CONTENTS

Foreword  xxiii

Introduction  xxv

Environmental Scan—Plan With Your Eyes Wide Open 2

The Market Service Area 8 The Target Market ® Demographic and
Psychographic Profiles ® Consumer Analysis Tools ® The Competitive
Audit = Strategic and Tactical Competitive Maneuvers ® Strengths and

Weaknesses ® Prospect Objections Versus Occupancy Inpediments ® Product,
sment ® Repositioning Prequisites

Service, and Price Ass:

Marketing Objectives And Strategy—Set Your Coordinates 16

The Marketing Audit ® The Occupancy Principle ® The Sales
Objective—Formula and Calculations ® Market-Ready Units ® Unit
Count Recap ® Move-In and Attrition Analysis ® Information Trending
= Lead and Sales Analysis ® Qualified Lead Count ® Lead and Sales
Source Analysis ® Referral Versus Paid Advertising Sources
= Lead-to-Sale Close Rate ® The Lead Objective—Formula and Calculations
= Sum up Your Marketing Coordinates ® Turning the Numbers into Strategies
® Maintenance and Growth Strategies

Customer Service—The Core Of Every Marketing Program 32

Customer Service Defined ® Customer Service Concepts # Customer
Expectations and Perceptions ® Training Framework ® Telephone Protocols
and Training Tips ® Physical Plant Appearance ® Maintenance, Housekeeping
and Cosmetic Décor ® Staff Appearance ® Management as Role Models
= Standards for Professional Dress ® Staff Attitudes and Actions
= Business Etiquette and Manners ® Staff Training Techniques
= Marketing’s Contribution to Customer Service

xvii



xviii  CONTENTS

Marketing And Sales Manpower—How To Staff For Success 42

The Five Essential Marketing Functions ® The Team Approach to Marketing
= How to Configure the Marketing and Sales Team ® Factors That Impede Staff
Productivity ® Optimum Models for Staff Time Allocation to
Marketing and Sales ® Productivity and Performance Goals ® Staffing Configurations
and Capacity ® Training and Education = Selecting the
Right Training Resources ® Training Topics and Modules ® Staff Compensation
# Base Salary and Commission Programs—Structure and Wages

Marketing Information System—The Science Of Decision Making 54

Lead-Management Software ® Information Architecture ® Demographic Data
= Psychographic Data—How to Track Marketing Barriers
and Prospect Preferences ® Marketing Data—Lead and Sales Sources,
Lead Status, Active and Inactive Prospect Codes ® Sales Data ® Database
Management Procedures ® Lead-Management Procedures
= Software Protocols ® Prospect Procedures
= The Wait-List = Wait-List Strategies

6]

Information Center And Resources—The Ideal Sales Environment 70

What to Call Your Work Area ® Single-and Multi-Suite Office Settings =
Locations, Furnishings, and Appointments ® The Closing Room ® Required
Resources ® The Use of Resident Apartments ® Model Apartment
Standards and Specifications ® How to Show and Sell Apartments
= Market-Ready Apartments—Practices and Protocols

Strategic Networking—The Kind Of Publicity Money Can’t Buy 80

Strategic Networking Defined ® Networking in the Scheme
of Things ® Why Networking Endeavors Stall ® How to Work Your Markets
From the Inside Out # Primary and Secondary Focus Marker Networking
Techniques ® The Speaker’s Bureau ® Public Relations
as a Sub-Component of Marketing ® How to Network With
the Press ® Roles, Goals, and Performance Standards



CONTENTS  xix

Special Events—Programs That Pique Market Interest - 92

The Role and Goals of Event Marketing ® Educational and Social
Program Positioning ® Imaginative Themes That Inspire Interest ® Topics
to Avoid ® The Media Mix—PSAs, Direct Mail, Print, and Electronic
Media Use = The Special Events Marketing Matrix ® How to Match Your
Event Programming to Your Marketing Strategy ® Advertising
Integration and Appeal ® The Day of the Show—Event Planning
and Preparation Logistics

9]

Creative Design And Copywriting—What To Say And Portray 104

The Challenge of Age-Biased Advertising ® Crafting the Right Message—
Selling Points and Presentation Formats ® Watch Your Language—Words and
Phrases to Avoid ® How to Describe a Continuum of Care # Graphic Design
Visuals and Images—The Problem with Conventional Approaches
= How to Cast Your Community ® Images That Have Universal Market
Appeal # The Lowdown on Branding

[10]

Collateral Materials—Print Communications That Pack A Punch 114

The Role and Use of Collateral Materials ® The Information Brochure—
Design Elements and Specifications ® The Role of Information Inserts ® Floor Plan,
Services and Amenities, Contract Documents, and Price Sheet Design Techniques

= [ntroductory Brochures ® The Stationery Package
= The Marketing Newsletter—Copy and Layout ® The Collateral CD and DVD
= Controlling Costs—Do-It-Yourself Design Versus the
Use of Outside Agencies

Paid Media—Prerequisites To Advertising Success 128

The Role of Paid Advertising in Your Marketing Program = Test Your
Advertising Readiness—Quiz ® How Advertising Stacks Up in the
Critical Component Line-Up ® The Case Against Paid Media—All the
Wrong Reasons to Advertise ® The Price-to-Value Relationship—
The Relative Worth of Direct Mail, Print Media, and Electronic Media



xx  CONTENTS

Direct Mail—The Right Tool For The Target Market 134

Direct Mail’s Multi-Faceted Marketing Benefits ® How to Plan Your
Direct Mail Campaign ® Potential Recipients ® The Rented Direct Mail List
= What to Send and When = The Direct Mail Marketing Matrix ® How to
Match Your Direct Mail Campaign to Your Marketing Strategy ® How to Increase
Your Rate of Return ® Optimum Letter Shop, Design, and Flight Times
# E-Mail Marketing

Print Media—How To Choose It And When To Use It 144

Correlating Print Media Placement to Your Marketing Strategy ® Media
Classifications—Major Dailies, Neighborhood and Specialty Publications,
Directories, and Billboard Advertising ® Print Media
Frequency and Flights = Design and Copy Specifications # When It’s Okay
to Advertise More ® Assessing the Response Rate ® The Print Media Plan

Electronic Media—Broadcast Basics To Reach The Masses 152

The Relative Role and Value of Radio, Television, and Web-Based
Advertising ® PSAs as a Low-Cost and Appropriate Advertising Tool
® Determining Whether Electronic Media are Suited to Your
Market ® Tips for Radio and Television Advertising ® Getting Wired
for the Web ® Designing Your Site

Marketing Plan, Time Line, And Budget—Drafting The Document 160
Why You Need a Formal Marketing Plan ® The Marketing
Plan Template ® Goals, Objectives, Strategy, and Tactics ® Marketing

Time Frames and Time Lines ® Gantt Charts ® The Marketing Budget—
The Right Way to Resource Your Program

Conclusion 169

Index 171



CONTENTS  xxi

T/\BLES AND FIGURES

Table 1 = Unit Count Recap 20
Table 2 = Move-In and Attrition Analysis 21
Table 3 = Sales Objective 22
Table 4 = Lead Count Analysis 23
Table 5 = Lead and Sales Source Analysis 25
Table 6 = Lead-to-Sale Close Rate 27
Table 7 = Lead Objective 28
Table 8 = Net Lead Objective 29
Table 9 = Staff Performance Goals and Capacity 48
Table 10 = Sample Commission Scale 53
Figure 1 = Sample Training Session Outline 51
Figure 2 = Sample Lead-Management Protocols 65
Figure 3 = Special Events Marketing Matrix 98
Figure 4 = Direct Mail Marketing Matrix 139

Figure 5 = Manpower Gantt Chart 165
CowmpaNION CD

The Marketing Plan Template = Template Instructions
& Action Steps = Additional Resources



