the international market

• retargeting – to new market entrants to make them aware

Product sales require more than a one-time or short term mentions on social media and other channels. 
They require a campaign that extends over the course of the product life cycle. CABA has the benefit of 
knowing what the shelf lives for its research products are and can plan to maximize sales in that finite period. 

The focus should be on increasing the number of CABA research reports that are sold. 

Value-Added Membership Services 
Effective marketing of value-added initiatives can not only directly and indirectly drive revenue for CABA, but 
can also serve to increase member value. This plays a significant role in encouraging member engagement   
and retention. Below are some key services to highlight as member benefits, to appropriate audiences, to 
drive home the value proposition and encourage involvement. 

CABA CONNECTED HOME COUNCIL/INTELLIGENT BUILDINGS COUNCIL 
These Councils are networking forums where CABA has created communities to discuss issues related to 
Connected Homes and Intelligent and Integrated Buildings. The discussions that take place within these 
Councils are the source for landmark research topics, among other outcomes. Only members have access to 
participate on these Councils. The value for members is the networking and industry insight they receive by 
participating. Councils are an important aspect of the value proposition for members. Participation in 
Councils needs to be encouraged and tracked to ensure members identify the value associated with this 
networking and information exchange opportunity. Marketing messages to join the Councils should 
accentuate the take-away participants have experienced. Testimonials would be very valuable in this context 
so members can understand ‘what’s in it for them’ as explained by the participants. Another suggestion to 
enhance value is to establish special invitation face-to-face networking events for Council participants at the 
annual Forum, or other industry events, to further build the relationships that are valued by members. 
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CABA INTELLIGENT BUILDINGS & DIGITAL HOME FORUM 
This annual Forum brings together the industry for face-to-face networking, industry trade show and industry 
speaker sessions and is a revenue source for CABA. Face-to-face is the most effective marketing tool. Every 
face-to-face opportunity should be maximized to reach out to prospective members to discuss CABA 
membership and further develop its brand image. It is an opportunity to build relations with existing 
members to enhance retention. It provides opportunities for post-production research report sales. Face-to- 
face is so valuable, and as explained above, as a suggested key marketing strategy for pre-research funder 
sales, that coordination of the timing to pursue pre-research funder acquisition should correspond with the 
annual forum. For memberships and research report sales, discounts can be extended for onsite sales to 
maximize the opportunity. 

CABA HOME AND BUILDING AUTOMATION MARKETPLACE 

The Home and Building Marketplace is an excellent tool that lists businesses that provide products or services 
for the connected home and building automation market. The listings are organized by product or service 
categories. The Marketplace is a minor revenue source for CABA, but can provide great value to members. 
The Marketplace lists both members and non-members. The only way members are differentiated in the 
listings is with a CABA logo. Considerations should be given to finding ways to enhance member listings in 
the Marketplace through size, colour, website listings, company logos or other means. There should be a 
value differentiation for members greater than what currently exists. 

The Marketplace is oriented for users to find companies that offer products and services in their areas of 
need and holds the greatest value for businesses and consumers that are end users. The end user is not a 
sizeable member segment of CABA. How can CABA capture the value of the marketplace potential? End 
users are a primary segment for CABA’s B2B and B2C oriented members. If CABA can make end users aware 
of the Marketplace to source their products and services, value for members is increased if there is 
substantial listing differentiation offered between members and non-members. 

See Appendix 2 for a full listing of CABA member benefits. 

External Relations 
CABA is very active within the industry in its efforts to increase or maintain its visibility. In addition to a 
number of initiatives and services mentioned above that reach beyond the membership and provide a profile 
for CABA in the industry, additional initiatives CABA undertakes include: 

• CABA NewsBrief

• The CABA Journal

• CABA Ambassador/Speakers Bureau

• CABA LinkedIn

• CABA YouTube 

• CABA Twitter

• CABA presence at Industry Events 

• Industry Networking and Speaking Engagements

• Endorsements/promotions of Industry events and training

It is conceivable that many of these efforts lead to new members for CABA or increased product sales. 
However, metrics are not available to be able to track and verify the value of these initiatives in contributing 
to the revenue generating activities of CABA. 

Some measurements should be available in terms of how often CABA is contacted to engage its speakers 
bureau, which would be one indication of the value that service has for the industry. Social media metrics 
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can also provide evidence of CABA’s industry engagement. Social media, as described below, will be a key 
tool for CABA’s external relations efforts. 

The intent for external relations activities is to establish CABA’s brand in the industry as the knowledge leader 
in the buildings automation industry and the ‘go to’ source for industry research. CABA needs to ensure that 
its brand related to research is one associated with quality and value. To do so, CABA’s activities need to 
convey that message/persona and everything put out by CABA over its external relations channels needs to 
align with the quality association and the knowledge recognition desired. This requires some type of quality 
control methods by CABA. 

Quality control can be found in policies, procedures and guidelines that the organization develops to ensure 
adherence to behaviors that will lead to the brand perception desired. These control mechanisms need to be 
applied across all channels. Therefore, CABA needs to design guidelines for its Ambassadors and Speakers 
Bureau’s program. The CABA social media policy should be enhanced to help identify behaviors that will  
assist CABA to portray itself consistently as the knowledge leaders. CABA’s presence at events, its 
communications and publications need to support the brand image. Over time, the consistency provided 
through these control mechanisms will achieve the brand perception that CABA is seeking. 

Section V. Opportunity and Issue Analysis 

Opportunities: 
• Increase visibility of CABA’s website and online content

• Formalize a content marketing focus

• Implement more direct membership  marketing

• Partnerships with vertical associations for joint members

• Increase personal marketing approaches

• Develop communication action plan and schedule for research products

• Develop research product life cycle extension strategy

• Increase personalized member communications

• Develop a ‘Knowledge Webinar’ to accompany research products on how to use information in the
report

• Develop a four-year marketing action plan for the sales of research reports

• Select and use a list of incentives to encourage sales of research reports as the shelf life diminishes

• Create face-to-face meeting opportunities for Council participants at industry events (can also
do this for social media connections) 

• Develop policies, procedures, and guidelines for CABA external relations activities to support and help
build the CABA brand as knowledge leaders and producers of quality research

• Enhance brand image and perceptions

Threats 
• Time poverty and communication clutter are significant barriers to communications

• Fragmented, growth  industry with many participants undertaking research and developing
innovations, all of which command the attention of industry participants
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Strengths 
• CABA is present in industry and active at industry events

• Quality research products

• Collaborates with industry to inform stakeholders

• Facilitator of shared services (i.e., research)

• Uses partnerships to reach new audiences

Weaknesses 
• Current CABA website organization and navigation

• Online marketing – search engine optimization (SEO)

• Lack of metrics for member engagement

• Non-segmented value proposition

• Small number of paying members

Section VI. Objectives 
CABA desires to improve its marketing efforts in the following areas: 

8. Build external relations – raising awareness and profile of CABA as the knowledge leader in
connected home and automated buildings and industry research.

o Obtain profile from industry media
o Engage industry participants through online channels
o Improve search engine results for CABA’s research – undertake search engine optimization 

(SEO)

o Develop content marketing strategy
o Develop policies and guidelines around knowledge leadership and quality research

9. Increase member engagement and retention

o Engage members in online channels

o Enhance messaging

o Increase personalized member communications
o Enhance member value
o Encourage face-to-face networking 

10. Increase membership recruitment

o Increase direct recruitment activities
o Engage prospects in online channels 
o Develop content marketing strategy

11. Improve research funder acquisition

o Undertake segmentation

o Increase personal marketing approaches
o Added incentives for participation

12. Increase sales of research products

o Develop content marketing strategy
o Develop four year marketing/communication plan

13. Branding information
o Obtain information on the feasibility of enhancing the brand, including a CABA logo refresh



CABA Marcomm Plan DRAFT 

16 

Section VII. Marketing Strategy 
The information contained below presents the broad marketing strategies that will be used to achieve the 
plan's objectives. The broad strategies include: 

A. Branding 

B. Segmentation 
C. Content Marketing 
D. Communications 
E. Online Marketing 
F. Social Media 

The objectives of the marketing plan as stated above are: 

1. External Relations
2. Member Engagement and Retention
3. Member Recruitment
4. Research Funder Recruitment 
5. Research Product Sales
6. Branding Refresh Information

A. Branding Refresh? (Objectives Impacted: #1, 3, 6) 
A brand is much more than just its image. An effective brand conveys a promise to stakeholders and that 
promise is instrumental in the development of the expectations stakeholders have for the brand. While the 
brand promise is something the organization develops over time, the reality is that the brand is defined by 
how stakeholders perceive it. Organizations need to expend effort to position the brand for its stakeholder 
so that perceptions can be aligned around the intended definition. A brand also has a persona. If the brand 
were a person, what would it be like? All of these aspects of a brand are intangible. The tangible elements  
of a brand are the image or logo that is used to associate the brand with the intangible aspects, as well as the 
messaging put out by the organization, the packaging and other elements that can have an impact on how 
the brand is perceived, its persona, etc. 

The following description of CABA’s brand is an example based on the author’s short-term exposure to CABA 
and its market: 

Perceived elements of CABA’s brand: 

• Research, Data, Knowledge

• Quality

• Collaborative

• Resourceful

• Diversified perspective

Often when organizations indicate they want to change their brand they are not referring to the intangible 
aspects of the brand but rather the tangible elements and in particular the brand image or logo. CABA is 
currently considering a change to its logo. There are several considerations that should be undertaken in 
making this determination: 

• CABA represents organizations in a technologically oriented industry where innovation and change
occurs at a rapid rate. If an image change has not occurred in a long time, a refresh may not be a bad
idea. Industry characteristics should be part of the decision.



CABA Marcomm Plan DRAFT 

17 

• Where has emphasis been placed in terms of the logo and the CABA acronym? Does the logo
standalone without the CABA acronym? The CABA acronym can and has stood on its own without
the logo. This helps to determine the impact of a logo change. If the CABA acronym is the most 
recognizable brand element, a logo refresh is much easier to achieve without causing confusion.

• Change does not have to represent a wholesale change where the old image is thrown out. It can also
be achieved through a refresh of the existing image to bring it more up to date and ensure it is
representative and inclusive of the organization and its constituents. To avoid looking like an entirely 
new organization, use elements of the current logo in the new design.

• It is important to understand your brand and if the image reflects that.

• Consider competitors, constituents and your niche in determining if the current image is still
representative.

• The introduction of a new product or service, a merger or a new website can be favorable times to
refresh a logo.

• The brand image conveys aspects of the organization to constituents. The brand image should be
representative of what CABA members and stakeholders expect or want from CABA.

• Consider the current inventory of existing logoed material in consideration of the timing for an image
refresh.

Change for the sake of making a change is not a recommended approach. There should be a business reason 
for undertaking the change. In CABA’s case the connected homes segment is not represented in the logo as it 
can be construed to reflect a large building and not a residential home. This can be justification to refresh 
the logo. Additionally, the same logo has been used for quite some time and in a fast paced, technologically 
oriented industry staying fresh is important. A new website is being launched and although a new logo 
cannot be devised in time for that, a new logo release several months after the initial launch can help 
regenerate interest in the new website once the initial excitement wanes. Finally, the CABA acronym seems 
to be the more dominant aspect of the brand elements than the logo. A refresh of the logo, that includes 
aspects of the existing logo, should not be detrimental and can actually provide benefits to CABA. 

Another consideration is the advancement of the Internet of Things. This phenomenon is on the verge of 
significant growth and is promising to have a very significant impact on the connected home and building 
automation markets. CABA can convey connection to this new horizon through a logo refresh and tagline. 
The current computer chip emulation can be construed as old technology which may not generate the 
positive brand response desired by a logo. Representations of the internet or cloud related connectivity 
would be more appropriate. 

DEVISE A TAGLINE AS PART OF THE BRAND ELEMENTS 

A creative tag line can be a very effective communication tool that helps define your brand promise and what 
you are trying to accomplish for the members. This short pitch should connect with members by 
communicating what CABA is trying to do for them. A tagline should answer the question “What’s in it for 
me?” from the member’s perspective. It should be catchy and supported by the products, services and 
activities CABA provides. 

Some suggestions 

- Facilitating competitive advantage through knowledge and connections. 

- Driving innovation and collaboration 
- Growing the connected home and building automation market 
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CABA can get mileage out of a logo refresh to update its existing image and adding a tagline to capture and 
communicate what CABA is about. With an impending web launch and the subsequent increase in visibility 
that will achieve, the reveal of a new logo and tagline six months down the road provides another 
opportunity to reengage its constituents and direct traffic back to its new website once the initial hype and 
interest has waned. The updated CABA logo and tagline could be particularly valuable. However, they must 
be consistent in providing the same brand experience across all channels that stakeholders interact with 
CABA (promise, persona, values, etc.). 

STEPS REQUIRED TO UPDATE LOGO 

1. Assign logo redesign to a taskforce.

2. Define the brand. This is important information to provide to a graphic designer in determining an
image that works to capture:

▪ What business is CABA in? Who does CABA exist to serve?

▪ The promise you want your brand to represent

▪ The values you are trying to convey to stakeholders

▪ Determine what you are trying to say to prospective members

▪ What words do you want people to use when defining CABA?

▪ What differentiating features does CABA have?

3. Devise a graphic design RFP. Look for specific experience in refreshing existing logos.

4. Have several design options drafted for review and presented by the designer to the task force.

5. Test the logo designs and taglines with groups of members to get feedback and input. There are
several approaches that can be taken to select a design including crowd sourcing from the
membership, impromptu focus groups, or testing the design options internally with staff,
committees and the Board. If crowd sourcing with the members, have a very controlled process and
be prepared to accept the outcome as the exercise builds expectations by the members that they are
selecting the logo design.

6. Draft brand design guidelines so that there is consistency in how the logo is used and represented.

7. Design brand style guides for report covers, PowerPoint presentations, business cards, and other
regularly used materials.

8. Identify all locations where the brand is utilized:

▪ Internal materials

▪ Internal Digital locations 

▪ External Materials

▪ External Digital locations

9. Prepare launch of new logo and tagline:

▪ Provide teaser messages in NewsBrief, magazine, on website as well as in email signatures

▪ Black out logo on new outgoing material with a line indicating “New image reveal on (date).

10. Determine best launching medium:

▪ Live webinar 

▪ Forum 

▪ Website capture

11. Announce Launch Date.

12. Launch new logo.

13. Update all materials used recurrently with new brand.
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14. Communicate with all locations of where brand is used externally and provide updated  branding
material.

15. Be consistent in the use of the logo, tag line and acronym.

B. Segmentation of Key Audiences (Objectives Impacted: #3, 4 and 5) 
There cannot be effective marketing or communication until audiences are properly segmented in terms of 
needs and messages are relevant to the receiver. A key to understanding audiences and being able to 
develop segments is through research and two-way communication (engagement). The results of increased 
relevancy is a more engaged and involved audience and improved effectiveness. Once it is understood what 
segments exist amongst the various stakeholders, an audience profile for each segment can be built that 
identifies: needs, key messages, communication vehicles and other segment characteristics. 

In today’s very fragmented environments, products and services that offer value to everyone are rare. To 
establish CABA as the ‘go to’ resource that question needs to be asked, “For whom?”. What needs to come 
out of this question are very well-defined audience segments that will serve to define who CABA wants to be 
the primary resource. CABA has identified the primary segments as OEMs, builders/developers and service 
providers (telcos/cablecos). 

However, within each of these market segments will be further segments that need to be identified. The 
intent is to identify the segments within the market categories of where differences in needs will exist. Some 
criteria where differences will be found include: 

o Residential, commercial, institutional – there are product crossovers across these segments, 
however, differences will exist in scale, decision making and information needs

o Company Size: smaller organizations will have differing needs than larger organizations 

o Product/service focus

o B2C vs B2B

o New members vs Long Time members: new members require more hand holding to realize the value
of membership

MarketingProfs.com suggests consideration of the following questions to develop or better understand 

your brand: 

- What is collectively understood and accepted to be the "ideal" your category has to offer, and 

how can your brand claim, utilize, or position itself against this ideal and its associations? 

- What barriers (real or perceived) are preventing consumers from purchasing or using your brand, 

and how can your brand help overcome those? 

- What attributes do consumers find most distinctive and appealing in your category or for your 

brand? 

- Which core values driving your brand's actions and behaviors would best match the core values 

that guide your consumers? 

- What's your brand's core reason for being? Why does it exist? How does your purpose tie back to 

an unmet consumer need or something that is of significant relevance to your consumers? 

Source: http://www.marketingprofs.com/articles/2015/26828/26-universal-questions-for-positioning-your-  

brand-and-creating-your-brand-story#ixzz3idbJ9rCm 

http://www.marketingprofs.com/articles/2015/26828/26-universal-questions-for-positioning-your-brand-and-creating-your-brand-story#ixzz3idbJ9rCm
http://www.marketingprofs.com/articles/2015/26828/26-universal-questions-for-positioning-your-brand-and-creating-your-brand-story#ixzz3idbJ9rCm
http://www.marketingprofs.com/articles/2015/26828/26-universal-questions-for-positioning-your-brand-and-creating-your-brand-story#ixzz3idbJ9rCm
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There are many ways to look at audiences that can provide a better understanding of needs and have an 
impact on what and how you communicate. Products and services will be more valuable to some segments 
of members than to others. Targeting segments where value is highest is key to effective marketing and 
communications. 

Fortunately, CABA will be moving into a new database/CRM system shortly that will provide much greater 
capabilities than what they have possessed before. Using the database to its full potential in segmenting 
members and tracking member activity will be invaluable to future marketing and communication success. 

C. Content Marketing (Objectives Impacted: #1, 2, 3, 4, 5) 
“Content marketing is a strategic marketing approach focused on creating and distributing valuable, relevant, 
and consistent content to attract and retain a clearly-defined audience — and, ultimately, to drive profitable 
customer action.” Source: contentmarketinginstitute.com 

Content marketing involves the practice of sharing information and knowledge that would be valuable for key 
constituents and market segments to position the organization, and its products and services, as experts in 
their field. The objective of content marketing is to entice new members and retain existing members based 
on the value and potential value the organization provides. Additionally, content marketing should drive 
sales of research products. The keys to content marketing lie in the targeting that takes place to ensure the 
information and knowledge you are providing is valuable to the audiences. Content is only valuable when it 
is relevant to the audience. Therefore, content marketing requires a well-defined market segment for the 
information you wish to share and an effective delivery vehicle to get it to the appropriate audience. 

Of course, quality content is a necessary element. CABA has a tremendous amount of content available to 
undertake an effective content marketing strategy as part of an integrated marketing plan. In fact, CABA 
undertakes a form of content marketing already through distribution of its weekly NewsBrief to the entire 
industry rather than just members. The difference being proposed here is to unbundle content to provide 
relevant information to appropriate audiences on a consistent basis and using best practices for writing for 
online dissemination. 

Managing content for the purposes of marketing can greatly enhance the sales of research products as well 
as CABA’s value to its members and prospective members. Research reports, whitepapers, NewsBriefs and 
iHome and Buildings Magazine contain much of the content (and value) CABA wants to be recognized for. 
When created with purpose and properly marketed, these pillars of content deliver value to the reader and 
underscore CABA’s credentials as experts in the field. 

However, ‘the bundle’ (large research reports) presents a problem of discoverability and of missed 
opportunity. Buried within the former iHome and Buildings Magazine or report executive summaries is a 
series of articles that have value as standalone editorial pieces. Moreover, buried within each article are 
component parts that could also standalone. The same can be said for NewsBriefs, research reports and 
whitepapers. The content contained in comprehensive reports and communication tools are hidden gems to 
be mined. By separating (unbundling) content into independent, standalone articles CABA can increase its 
chances of excellent content being surfaced by search engines, shared via social media and linked to from 
elsewhere. When they are bundled together, there’s only one chance for online activity to take place. The 
unbundling refers to using the unbundled portions for the purposes of content marketing, not as a new 
format for sales. 
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Mark Welling in a B2Bmarketing.com post suggests unbundling, repurposing and amplifying as an effective 
content marketing strategy: 

As part of a content marketing strategy, content that is shared is not only CABA content but also content 
from influencers and industry partners. One formula for a content marketing strategy is the 4-1-1 formula 
which suggests that for every six pieces of content shared via social media it should include: 

• Four pieces of content from your community that are relevant to your audience. This means that 67
percent of the time you are sharing content that is not yours, and calling attention to content from 
your industry.

• One piece should be original, educational content that you have created.

• One piece should be sales-related — member promotion, sales incentive for research products,
product announcements, press release, or some other promotion.

Source: http://contentmarketinginstitute.com/2013/06/remarkable-stolen-content-marketing-ideas/ 

According to the Roper Public Affairs, 80 percent of business decision-makers prefer to get company 
information in a series of articles versus an advertisement. Seventy percent say content marketing makes 
them feel closer to the distributing company, while 60 percent say that company content helps them make 
better product decisions. 

Content marketing needs to start with clear goals of what you are looking to achieve. These goals will 
identify the appropriate audiences that you need to target to be effective. For CABA, content marketing can 
be an effective tool for its external relations objective as well as to recruit new members, retain existing 
members and increase sales of its research reports. 
Content marketing requires constant efforts to uncover what topics and which formats would be of interest 
to stakeholders. Content needs to be shared on a regular basis and, at strategic times, followed up with an 
‘ask’ to either join CABA or purchase research products (as suggested by the 4-1-1 formula above). 

The Content Marketing Institute identified some essential aspects to undertake content marketing 
effectively: 

• Content marketing is strategic — it requires a plan: having a documented content marketing
strategy is one of the key things that distinguishes effective content marketers.

• Content marketing involves both the creation and the distribution of content: Your job is not
done when your content has been created. You need to market your content.

Unbundle. First deconstruct the whitepaper, research report or magazine into component parts – article 
copy, box-out copy, images, graphs, infographics, tables and so on. Take another look at the body copy and 
determine whether that can be unbundled further, perhaps around particular topics, themes, arguments or 
stories. Existing subheadings may even provide a ready-made break point between those component parts. 
Once suitably atomised, decide which of those separate assets can stand alone. 

Repurpose. A 15-page whitepaper may have 10 separate and usable parts to it. The executive summary, for 
example, may work perfectly as a LinkedIn long-form post. A table might work as a standalone post, 
requiring an intro and outro paragraph of text to provide context. 

Amplify. Use a mixture of all channels available to push the repurposed content out. 

Source: http://www.b2bmarketing.net/blog/posts/2015/08/11/unbundle-repurpose-amplify-turn-print-assets-digital-riches-   
three-step-process 

http://contentmarketinginstitute.com/2013/06/remarkable-stolen-content-marketing-ideas/
http://contentmarketinginstitute.com/the-essentials-of-a-documented-content-marketing-strategy-36-questions-to-answer/
http://contentmarketinginstitute.com/the-essentials-of-a-documented-content-marketing-strategy-36-questions-to-answer/
http://www.b2bmarketing.net/blog/posts/2015/08/11/unbundle-repurpose-amplify-turn-print-assets-digital-riches-three-step-process
http://www.b2bmarketing.net/blog/posts/2015/08/11/unbundle-repurpose-amplify-turn-print-assets-digital-riches-three-step-process
http://www.b2bmarketing.net/blog/posts/2015/08/11/unbundle-repurpose-amplify-turn-print-assets-digital-riches-three-step-process
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• At the very minimum, the content you create must be relevant and valuable: Not “just any”
content will do. Think of genuinely useful content that does not pitch but, rather, informs.

• Content marketing is consistently delivered: One-off pieces of content don’t count; nor do
campaigns that have a finite duration. Content marketing needs to be executed on an ongoing
basis. Sales of research products will be most successful when awareness about the research is
brought before prospective buyers at a time when they have a related need to be fulfilled.

• Your content needs to attract and retain an audience, with the ultimate goal of driving profitable
customer action: Said another way, don’t create content just for the sake of having content. It 
needs to do something that will help you reach your business goal(s).

• You must have a clearly defined audience in mind for everything you create. Even if you think
anyone and everyone can benefit from your product or service, it’s always better to focus your
content on reaching a particular audience target or niche.

Source: http://contentmarketinginstitute.com/2014/05/where-content-marketing-fits-plan/ 

Keywords are important to help connect your content to appropriate market segments. It helps answer this 
question from stakeholders, “What does your product or service have for me?” Understanding what 
keywords your market uses to seek content of value, provides important information to CABA as to what 
content would be of value for various market segments. Good keyword research is an important part of a 
content marketing strategy. It should be applied to each webpage on the CABA website to drive traffic to 
those particular pages. 

Regular analysis of website activity remains one of the best measures of content marketing ROI. Not only can 
it show you the effectiveness of your previous content, it can also give you a useful insight into your 
audience’s interests and preferences, which you can apply to planning future content. 

CONTENT MARKETING FOR MEMBERSHIP RECRUITMENT/RETENTION 
Research products, whitepapers, and the CABA Journal all provide value and serve as member 
recruitment/retention tools for relevant segments. The substantial discount members enjoy for one 
landmark research product is more than enough to justify the member investment amount. The promotion 
of research products should highlight the differential pricing that exists between members and non-
members as additional added value. 

Following the content marketing strategy for research product sales, and highlighting the differential pricing, 
should serve as a member recruitment and retention tool for those members that value research. 
Additionally, a content marketing strategy will increase the amount of content CABA puts into the industry 
which serves to enhance member value. 

CONTENT MARKETING FOR RESEARCH PRODUCT SALES 
Content marketing may be the most valuable undertaking CABA can use to increase its reputation for quality 
research and a knowledge leader in the industry. By sharing more digestible content, CABA can demonstrate 
the quality of its research products as well as provide valuable information in the form of teasers intended to 
entice readers to seek out more (buy the report or fund a report). 

http://contentmarketinginstitute.com/2014/05/where-content-marketing-fits-plan/
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CONTENT CREATION PROCESS 

- Unbundle research reports white papers and magazines by preparing several independent articles 
from specific evidenced-based findings from research reports that are intended to pique the 
interest of a relevant audience. 

- Share across all channels that are appropriate for the intended  audiences with links to the articles 
on the CAB website. 

- For each article, plan a communication schedule for when links to the articles will be shared to 
encourage purchases of the report. The schedule should extend out over a few years. It is 
important to feature content over a long period as it only becomes valuable to buyers when they 
recognize the need. 

- Monitor industry news and trends for opportunities to push relevant content out through the 
channels at a time when there is heightened interest in the topic. 

Channels to use for publishing/posting articles and/or links to the articles: 

o Email Marketing (links)

o NewsBrief (article abstract and link)

o CABA Journal (editorial contributions from members)

o LinkedIn (article abstract and link; or long form article)

o Twitter (short abstract and link)

o CABA website (home page scroll, store, news)

o Event Sites (article hard copies; promotional flyer with abstract and link)

Content creation has always been a critical success factor for CABA in the form of research. Content 
marketing is a different way of sharing content to entice interest in what CABA has to offer and establishing 
CABA as the knowledge leader. As CABA already creates and possesses the content, which is one of the most 
significant hurdles to content marketing, it is a much shorter road to implementing content marketing and 
obtaining the value it can provide. 

D. Communications (Objectives Impacted: #1, 2, 3, 4, 5, 6) 
Communication effectiveness for online audiences, is a very important concept to be able to undertake 
effective content marketing as well as to get audiences to engage with your content and get your 
message across. Long reports or papers are not effective methods to draw attention to the value you 
have to provide. Additionally, with more emails now being read on mobile devices than desktop 
computers, writing styles can greatly affect open rate and click through rates that are key measures for 
email marketing. Content must be easily read and understood by the target audiences. 

Some simple rules exist to ensure you encourage higher open rates with your email and online 
communications. To increase readability of your communications: 

1. Content must be easily scannable so readers can identify content that is relevant to them. Key
information should be contained in the first few words.

2. Keep content as concise as possible – with so much content available on the web on any topic,
we skim through content to see if there is anything relevant to our needs.

3. Use headings and sub-headings to enhance scanning and break up long content.

4. Use bulleted lists and effective text formatting to draw readers’ attention.
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5. Make effective use of white space. Spacing provides a cleaner look and does not overwhelm
readers with text-heavy articles.

6. Use visuals effectively that are associated with the text.

Source: http://mashable.com/2011/09/12/website-usability-tips/ 

One of the most critical elements of effective communications is relevancy. Irrelevancy is a 
communication effectiveness killer. A key to understanding audiences and being able to develop 
segments is through member research and two-way communications with stakeholders. You have a 
more engaged and involved audience by being relevant to their needs. 

The most effective form of communication is personal communication. While personal communication 
may not be the most efficient if the need is to reach a large audience, there is no more effective 
communication to build relations and to more clearly communicate than personal communications. The 
most personal type of communication is face-to-face and then other forms of communication line-up to 
form a continuum from most personal to least personal. Face-to-face, telephone, personalized mail, 
personal email, social media engagement and handwritten notes make up the more personal end of the 
continuum, while publications, websites, mass mail, social media posts, mass email are on the least 
personal end. If a goal is to build relations, such as what we wish to undertake to pursue member 
retention, you want to incorporate more personal communications into the strategy. Alternatively, if 
the objective is to reach a large audience, less personal forms of communication are necessary. 

CABA leadership and staff expend considerable energy through the personal communications they 
undertake with members and prospects in their efforts to obtain research funders, provide member 
service and new members. Much of CABA’s success can be attributed to this type of effort, without it 
CABA would not have achieved the same level of results. As discussed above, the more personable 
marketing approach in the acquisition of research funders should be an effective approach and builds on 
the successes of what has been accomplished by CABA leadership and staff to date. 

Layering is critically important to reach audiences today because of the communication clutter. Audiences 
need to see a message several times to be informed and to prompt them to action. Messages need to be put 
out on multiple platforms to maximize reach. For example, an email can be sent to relevant segments with a 
link to information on the website. Appropriate social media posts provide the link and encourage retweets, 
likes and comments to extend social media reach further. The weekly NewsBrief, provides a reminder and 
the link information again. Layering is effective to cut through the clutter and to provide the best 
opportunity that the content will be reach the intended recipient in a manner they prefer. 

COMMUNICATION LAYERING PROCESS 

a. Position website as central hub for information
b. Use multiple channels to distribute messages
c. Layering options: 

i. Email, website, social media, newsletters, videos, webinars, chapters, events, meetings, hard
copy

d. Measure layering activity by using links in messaging to website content and web analytics

Asking the audience to undertake some action, is important. If CABA does not do this, there is no way to 
measure whether the audience has responded to the message or if it was relevant to their needs. 

http://mashable.com/2011/09/12/website-usability-tips/
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There is a fine line that needs to be walked and is becoming increasingly important to recognize when it 
comes to communications. There are factors that are working against organizations in being able to 
communicate effectively. Communication clutter is increasing and it is more difficult for your message to 
reach your intended audiences. Time poverty is a societal problem that gets in the way of your audiences 
reading the message, even if it does manage to reach them. Some other important barriers to effective 
communication are: 

➢ Unclear Purpose 
➢ Inadequate Resources 
➢ Poor Relevancy 
➢ Time Poverty 
➢ Communication Clutter 
➢ Lack of Commitment/energy (are we communicating because we think we have to or do we 

have an intended purpose) 

Addressing these barriers will improve communication effectiveness. 

E. Online Marketing (Objectives Impacted: #1, 2, 3, 4, 5) 
An organization’s website needs to be the hub for information and knowledge transfer and product sales. If 
CABA wishes to be the primary resource for its core members, the website needs to be the resource hub. 
Integration of communications on all platform needs to be funneled back through the website so that they 
can be measured and evaluated. Such a model provides a dynamic environment where CABA can measure 
the value it provides and to what audiences using key performance indicators (KPIs) metrics at multiple 
levels. 

Dedicating resources to this one area can provide significant dividends for CABA. However, as with all other 
platforms and vehicles we need to have a clear understanding of what we are trying to achieve and the 
audiences the website is intended to serve. It is now accepted that organizations cannot be successful trying 
to be everything to everybody. There needs to be strategic decisions made on audiences and the purpose for 
the website. 

Despite a great deal of research content existing on CABA’s website, Google searches using some key industry 
terms (‘connected homes’; ‘intelligent buildings’; ‘automated buildings’; ‘the internet of things’; ‘smart grid’) 
produced less than adequate results for CABA content. An investment in search engine optimization (SEO) 
should be made to improve the search engine results and better connect CABA to the primary market 
segments and the terminologies used. An improvement here should lead more people to CABA and its 
website content. Additional resources (Google Search Console, Google Analytics, Google Trends, etc.) exist 
that can test CABA website content to see if it is structured for search engines. This Google suite also 
provides other valuable features such as website metrics and keyword analysis and most of these resources 
are free to use. 

The current CABA website presents challenges for visitors in a number of areas that are detrimental to CABA 
marketing efforts. Fortunately, CABA will be launching a new website soon. 

The new website presents an opportunity for CABA to implement best practices when it comes to search 
engine optimization. Additionally, navigation and user friendliness will be substantially improved. Generally, 
website developers have SEO options that can be obtained to ensure content is optimized and to achieve 
better SEO rankings. Resources exist on the CABA Task Force on Marketing that will be working with CABA 
staff to optimize the new CABA website and its content. 
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The new CABA website needs to become the hub for online marketing. The metrics that the new website will 
generate will be invaluable to inform CABA practices and obtain a better understanding of how visitors get to 
the CABA site, what they are looking for and their behavior while on the site. This information should be used 
to improve marketing practices and can help inform CABA strategies. 

F. Social Media (Objectives Impacted: #1, 2, 3, 5) 
Social media presents the greatest opportunity to cost effectively build external relations. Social media is an 
engagement tool. It presents additional opportunities to generate participation by members and prospective 
members in discussions around topics of industry interest and to showcase CABA’s knowledge and value. 
Effectiveness is measured by the level of engagement in terms of discussions and interactions that are 
generated by postings and CABA’s involvement within the community. However, as with other options at 
CABA’s disposal, there needs to be a well-defined purpose for social media. What is it you would want to 
accomplish using social media? What audiences do you want to engage with on the various social media 
vehicles? 

There can be significant value for CABA in achieving its objectives by developing a social media strategy 
designed around engaging the audiences that matter. The content that is created and posted would be 
focused around that strategy. Measurables would be related to the retweets, conversations, earned media 
and similar metrics that are related to engaging audiences. You have to go to where your audiences are and 
where the conversations are taking place. Through research and the subsequent understanding of your 
audiences you will discover what social media vehicles make sense to be able to target valuable audience 
segments. 

Below is an outline of several popular social media vehicles and suggested strategies related to each and 
commentary on CABA’s current use of these vehicles. 

LINKEDIN 
LinkedIn is the primary social media outlet used for B2B interactions. According to MarketingProfs and the 
Content Marketing Institute, 9 in 10 B2B marketers use LinkedIn for disseminating their content. CABA’s 
audiences, it wishes to target, are primarily businesses. LinkedIn can be an effective vehicle to build 
community in the connected homes and building automation marketplace. 

CABA currently maintains a private LinkedIn group. There are currently just over 2,100 members of the 
LinkedIn group. During the last month there were 58 posts on CABA’s LinkedIn group; 33 by CABA and 25 by 
non-CABA participants. Of the 58 posts, only one generated a comment. CABA’s staff are active and do a 
good job of consistently posting member and CABA news on LinkedIn. As noted however, the value of social 
media, is in the engagement which is measured by participation by group members through comments, 
shares, likes and conversations. CABA can improve effectiveness of its LinkedIn group with a focus on 
increasing engagement. 

Following are some tips that CABA can utilize to encourage engagement in its LinkedIn group: 

1. Analyze and understand who belongs to the group. Is there a heavy presence of one industry
segment over another? Does it provide an indication as to which content would be more
interesting and relevant to the group?

2. Ask questions about postings to encourage feedback.

3. Use ‘LinkedIn Polls’ to conduct polls on issues and collect data about group members.

4. Provide incentives to participate in polls or comment on discussions by entering participants in a
draw for a prize.
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5. Create a list of influencers from the CABA membership that agree to be active in CABA’s LinkedIn
group to initiate conversations on posts that are made and post additional material.

6. Share content from other platforms (YouTube, Slideshare, Twitter, etc.).

7. Follow-up posts by sending group emails to group members  for whom the content is
most relevant for, to alert them about the post and encourage participation.

8. Include information about the LinkedIn Group and its purpose on the CABA website with a link
to the group to cross-promote participation.

9. Market CABA meetings and events through the LinkedIn Group and encourage group members 
to meet up for face-to-face interactions. Send group emails about meetings and events to  those
located in the region where the meetings and events occur.

10. Use headlines effectively to signal who the content is relevant for (lighting, residential, etc.) and

to create interest in the content.

11. Comment on other posts to initiate interactions.

12. Test LinkedIn for its ability to reach your audiences by offering a free download and monitor the
responses.

CABA’s objective for LinkedIn is to engage the connected home and building automation business 
community. Appropriate content includes information about current research, government policies, 
innovations and industry challenges. Try to tap into the experiences and perspectives of the community. An 
important aspect to consider involves the value that group members obtain from posting and participating in 
the LinkedIn group. In terms of targeting group members, who would value the content and subsequent 
discussions on a particular topic? It could be consultants to the industry, maybe it’s a product related to an 
OEM member. There should be a group that naturally emerges that has a heightened relevancy to a 
particular topic. Target that group to get involved in the discussions using the techniques above. 

The relevancy of material is critical to achieve the engagement level desired. If a general LinkedIn Group 
does not effectively engage group members, perhaps creating more segmented LinkedIn Groups should be 
considered with the objective of engaging the communities. 

LinkedIn is an important tool for the content marketing strategy. 

TWITTER 

Much like LinkedIn, CABA staff are active on Twitter in posting industry and news, from the CABA NewsBrief. 
In August 2015 there were 68 posts on the @CABA_news twitter account. There were 21 retweets of CABA 
material and 40 favored tweets observed. CABA is pleased to have 1,009 Twitter followers. 

Twitter has a role to play to assist CABA to achieve its objectives for a defined audience. CABA is currently 
using LinkedIn and Twitter for different audiences as the content posts are different on each medium. 

CABA plans to use Twitter for the purposes of enhancing external relations and awareness of CABA as a value 
adding entity to the building automation market. Therefore, plans are to target the media (building 
technology reporters), governments and industry influencers with Twitter activity by posting appropriate 
content, resources and engaging in discussions that help them achieve success. Another audience segment 
that will continue to be targeted on Twitter are the end users of connected home and building automation 
technology. 
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A targeted Twitter strategy requires initiative to determine who the proper contacts are for these important 
stakeholders and to engage them on Twitter with follows and encourage them to follow you (i.e., media 
contacts). Relevant material can be directed at them and retweets of their material can help develop 
relations. Many of the above tips for improving LinkedIn effectiveness also apply to Twitter. Some additional 
Twitter tips include: 

1. Observe what other companies are doing to engage Twitter followers to help you decide what
strategy works best for CABA. 

2. Monitor relevant industry conversations using search.twitter.com and have CABA resources join

the conversations. 

3. Engage Twitter champions from the CABA membership to engage in conversations that arise.

4. Use an 80/20 rule, where 80% of your tweets are interactions (retweets, comments, favorites)
with followers and industry influencers and media. The 20% are CABA promotions and news.

5. Develop a regular cadence for Tweeting.

6. …Create a Twitter calendar for CABA that communicates different aspects on the same day 
each week (Member Spotlight Monday; New Technology Tuesday; CABA Friday Files; Research 
Thursdays, etc.). 

7. Be visual and creative.

8. Include a call to action when a direct response is required.

9. Run contests of draws for everyone who retweets or offer a free download to see the response.

Content offered through LinkedIn and Twitter is linked through the CABA website not only to drive website 
traffic but also to monitor metrics related to that content. 

FACEBOOK 
Facebook could be an effective vehicle to target end users and a way to generate excitement about new 
innovations and trending technology in building automations. It can also generate use of the Home and 
Automated Building Marketplace. If CABA sees value in targeting end users, Facebook would be a good 
medium to use to generate excitement about the industry and CABA’s members by profiling exciting new 
innovations. 

Facebook is more appropriate for business-to-consumer oriented organizations and requires a different 
‘personality’ than the business-to-business oriented platforms of LinkedIn and Twitter. Facebook is not used 
widely by industry stakeholders. Therefore, CABA does have a Facebook page but is not active on posting 
information to its Facebook page. CABA uses this page to drive members to the CABA website. 

YOUTUBE 

CABA has a YouTube channel with 370+ available videos and 97 videos in the member product/service 
playlist, and 114 subscribers to the channel. It is easy to see how many views each video has received. The 
types of videos include short product promotions from members, member testimonials, lengthy CABA 
research introduction videos and more. There would be 400+ videos, but discontinued members have their 
videos removed. YouTube is the second most used search engine on the internet behind Google. 
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There is a wide variety of videos that exist on the CABA channel, but there is no organization of the video 
content. The opportunity exists on YouTube to create playlists or channels to help coordinate content for the 
benefit of users. However, there is a channel search feature. It is likely that most visitors to CABA’s YouTube 
channel will be directed there from some other source or link CABA has sent or posted. However, videos are a 
popular medium for search engine bots and video titles and descriptions should be created based on what 
search terms people will use related to the video content. 

Videos can be effective marketing tools if utilized effectively. They can promote products and services of 
CABA and help emphasize the knowledge that exists within the CABA community. Short videos highlighting 
prospective member needs that a particular product or service was created to satisfy as well as the benefits 
the user can accrue by the product or service are the critical messages that should make-up a promotional 
video. Knowledge and expertise can be evidenced through videos that answer particular questions that 
stakeholders may seek an answer for. 

Videos provide an attractive alternative to  reading and will appeal too many stakeholders. However, there 
will always be a percentage of stakeholders that prefer written words rather than video. It really is a 
personal preference and member research will help determine the audience size with  video preferences. 

There should be an identified purpose for when to use video marketing. Typically it would involve the 
presence of a visual component that delivers the messages needed. The shorter the better. 

There is an opportunity for CABA to  target existing and prospective members with use of video to promote 
membership, deliver education through webinars and to promote research products and events. 
Additionally, testimonial videos can encourage member participation in Councils, fund research and other 
initiatives that enhance member  value. 

Social media should be an important tool for CABA in order to maximize the extent of its outreach activities. 
Using the tips provided above can serve to increase engagement. Providing online incentives to like and 
share content can generate activity. Engagement and activity on social media channels will serve to provide 
proof of the knowledge and expertise that exists within CABA’s membership and the benefits available to 
CABA members. Links to the videos through CABA’s other vehicles (LinkedIn, Twitter, website, email) will be 
invaluable to understand how people access videos and what segments value the content being provided. 

None of the social media vehicles are ‘post and go away’ activities. They require monitoring and interactivity 
to create the engagement that they are intended to achieve. CABA is currently active in posting, but needs 
to extend itself even more in the engagement exercises for these vehicles to be more effective. 

Using social media in a business-to-business (B2B) context requires some special considerations. The typical 
B2B buying decision involves a layered decision-making process. Sales will not likely occur due to several 
social media posts, emails and web posts. This is why objectives and measurements around the use of social 
media should be driven around engagement and lead generation for prospective members or 
buyers/funders of CABA research products. Encourage sharing of posts within the decision-making context 
by making it easy to share messaging for those exposed to the content. 

Social media also provides the opportunity for CABA to establish and extend its brand attributes as 
knowledge leaders, collaborators and the primary source for information and research in the buildings 
automation market. 

Social media is part of a content marketing strategy. It requires  regular monitoring of industry activity, 
dedicated resources, and a commitment of consistent engagement. 
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A. CABA Membership Retention and Recruitment 

Tactics 
Evaluation 
Criteria 

Who Timing / Actions to Date 

1) Use all CABA channels to engage members and
prospective members 

• Develop recorded webinars focused on market
research and industry knowledge.

Track the number of 
webinars that are 
completed and 
posted/ viewed 

CABA Staff 
Ongoing: 
- Key recorded presentations take place during the CABA Intelligent Buildings Council (IBC) and 

CABA Connected Home Council (CHC) meetings, each holding a minimum of four (4) per year. 
There are additional webinars, featuring CABA Research Projects and special opportunities. For 
example, the two (2) new Frost & Sullivan CABA member benefits: “Marketing Benchmarking 
Tool” and “Growth Pipeline Diagnostics” have recently been introduced and they are marketed to 
members and prospects. These and other webinars are available to CABA members. 

- The three (3) planned modules for the CABA “Intelligent Buildings and COVID-19” will be 
presented as three (3) distinct webinars. 

- CABA takes advantage of strong member contributions to develop webinar content, including 
most recently for the last CHC meeting (Sept. 2, 2020), Gonda Lamberink, UL, Andre Ristaino, 
ISA and Chris Larry, exp. US Service, and for the recent IBC meeting (Aug.24, 2020), Guy 
Newsham (NRC). 

• Share infographics and videos, featuring CABA
members, that demonstrate value of intelligent
buildings and connected home technologies to end- 
use customers.

When completed CABA Staff/Research 
Organizations 

Ongoing: 

- Sharing of member-created content using social media and the CABA NewsBrief, Twitter 
feed and CABA Group on LinkedIn. Harbor Research created “infographics” for CABA to use 
from the “Smart Home as a Service (SHaaS)” research project. Commissioned research firms 
will continue to provide these “snackables and infographics” from new CABA Research 
projects and White Papers for distribution by CABA. 

- The new CABA research projects will also be featured in the near future: “Intelligent Buildings 
and COVID-19”; “Privacy and Cybersecurity in the Connected Home”; “Intelligent Building 
Energy Management Systems”; “Market Sizing for Building Automation Controls Systems 
(BACS)”. The recently completed CABA White Papers, that will be featured, are: “Power over 
Ethernet Basics 2020” and “What is LiFi?”. 

- Having advance information flowing to key audiences, including CABA Board to build up to the 
release of the Landmark Research Projects. 
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• Promote real-world use cases, case studies and
blogs for sharing by social media influencers. 

When completed CABA Staff and Social 
Media Influencers 

Ongoing: 
- The CABA SHaaS Research Report promotion has been completed: three (3) posts 

(CABA LinkedIn group, Twitter, NewsBrief) for each of the five (5) infographics from 
the Executive Summary of the SHaaS Report, with explanatory text, has been 
distributed. (15 in total). 

- With the forthcoming CABA research (four (4) projects and two (2) White Papers) 
– more info will be regularly forwarded to the CABA Board members and other
social media influencers, inviting them to circulate this info throughout their 
organization and their social media. 

- CABA has become very active with endorsements and promotion of CABA Member 
webinars, featuring case studies and new technology. These are now showcased in 
the new CABA Upcoming Events section in the CABA web site and promoted in the 
CABA NewsBrief, Twitter feed and CABA Group in LinkedIn. 

• Create content for industry publications
having a wide readership.

Track the number of 
articles or advertorials 
that are placed 

CABA Staff and CABA 
Board. 

Ongoing: 
- Examples in 2020 citing CABA products and content include: Lighting Magazine, 

Smartbuildingsmagazine.com, AutomatedBuildings.com, ecmag.com, 
contractormag.com, facilitiesnet.com, facilityexecutive.com, buildings.com, ReCharge 
Magazine and others. 

- Created the CABA Journal which has one (1) post (perspective article) weekly. 
The opportunity allows a CABA subject matter expert to share industry expertise, through 
this unique publication. The CABA Journal is posted on the CABA web site and further 
circulated through the CABA NewsBrief, Twitter feed and CABA Group in LinkedIn. The 
authors are also encouraged to tag the blog with key words and to promote and circulate 
their specific submissions. 

- CABA has expanded the number of key contacts in the media to 2,000+ to ensure CABA 
research and information is provided to them. In addition, proactive steps are being 
taken to work with trade media and mainstream media to ensure that CABA is included. 
Examples were recent interviews by CABA President & CEO with ControlTrends and 
Green Talk. 
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- CABA is now utilizing Meltwater, which tracks CABA media releases and articles that 
are featured in the media. 

- Create a multiple year CABA Research Subscription and Membership fee structure. 

2) Implement web site and search engine optimization
(SEO) improvements 

• Leveraging CABA web site improvements for membership and
renewals.

Leveraging CABA web 
site improvements for 
membership and 
renewals. 

CABA Staff, Brian 
White, from Rheem, 
and Contractor 

In Progress: 
- Improvements have been made to aspects such as site navigation and site architecture, page 

callouts, contact pages, content downloads, etc. with the revamped CABA web site launched 
in July 2020. Work continues with a contractor, that specializes in SEO. and Brian White, from 
Rheem, has provided invaluable assistance. 

- CABA web site improvements to the Store and web site contact forms have paid dividends. A 
recent CABA Research Report sale to a non-member in Korea for $4,900 and two (2) new 
CABA member applications that came online are examples of how the new web site and 
Store is generating dues and non-dues revenue. 

- The CABA database was switched from iMIS to CIVICRM. 

• Undertake a web site link building campaign. Outside links 
to the web 
site 

CABA Staff Ongoing: 
- Work with CABA members and industry publications that may have an interest in having a 

web link to CABA. 

- Encouraging CABA members to incorporate the CABA member logo and weblink to their 
web site and showcase their marketing collateral with CABA. 

- Work with industry events and webinars to become endorsed by CABA and one of the 
requirements is to profile the CABA logo and web link. These are now featured in the new 
CABA Upcoming Events section of the web site. 
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• Undertake content and keyword targeting to drive more web
site traffic. 

Counting traffic to 
web site 

CABA Staff and 
Contractor 

Completed/Ongoing: 

- Library: Now require CABA Information Council (CIC) reviewers to complete a keyword 
checklist for all reports being added to the CABA Member Library. 

- Landmark Research and White Papers: All new CABA research (Landmark or White Papers) 
and the CABA Journal will have a keyword checklist completed, when they are added to the 
CABA web site. 

- SEO: use of the keywords is expected to help drive traffic to CABA research pages (Library, 
White Papers and/or Landmark Research). The current growth in the SEO effort has been a 
20%-increase in traffic over the previous web site from April 2020 to August 2020. With 
respect to membership, analysis shows that one fifth of the traffic is interested in the pages 
within the membership tab (directory, benefits, affinity program, and the “about us” 
section). 

3. Implement planned new recruitment initiatives

• Participate in industry events focused on
connecting OEMs and suppliers with end- users
like builders, integrators, retailers, etc.

Track and participate in 
key events that fit these 
criteria 

CABA Staff, CABA 
Board, CHC and IBC 

Ongoing: 
- Direct contact with as many CABA members and prospects through virtual or in-person 

industry events. Present CABA benefits and opportunities, including the opportunity to 
participate in exclusive CABA Research Projects and White Papers. 

- Continued use of strong existing relationships with key organizations like NAHB, IFMA, 
CEDIA, BOMA International, CTA, WELL Institute, etc. During the COVID-19 era, 
participation in many  virtual industry events and webinars. 
CABA has and is scheduled to participate in four (4) virtual events. 

- Encouraged members with integrators, dealers, and installers  to provide complimentary 
the CABA Library “pass codes” and use of the CABA logo and weblinks. 

• Hold webinars or special presentations at select events, such
as CABA sponsored meetings and receptions. 

When completed CABA Staff and CABA 
Members 

Ongoing: 

- CABA has and will continue to hold webinars and special receptions, meetings, and 
presentations at select industry events (virtual and in- person). 

• Proactive highlighting of CABA research and benefits for
existing members when they are speaking at events.

When completed CABA Board, 
Ambassadors and 
Speakers, 
Members and Staff 

Ongoing: 
- Build and grow the CABA Ambassadors and Speakers Bureau (CABA Members only). There 

are many new participants in the Bureau. Recently, a new eBlast was sent to CABA 
members on this opportunity and this will continue. This effort resulted in a gain of over 
10 new members since the last CABA Board meeting and there are now over 80 
members in this group. 
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- The CABA Ambassadors and Speakers are encouraged to utilize the CABA Research 
that is featured in the CABA Presentations section, if CABA is credited as the source. 

• Provide CABA members with monthly notices about new
research added to the CABA Research Library.

Ongoing Communications 
Director 

Ongoing: 
- Continue to provide updates on new CABA Research through the CABA NewsBrief, 

eBlasts, Twitter feed, web site, etc. CABA has now implemented a monthly notice to all 
CABA member contacts, providing pass codes and a listing of new research as a reminder 
of new content. 

- The weekly CABA NewsBrief features two (2) examples of Research recently added to 
the CABA Member Library. 
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B. Building Awareness and External Relations 

Tactics Evaluation Criteria Who Current Actions 
1. Enhance channels to build awareness of

CABA as a key industry resource for
research and networking

• Expand the organization’s presence at events
through a CABA Outreach Program

List compiled and numbers of 
attendees tracked. Endorsed and 
attended. 

CABA Staff, Board and 
Ambassadors and 
Speakers Bureau 

- CABA participated in virtual industry events and webinars in recent months including a 
Middle East Smart Cities webinar and a Computrols Webinar on COVID-19. 

- Previously, CABA met regularly with members and prospects at industry events. 
Several examples were from early 2020 were CES 2020, NAHB and NKBI Show 2020, and 
AHR Expo 2020. 

- CABA staff plans to participate in new virtual events and webinars as speakers and 
moderators: Realcomm/IBcon, Cable-Tec Expo, MUST Virtual Smart Home, World 
Intelligent Buildings Virtual Conference, The Buildings Show, Eddy Solutions Webinar, 
Intelligent Buildings Middle East, Telco Edge Cloud, Light Middle East, AHR Expo 2021, 
BUILDEX Vancouver, ISH 2021, Digital 360 Summit, etc. 

• Increase profile of the CABA Ambassadors and
Speakers Bureau

CABA office currently alerts 
Ambassadors and Speakers of 
upcoming speaking 
opportunities. Track number of 
events that these people attend. 

CABA Staff and CABA 
Ambassadors/Speakers 

- Ongoing CABAProgramthat has over 80 participants in the CABA Ambassadors and Speakers 
Bureau. 

- Sent regular updates to the CABA Ambassador and Speakers Bureau on external 
webinars and virtual or in-person events, that have a ‘call for speakers’. 

- Recently sent a note to CABA Ambassadors and Speakers and this information was also sent to 
the 6,200+ CABA member contacts, to promote this member benefit, resulting in many more 
additions to the Bureau. 
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• Improve CABA’s online presence with
Search Engine Optimization (SEO) and web
site changes

20% increase in traffic and more 
value from the web site. 

CABA Staff, Brian White, 
from Rheem, and a 
Contractor 

- New CABA web site (www.CABA.org) launched in July 2020. Changes to site architecture, 
page callouts, navigation, revamped CABA Store, etc. are expected to lead to continued 
improvements in web traffic and search-engine results. 

- Improvements to store layout, use of the contact page and contact forms for white paper 
and executive summary downloads are paying dividends with new members, member 
retention and prospect development. 

- CABA web site improvements to the Store and web site contact forms have paid dividends. 
A recent CABA Research Report sale, to a non-member, in Korea for $4,900 and two (2) new 
CABA member applications, that came online, are examples of how the new web site and 
CABA Store is generating dues and non-dues revenue. 

- SEO: use of the keywords is expected to help drive traffic to CABA research pages (Library, 
White Papers and/or Landmark Research). The current efforts on SEO and the web site have 
led to a one-fifth increase in traffic from April 2020 to August 2020. With respect to 
membership, analysis shows that 20% of the traffic is interested in the pages within the 
membership tab (directory, benefits, affinity program, and the “about us” section). 

- The CABA database was switched from iMIS to CIVICRM to save money and increase 
functionality. The database now is at a record 32,000+ industry professionals and they are 
encouraged to utilize the new CABA web site. 

- A 19% increase in total page views and a 22% increase in unique page views from April 2020 
and August 2020. Work is ongoing with web developer /SEO company. 

In Progress: 
- While improvements have been made work continues with a contractor, that specializes in SEO, 

to continually monitor the growth and improve the SEO and CABA web site. With the Board, 
explore enhanced support for keyword targeting or sponsoring. 

- Thanks go to Brian White, from Rheem Manufacturing Company, who volunteered to assist 
and has provided invaluable assistance to CABA, with important recommendations on SEO and 
the web site. 

http://www.caba.org/
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2. Develop a content marketing strategy to
enhance external relations

• Identify content appropriate for media and
influencers

Track the number of items. 

Approx. 25 Tweets per month 
(25% news; 25% news with 
mention of CABA or members; 
25% from partners, members, 
Ambassadors; 25% CABA 
benefit. 

CABA Staff and CABA 
Members 

- Ongoing. Examples from the past year citing CABA research include: Smart Buildings 
Magazine, Automatedbuildings.com, EC&M, Contractor Magazine, Multichannel News, 
Facility Executive. Potential future targeted publications include IoT Nation, IoT World 
Today, Utilitydive.com, and partner research-firm blogs. 

- Several recent media releases (Board appointments). 

- EBlasts include content regarding research opportunities, available research reports, new 
member benefits (ie., Frost & Sullivan’s Marketing Benchmark Service), CABA events, 
and Council webinars. 

- The new CABA research projects will also be featured in the near future: “Intelligent 
Buildings and COVID-19”; “Privacy and Cybersecurity in the Connected Home”; 
“Intelligent Building Energy Management Systems”; “Market Sizing for Building 
Automation Controls Systems (BACS)”. The recently completed CABA White Papers, that 
will be featured, are: “Power over Ethernet Basics 2020” and “What is LiFi?”. 

- Ensure advance information flows to key audiences, including the CABA Board to build 
up to the release of the Landmark Research Projects. 

• Develop lists of individuals to follow, make direct
contact and build relations by reposting and inviting
content.

Ongoing CABA Staff and the CABA 
Board of Directors 

- Ongoing. Provide members (especially influencers) and prospects with content and 
messaging and make direct contacts. 

- Material and content have been reposted on the CABA Group in LinkedIn and through the 
CABA President & CEO’s LinkedIn contacts (14,500+). 

- Launch of the CABA Journal (blog) and development of invited contributors as well as cross 
posting/sharing of content. 
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3. Use social media to raise profile of CABA

• Add to social media and have CABA staff and
industry members join the conversations

25 posts to 
Twitter/LinkedIn monthly. 
Research, networking, 
events, presentations, 
news. 

CABA Staff and Industry 
Members 

- Promoted the CABA Intelligent Buildings Council (IBC) and CABA Connected Home 
Council (CHC) webinar invitations in 2020 (February, May, and Aug.- Sept.) using social 
media. Highlighting industry developments or announcements from members using the 
CABA NewsBrief and social media. Leveraging CABA Ambassadors and Speakers Bureau. 
Use of a 3-year plan for research sales incorporating social media. 

• Promote “teaser content” about CABA research on
connected homes and intelligent buildings using
snackable social media content (visuals, videos,
infographics, use cases) to market CABA research
products and membership

Track the number of instances. CABA Staff - Use social media to send “snackable” data content from the CABA research 
projects. 

- Using social media and CABA NewsBrief to rebroadcast notable mentions of CABA 
research, by industry outlets or sites. 

- SHaaS Report promotion: three (3) posts (LinkedIn group, Twitter, NewsBrief) for each 

of the five (5) infographics from the Executive Summary of the SHaaS Report with 

explanatory text. (15 total). 

• Use Board members for viral transmission of
snackable social media content as influencers

Track the amount of times that 
CABA Staff send material to the 
CABA Board members. They need 
to report how often this content 
is placed. 

CABA Board and Staff - Provide the CABA Board with new content, especially research “snackables” that 
can then be circulated both internally and externally to the industry 
professionals, dealers, integrators, distributors, end-users, and industry 
professionals. 

- Board members have been contacted on two (2) occasions recently with 
shareable content. 
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Tactics Evaluation Criteria Who Actions to date 

1) Use of the website and research specific
search engine optimization (SEO) to support 
CABA research 

• Improve CABA research keyword rankings. Google rankings of CABA. 
Communications Director, 
SEO Consultant 

In Progress: 

- New website launched in July 2020. Changes to site architecture, page callouts, 
navigation, revamped CABA store, etc. are expected to lead to continued 
improvements in web traffic and search engine results. 

- Work is ongoing with website/SEO company. 

- An 18% increase in total page views and a 17% increase in unique page views from April 
2020 and August 2020. 

• Improve external links to the CABA website, work
to have the CABA name and brand mentioned in
quality industry publications and websites.

Quality and frequency of 
inbound links to the website 

Communications Director Ongoing: 

- Recent interview with GreenWave Wireless Research and ControlTrends. Some 
of the potential industry publications that may be targeted include Building 
Operating Management, Facility Executive Magazine, Engineered Systems 
Magazine, IoT World Today, etc. More opportunities coming with the CABA 2020 
projects Privacy and Cybersecurity in the Connected Home, Intelligent Buildings 
and COVID-19, and Intelligent Building Energy Management Systems 

• Undertake research content and keyword
targeting to drive more website traffic to CABA
research project content, white papers, and
CABA member library.

Traffic to CABA 
Research and CABA 
Member Library 

Research Director 
Completed/Ongoing: 

Library: 

- Require CABA Information Council (CIC) reviews to complete a keyword checklist for all 
reports going into the library. 
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Landmark Research and White Papers: 

All new CABA research (Landmark or White Papers) will have a keyword checklist 
completed when they are added to the Library (executive summary and/or full 
reports). 

SEO: 

- Having these keywords set up for every report added to the library is anticipated to help 
drive traffic to CABA research pages (Library, White Papers and/or Landmark Research). 

2) Develop a marketing plan template for
CABA research 

• Develop fine-tuned messaging targeting specific
groups

Ongoing six (6) articles per 

year targeted 

Communications 
Director, Research 
Director 

Ongoing: 

- Develop specific articles and messaging tailored for specific audiences. Recently 
interviews with Greenwave Wireless Research and ControlTrends. Past examples 
included the AHR Economic industry report, smartbuildingsmagazine.com, 
facilityexecutive.com. contractormag.com, and automatedbuildings.com. 

- Launch of the CABA Journal (blog) and development of invited contributors as well as 
cross posting/sharing of content. 

- Further posts/contributions to coincide with end of embargo period for SHaaS Report 

(industry publications; research firm CABA members blogs). 
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• Develop “snackable” data content from CABA
research projects, including infographics, charts or
high level data factoids

Track the number of 
instances. Use of all of the 
snackable from the 
executive summaries of 
the reports. 

Research Contractor, 
Research Director 

Completed: 

- Use social media (LinkedIn, Twitter), NewsBrief and CABA Website to promote 
“snackable” data content from recently completed CABA Landmark  research. 

- SHaaS Report promotion: three (3) posts (LinkedIn group, Twitter, NewsBrief) for each of the 
five infographics from the Executive Summary of the SHaaS Report with explanatory text. (15 
total) 

- Target of approx. 25 Tweets and 6-8 posts to the LinkedIn group monthly. 40 posts 

(Twitter) and 6-8 LinkedIn post per month recently. 

- Targeted budget for social media is 25% industry news; 25% news with prominent 

mention of CABA or members; 25% from partners, members, ambassadors; 25% CABA 

benefit. Research is a significant component of the postings made in each category. 

• Promote the data content on the CABA website
and on specific external websites
(www.statista.com, etc.)

Upon completion Communications Director Completed/Ongoing. 

Websites: 

- Statista.com created 45 data points from the last 5 CABA Landmark Research Projects. 

Industry Media Outlets: 

- CABA Research was promoted in interviews with ControlTrends and 
GreenWave Wireless Research. Past content has appeared in 
Smartbuildingsmagazine.com, automatedbuildings.com, ecmag.com, 
contractormag.com,   facilitiesnet.com, 
facilityexecutive.com, and buildings.com. 

• New Funding Levels (500, 1K, 1,500K) should
be considered in future, adding different
entry points to a project – and valuable
revenue. At these levels organizations would
have the option to purchase after the 4-
month embargo.

- Implemented a new Titanium Funding Level. One organization (U of I) took advantage of 

this new funding level during the recently completed “Smart Home as a Service” research. 
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• Target CABA research marketing around key
industry events

Upon completion CABA Staff 
Completed/Ongoing: 

- CABA presented CABA research at speaking engagements at virtual events recently. 

- CABA has also contributed to information pieces pre-industry event, and our 
research/presentations have attracted coverage post-event. 

- CABA leveraged the Speakers Bureau and opportunities for partners to speak at CABA 
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endorsed events. 

- The industry events CABA promoted research include CES, The Smart Home Summit, 
Cable-Tec, CEDIA, Greenbuild, The Buildings Show, AHR and many others. 

- Leveraged other association webinars to present high level research findings. For example, 
we did a webinar with CEDIA with 300+ attendees. We also did webinars for CGA, CTA, 
ALA. 

3. Consider purchase incentives to encourage
research funders 

• Provide incentives for CABA members to
join CABA research projects at a discounted
rate, limited to the first year of membership

New research revenue Research Director 
Completed/Ongoing: 

- New members will get a first membership discount ($850 - $5,000 discount) if they join a 
research project. Offered on a case by case basis. 

- Members that join the research have special price incentives: i.e., Bronze Funder – $3K 
(normally $5K); Silver Funder – $6K (normally $10K); Gold Funder – $10K (normally 
$15K). 

• Continue special CABA Board of Director
pricing discounts for CABA research.

Number of Board 
Members who join 
both research projects. 

Research Director 
Completed/Ongoing: 

- Continue special discount ($6,000 per project) for CABA Board members who join CABA 
Landmark Research projects. 
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• For each completed project, execute three (3)-
year marketing plan for research report sales, 
incorporating incentives

Ongoing 
Communications 

Director, Research 
Director 

Year 1: 

- $4,900 CABA Store price after a 4 month embargo. 

- Send press release to all industry media outlets. 

- 10 week promotion plan after the research is completed. One promotion (LinkedIn, 
Twitter, NewsBrief or eBlast) per week for 10 weeks. 

- The intention going forward is to also create 3 additional targeted press releases - target 
audience varying depending on the research content. Expanded opportunities to do so with 
the coming projects. 

- Promotional banner for events. 

- Post embargo webinar that is open to everyone. 

Year 2: 

- $3,900 CABA Store price update. 
- eBlast, LinkedIn and Twitter notification of new price. 
- keep using promotional banner at events. 

Year 3: 
- $2,900 CABA Store price update. 

Year 4: 
- $1,900 CABA Store price update. 
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Section IX. Conclusion 

CABA is dedicated to furthering the connected homes and building automation market through its niche of 
providing knowledge and connecting the industry. 

CABA should be commended on its many efforts to continually pursue improvements to the organization and 
member benefits. There are new initiatives that have been identified for improving membership recruitment, 
engagement and retention as well as the funding and sale of its core research products. 

Effective marketing, much like organizational strategy, requires a focused approach on what specifically is 
intended to be achieved. There are many initiatives suggested in the plan presented above which are in addition 
to already planned new initiatives. Priorities will need to be set, based upon the intended goals, to make the 
most effective use of CABA resources. The priorities should also reflect where CABA can obtain the best return 
on their resource investment. 

The new website will be a particularly important tool that will serve as the hub for CABA’s marketing efforts to 
reach and service the needs of stakeholders. The suggestions made in the marketing plan are to be implemented 
around this important hub. 



CABA Marketing Plan DRAFT 

46 

References 
Applebaum, U. (2015, January 15). 26 Universal Questions for Positioning Your Brand . Retrieved from 

MarketingProfs: http://www.marketingprofs.com/articles/2015/26828/26-universal-questions-for- 

positioning-your-brand-and-creating-your-brand-story#ixzz3idbJ9rCm 

Gube, J. (2011, September 12). 7 Best Practices for Improving Your Website's Usability. Retrieved from Mashable: 

http://mashable.com/2011/09/12/website-usability-tips/ 

Jarski, V. M. (2015, June 2). How to Reinvent Your Marketing for This Century. Retrieved from MarketingProfs: 

http://www.marketingprofs.com/chirp/2015/27768/how-to-reinvent-your-marketing-for-this-century- 

infographic#ixzz3idesHCBP 

Khan, J. (2015, August 10). Four Powerful Tips for a Highly Effective B2B Social Media Strategy. Retrieved from 

MarketingProfs: http://www.marketingprofs.com/articles/2015/28217/four-powerful-tips-for-a-highly- 

effective-b2b-social-media-strategy#ixzz3idh0Y8DR 

L, A. (2012, February 10). Ten Tips for Creating Dialogue in Your LinkedIn Group. Retrieved from Text100: 

https://www.text100.com/ten-tips-for-creating-dialogue-in-your-linkedin-group/ 

Popat, V. (2015, August 21). Keyword Research Tips to Help You Rock Google's New Search Console. Retrieved from 

SteamFeed: http://www.steamfeed.com/keyword-research-tips/ 

Popky, L. (2015 , July 20). The Three Keys to Mastering Marketing in Today's Noisy Marketplace. Retrieved from 

MarketingProfs: http://www.marketingprofs.com/articles/2015/28093/the-three-keys-to-mastering- 

marketing-in-todays-noisy-marketplace#ixzz3idjPJfVA 

Pulizzi, J. (2013, June 29). 8 Remarkable (and Stolen) Content Marketing Ideas. Retrieved from Content Marketing 

Institute: http://contentmarketinginstitute.com/2013/06/remarkable-stolen-content-marketing-ideas/ 

Pulizzi, J. (2014, May 14). Where Content Marketing Fits in Your Marketing Plan. Retrieved from Content Marketing 

Institute: http://contentmarketinginstitute.com/2014/05/where-content-marketing-fits-plan/ 

Smyth, G. (2013). Chapter 21: Marketing Products and Services. In J. B. Pealow, & S. L. Humphrey, Canadian 

Association Managament (pp. 181-188). Toronto: Canadian Society of Association Executives. 

Twitter. (2015). Create your Twitter content strategy. Retrieved from Twitter.com: 

https://business.twitter.com/basics/how-to-create-a-twitter-content-strategy?lang=en&location=na 

Wellings, M. (2015, August 11). Unbundle, repurpose, amplify. Retrieved from B2B Marketing: 

http://www.b2bmarketing.net/blog/posts/2015/08/11/unbundle-repurpose-amplify-turn-print-assets- 

digital-riches-three-step-process 

http://www.marketingprofs.com/articles/2015/26828/26-universal-questions-for-
http://mashable.com/2011/09/12/website-usability-tips/
http://mashable.com/2011/09/12/website-usability-tips/
http://www.marketingprofs.com/chirp/2015/27768/how-to-reinvent-your-marketing-for-this-century-
http://www.marketingprofs.com/chirp/2015/27768/how-to-reinvent-your-marketing-for-this-century-
http://www.marketingprofs.com/articles/2015/28217/four-powerful-tips-for-a-highly-
http://www.text100.com/ten-tips-for-creating-dialogue-in-your-linkedin-group/
http://www.steamfeed.com/keyword-research-tips/
http://www.marketingprofs.com/articles/2015/28093/the-three-keys-to-mastering-
http://contentmarketinginstitute.com/2013/06/remarkable-stolen-content-marketing-ideas/
http://contentmarketinginstitute.com/2014/05/where-content-marketing-fits-plan/
http://www.b2bmarketing.net/blog/posts/2015/08/11/unbundle-repurpose-amplify-turn-print-assets-
http://www.b2bmarketing.net/blog/posts/2015/08/11/unbundle-repurpose-amplify-turn-print-assets-


CABA Marketing Plan DRAFT 

47 

Appendix 1 - Member Recruitment Detail 

Increase Membership Recruitment 

There is no silver bullet to guarantee increased member recruitment. However, direct recruitment efforts will be 
more successful than passive efforts. Targeted efforts will be more successful than untargeted efforts. 

CABA does obtain some new members each year as a result of the landmark research initiatives it embarks on and 
that prospects wish to be involved. That is a very direct type of membership recruitment effort where the 
research being proposed is relevant to that business. Retention would be enhanced for those that join to access a 
research project by ensuring that messaging around CABA value beyond the research project is provided. 

In terms of products, market information on end users would be of interest to the OEM and builders/developers 
member segment. Positioning CABA as an information source for the end user market would be very attractive. 
Consider consumer research as a topic for research which may increase the scope of interested research partners 
and purchasers of the research product. 

• Identify market segment to target for membership recruitment efforts

o Segment profiles should be as specific as possible, such as: 
▪ OEMs with products for Connected Homes marketplace
▪ Annual sales between $25 and $100Million
▪ Innovative and research oriented
▪ Specific needs that CABA can satisfy
▪ Typical titles of decisionmakers

o Another segment that could be attractive is the new entrant market that seeks out opportunities
to facilitate their success of which CABA may be one

• Draft a clear value proposition of the benefits for that segment and their value that are specific to that
market segment, such as: 

o The CBA Journal
o Home and Building Automation Marketplace
o CABA Council participation
o Research participation opportunities
o Relevant research available in member library
o Member discounts available for CABA Forum and other services/products

• Develop database of prospect contacts for email contact, direct mail contact and phone contact
• Develop messaging that highlights CABA value can provide related to the prospects’ needs

• Create appropriate content to use to reach out to segments that includes:

o A specific ‘ask’ for them to join CABA

• Undertake specific communications and interactions directly with targeted prospects on a quarterly basis
to continue to provide reasons why they should be members. Use a variety of methods and the more
personal the better:

o Face to Face meetings at industry events – invite prospects for a discussion
o Phone call
o Email or direct messaging on social media vehicles
o Direct addressed mail

• Engage with prospective members on social media sites by:

o Following/Connecting
o Retweeting/Liking their content/posts
o Sending them content/posts relevant to them
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• Gather information as to what prevents them from being members and modify messaging to overcome reasons why
they are not members

• Measurement and evaluation:
o Number of new members in each quarter
o Use unique email addresses for prospects to  respond to membership marketing activities to  track effectiveness

of various channels 

o For each new member, ask how they became aware of CABA to analyze channel effectiveness
o Ask why they joined and what their expectations are

• Annually survey members to evaluate CABA value, establish segments and understand needs.
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CABA Industry Benefits 

1. CABA Research Library – Members’ area: CABA has the largest “Internet of Things, Connected Home, M2M, and

Intelligent Buildings” research library in the world. The members’ area of the CABA Research Library, accessible

with special pass codes, currently holds over 700 research reports, case studies and white papers and all are less

than three (3) years old. All documents are “peer reviewed” by the CABA Information Council (CIC) before being

approved. It has been estimated that there is over $4,000,000.00 worth of research accessible to members in the

CABA library, which is available at this link. A list of report summaries can be found at this link.

2. CABA Research Library reports open to non-members: In addition, there are over 900 documents in library that

were previously reserved to members. Visit this link to browse these reports and click here to view the

summaries. Research older than 10 years is placed in the CABA archives and is accessible by special request.

3. CABA NewsBrief: Members may also request that an article, media release or announcement be placed in the CABA

NewsBrief, which goes weekly to over 17,000 industry subscribers. If you do not already receive the NewsBrief you

may view past issues and subscribe by clicking here. Advertising opportunities exist for organizations in the CABA

NewsBrief and for more information contact Josh Mandel at either 289.695.5372 or 416.904.9027 or

jmandel@multiview.com.

4. CABA's LinkedIn and Twitter Feed: NEW CABA's LinkedIn Group and Twitter Feed delivers relevant and real-time

news about CABA members and industry developments. The goal is to provide CABA stakeholders with on-demand,

comprehensive industry intelligence. CABA members can forward their news and media releases so it can appear in

the CABA LinkedIn Group and TwitterFeed.

5. CABA Home and Building Automation Marketplace: While CABA members are profiled at no cost in the Members

section of the CABA Web site; there is another opportunity to showcase your organization. The CABA “Yellow Pages”

is a special site where industry can place their products and services. B2B organizations may research who the

players are in the ‘Internet of Things, Smart Homes, M2M and Intelligent Buildings’ sectors. This is also a great place

for CABA members to advertise their products and services to the world. You may find the CABA Marketplace here:

http://homeandbuildingautomationmarketplace.com/. Posting your organization to the Home and Building

Automation Marketplace is simple. Instructions can be found at the following link: http://caba.multiview.com.

Meanwhile, advertising on the CABA Marketplace, by contacting: MultiView Sales at 800.816.6710 or email at

caba@multiview.com.

6. White Papers Initiative - CABA White Papers are intended to offer a ‘snapshot’ or synthesis of existing industry

information. Only CABA members can identify a topic for a CABA White Paper. This is a free service and part of your

CABA membership. These papers are then profiled on the CABA Web site and distributed through the CABA

NewsBrief (over 17,000 subscribers). The CABA Intelligent Buildings Council and the CABA Connected Home Council

have established White Paper Sub-Committees. Onlymembers

https://www.caba.org/caba-research-library/
https://www.caba.org/wp-content/uploads/2020/08/research-reports-members-area-2020-1.pdf
https://www.caba.org/research/public-research-library/
https://www.caba.org/wp-content/uploads/2020/05/research-public-library-April-2020-1.pdf
https://multibriefs.com/optin.php?CABA
mailto:jmandel@multiview.com
mailto:jmandel@multiview.com
https://www.linkedin.com/groups/2121884/
https://twitter.com/caba_news?lang=en
http://homeandbuildingautomationmarketplace.com/
http://caba.multiview.com/
mailto:caba@multiview.com
mailto:caba@multiview.com
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can join these Sub-Committees and they meet approximately every two (2) months to discuss potential white papers and form 

Working Groups. Non-members that are subject matter experts are encouraged to join the White Paper Working Groups. The 

process from conception to completion is approximately two (2) months, with papers in the 10 - 20 page range. 

7. CABA Information Council: This Council consists of subject matter experts who review all research reports, case

studies and white papers that are submitted for the CABA Research Library. They are paid a small honorarium of

$25/paper and a CABA credit to thank them and ensure that these papers are relevant and qualify. They provide a

summary of the Report and recommend whether it should be submitted into the CABA Research Library. Any CABA

member or non-member may join this Council and you may view the current Council information by clicking here.

To join the Council, contact caba@caba.org.

8. Dealers, Distributors and Integrators can access the CABA Member Library: NEW CABA members who have

dealers, distributors and integrators will be able to provide complimentary pass codes to them. This will allow

many more dealers, distributors and integrators to access the complete CABA Member Research Library

absolutely free. More industry people will be able to become educated on the latest research and information on

integrated systems for connected homes and intelligent buildings. The complete listing of the Reports that are

available on the CABA Web site can be found at: https://www.caba.org/research-reports/

9. CABA Intelligent Buildings Council (IBC): This Council gathers four (4) times a year and discusses issues and topics

that are important for the industry. They also decide which topics will be put forward for the Intelligent Buildings

Landmark Research project. Anyone who is a member of CABA may join the Council and there aren't any

restrictions on how many individuals from a member may join. You may view the past minutes, terms of reference

and the list of 200+ Council members by clickinghere

10. CABA Connected Home Council (CHC): This Council meets four (4) times a year and discusses issues and topics

that are top of mind for the industry. Any CABA member may join, including more than one individual from the

same member organization – with no restriction. They also decide which topics will be put forward for the

Connected Home Landmark Research project. You may view past minutes, terms of reference and the list of over

150+ Council members by clicking here.

11. Landmark Research: This is collaborative research that CABA does each year, with a minimum of one(1) for the

connected homes sector and one (1) for the intelligent buildings sector. These are collaborative projects where

funders share the cost of the research while driving the direction, scope and final deliverables. All CABA members

receive the Executive Summary of these Landmark Research Reports once they are completed. In addition, if a

member wishes to purchase one or more of reports through the CABA Store, it is at lower rates than non-members.

You may view more information on these projects in CABA Research section of our website. Some previous CABA

Landmark research reports like the Convergence of Green and Intelligent Buildings, Life Cycle Costing of Intelligent

Buildings and Zero Net Energy Buildings are available for free download. To receive a copy of these reports, click on

the Report title or contact caba@caba.org.

12. Multi-Client Boutique Research: Any CABA member may come forward with a research project they would like

completed and CABA will manage the project for them. These projects would also need to be approved by either

the CABA Intelligent Buildings Council (IBC) or CABA Connected Home Council (CHC).

https://www.caba.org/councils/caba-information-council/
mailto:caba@caba.org
https://www.caba.org/research-reports/
https://www.caba.org/councils/caba-intelligent-buildings-council/
https://www.caba.org/councils/caba-connected-home-council/
https://www.caba.org/research-reports/
https://www.caba.org/wp-content/uploads/2020/04/IS-2018-361.pdf
https://www.caba.org/product/life-cycle-costing-and-intelligent-buildings-2013/
https://www.caba.org/product/life-cycle-costing-and-intelligent-buildings-2013/
https://www.caba.org/product/life-cycle-costing-and-intelligent-buildings-2013/
https://www.caba.org/product/zero-net-energy-building-controls-2015/
https://www.caba.org/product/zero-net-energy-building-controls-2015/
https://www.caba.org/product/zero-net-energy-building-controls-2015/
mailto:caba@caba.org
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The project must require at least three (3) participating organizations and be collaborative in nature. CABA recently completed a 

research project, working with the New Buildings Institute, titled ‘Zero Net Energy: Building Intelligent Controls Driving Success’, 

which you can freely download. Another project, working with the National Research Council (NRC), is called ‘Improving 

Organizational Productivity with Building Automation Systems’ and more information can be found by clicking here. 

13. Teaming Agreements: NEW CABA members that wish to solve a problem or undertake a ‘beta’ test orpilot project

can develop a ‘Teaming Project’. This format would be similar to a CABA Boutique Research Project, CABA Industry

Benefits Page 4 1173 Cyrville Road, Suite 210, Ottawa, ON K1J 7S6 except there may be intellectual property or

patents that could be developed through this collaborative research. Contact Greg Walker, CABA Research Director,

for more details on ‘Teaming Agreements’ at: walker@caba.org.

14. Research Discounts: CABA works with over 20 research groups that are CABA members and has special Agreements

with a number of them. These organizations have offered CABA members primary research they have completed in

the “connected home and intelligent building” sector at a major. This discount is a reduction from the retail price

that these research firms offer on their own site! As well, receive discounts on any CABA research reports that are

for sale in the CABA Store.

15. CABA Member Listings: All CABA members (360+) have their organization name, brand and products/services

featured in the CABA Web site for the public to view. In addition, CABA Members can access advertising

opportunities, in the CABA Web site, to promote their organization and products/services. CABA members are

profiled in the CABA Membership Directory.

16. CABA YouTube Channel: Any CABA Member can send a video or a link to a video that showcases their products

and services and it will be added in the CABA Web site for everyone to see. You can view the extensive CABA

Member YouTube Channel at: https://www.youtube.com/channel/UCZIb0NA8ZDNxpo7FZfQmLrg

17. CABA Ambassadors and Speakers Bureau - CABA receives many requests each week from both member and non- 

member organizations asking for speakers for various international events. In addition to CABA staff and Board

members, the CABA Ambassadors and Speakers Bureau have provided subject matter experts that can speak to the

rapidly growing “Internet of Things, Connected Homes, M2M and Intelligent Buildings” sector: CABA members may

register to join the other CABA Ambassadors and Speakers, by contacting us at caba@caba.org.

18. Industry Contacts: The CABA database contains more than 25,000 industry contacts and there are over 360 CABA

members. In addition, CABA staff will provide key contact info for any CABA member to assist them in locating key

people and organizations within the industry. CABA also allows members (for a fee) to send emails to the CABA

database.

19. Member Webinars: NEW CABA and many CABA members provide educational webinars that help other industry

professionals and end-users understand the latest products and services in the “connected home and intelligent

buildings” sector. CABA will also continue to provide educational webinars, especially on the completed CABA

Landmark and Boutique Research projects. All member webinars can be posted on the CABA website here. If you

wish to have CABA endorse your webinar, and receive additional value, send an email to caba@caba.org.

https://www.caba.org/product/zero-net-energy-building-controls-2015/
https://www.caba.org/product/zero-net-energy-building-controls-2015/
https://www.caba.org/public_research/is-2018-368-improving-organizational-productivity-with-building-automation-systems/
mailto:walker@caba.org
https://www.caba.org/membership/members-directory/
https://www.youtube.com/channel/UCZIb0NA8ZDNxpo7FZfQmLrg
mailto:caba@caba.org
https://www.caba.org/caba-endorsed-and-industry-events/
mailto:caba@caba.org
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20. Industry Events Listing and CABA Endorsed Events: The largest collection of “Internet of Things, Connected

Home, M2M, and Intelligent Buildings” events are listed for the industry and if you have an event that relates to

this sector, please send it to CABA and it will be listed at the Industry Event List. Also, any CABA member that

organizes an industry event can have their event endorsed, at no cost, by CABA to receive additional marketing

and promotional support. CABA endorses 100+ industry events and these can be viewed at the Endorsed Event

List. These CABA Endorsed Events are sent weekly in the CABA NewsBrief to 17,000+ industry professionals!

21. CABA “Growth Pipeline Diagnostic.” CABA members can take advantage of a Frost & Sullivan(F&S)

diagnostic tool enabling them to gain insights into the strength of their organization's growth pipeline. To

introduce this benefit, F&S in May 2020 presented a webinar focusing on “Trends Driving Growth and

Innovation for the Built Environment,” including opportunities to support rebound strategies. For more

information about this benefit contact CABA at caba@caba.org. To view the webinar, click here.

22. Town Halls and Think Tanks: NEW CABA will be hosting a number of Town Hall and Think Tank events at key

industry events. The purpose is to bring together key industry leaders and subject matter experts that can discuss

and share important industry news. More importantly, key initiatives can be identified so that the CABA Board

and Councils can take further action.

23. The CABA Journal: NEW Editorial contributions are posted weekly in the new CABA Journal. This new online

publication aims to educate the CABA membership and industry at large on emerging research, information,

trends, and challenges in the intelligent buildings and/or connected home sectors, very much in the spirit of the

former CABA iHomes & Buildings Magazine. View the guidelines to find out more about the CABA Journal and for

information on becoming a contributor. For more information, click here.

24. Frost & Sullivan Complimentary Marketing-Benchmark Report: NEW CABA members can participate by

completing F&S’s marketing benchmark survey. They will then receive insights and analysis with comparison to

the market in a one-on-one meeting, either in person or over the phone, with the research firm, a CABA member.

This includes a 25+ page report with specific recommendations and a top-level comparison of spending activities

and budget vs. goals and returns. Please visit this page for more information and listen to the webinar held to

launch this new benefit, presented by Roberta Gamble of F&S.

http://www.caba.org/
https://www.caba.org/caba-endorsed-and-industry-events/
https://www.caba.org/caba-endorsed-and-industry-events/
https://www.caba.org/caba-endorsed-and-industry-events/
https://www.caba.org/caba-endorsed-and-industry-events/
mailto:caba@caba.org
https://www.brighttalk.com/webcast/5562/407119
https://www.caba.org/news/caba-journal/
https://www.caba.org/membership/marketing-benchmarks-2/
https://www.caba.org/wp-content/uploads/2020/05/fs-benchmark.mp4



