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22203. All rights reserved. The course materials or any part thereof may not be reproduced, 
stored in a retrieval system, or transmitted, in any form or by any means—graphic, electronic, or 
mechanical, including photocopying, recording, or otherwise, without the prior written 
permission of the National Apartment Association Education Institute (NAAEI).  
 
NAA retains copyright to the original materials and to any translation to other languages and any 
audio or video reproduction, or other electronic means, including reproductions authorized to 
accommodate individual requests based on religious or medical deferments from classroom 
participation. 
 
DISCLAIMERS 
Although NAAEI programs provide general information on apartment management practices, 
NAAEI does not guarantee the information offered in its programs is applicable in all jurisdictions 
or that programs contain a complete statement of all information essential to proper apartment 
management in a given area.  NAAEI, therefore, encourages attendees to seek competent 
professional advice with respect to specific problems that may arise. NAAEI, their instructors, 
agents, and employees assume no responsibility or liability for the consequences of an attendee’s 
reliance on and application of program contents or materials in specific situations. Though some 
of the information used in scenarios and examples may resemble true circumstances, the details 
are fictitious. Any similarity to real properties is purely coincidental. Forms, documents, and other 
exhibits in the course books are samples only; NAAEI does not necessarily endorse their use. 
Because of varying state and local laws and company policies, competent advice should be sought 
in the use of any form, document, or exhibit. 
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RECORDING OF THE “CERTIFIED APARTMENT MANAGER” MATERIALS 
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Education Institute, which strictly prohibits reproduction of program contents or materials in any 
form without the prior written consent. Except as expressly authorized in writing in advance, no 
video or audio recording of NAAEI programs or photocopying of “Certified Apartment Manager” 
materials is permitted. Authorized recording of programs or duplication of materials may be done 
only by the instructor on site. 
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Five Ps Evaluation Checklist 

P Description Evaluation Checklist 

Product • A product or service you offer customers 
• In the apartment industry this refers to: 

o Apartments 
o The apartment community 
o Services 
o Brand identity and logo 

 Rental Information Center 
 Clubhouse  
 Amenities 
 Models 
 Ready Apartments 
 Services Offered 

Price • Price includes: 
o Monthly base rent 
o Fees 
o Deposits 
o Utility expenses 
o Premium charges for additional features and 

services 
• Base rent may be influenced by other criteria 

such as location, interior upgrades, or other 
amenities. 

 Rent comparison and evaluation 
 Amenity fee comparison and evaluation 
 Comparison of discounts, specials and fees 
 Value-added components 
 Floors 
 Views 
 Concessions and marketing incentives 
 Rental mix 
 Pricing software and real-time pricing 

Promotion • Marketing used to convince potential residents to 
select an apartment community over a 
competitor. It includes: 
o Advertising 
o Public relations 
o Sales promotion 
o Relationship selling 

 Advertising/Marketing Themes 
 Advertising Resources 
 Other Advertising Resources 
 Corporate marketing 
 Resident Promotions 
 Lease renewals 

Place • Distribution channel or method to  make a 
product available to customers  

• In the apartment industry, this refers to the 
location of the apartment and community 

• Includes defining and marketing Physical 
Location, Relative Location, and Comparative 
Location 

 Study of Location   
 Site Neighborhood 
 City/Region 
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P Description Evaluation Checklist 

People • Everyone involved in marketing efforts 
o Onsite personnel 
o Management team 
o Contract workers 
o Marketing partners 
o Vendors 
o Prospects  

 Determine Appropriate Staffing Levels 
 Staff leasing training 
 Leasing personal knowledge of submarket 
 Awareness of competitive advantage 
 Staff shops 
 Proper incentives 

See reference guide for more detailed list 

 
Characteristics of Successful Marketing 

Success Factor Description 

Visionary It is focused on current activities, while considering future trends and technologies. This 
information is used to remain competitive and stay ahead of competitors. 

Goal Oriented Benchmarks are established, goals are set, and plans are implemented that support the 
overall mission and objectives. Successes and failures are evaluated against goals. 

Customer Focused Marketing efforts are focused on meeting the needs of current and prospective customers 
and arouse their interest in the product. Building good customer relations is essential. 

Team Oriented Everyone participates in the planning process and activities that keep a company focused on 
the customer’s wants and needs. 

Communicated 
Effectively 

Effective communication is incorporated in every aspect of marketing. The target audience 
receives a meaningful message and responds. 

Consistent The consistency of the message delivered allows the consumer the ability to more fully 
understand the product and thereby pre-qualify him or herself to purchase it. Additionally, it 
can promote corporate image and consistent quality. 

Repetitive It repeats the message to ensure that customers retain pertinent information about your 
product and the services that you offer. It also works to reinforce the message to your team. 

Adaptable to Change Successful marketing is adaptable to the changing market. With new technologies emerging 
and shorter product life cycles, competition is heightened. Successful marketing tracks these 
changes and adapts them to the overall marketing plan. 

Monitored and 
regularly evaluated 

The only way to determine the effectiveness of any marketing program is to closely monitor 
its results. Not only by counting traffic and leases, but also by determining your “return” on 
your marketing efforts and investment. 
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Components of a Marketing Plan 

Component  Description 

Community, 
Amenities, and 
Services 

The apartment property buildings themselves, the rental center, exterior and interior 
amenities, unit features and design, resident common areas, pay-for services and services  
included in the rental package, area discount programs, resident-friendly policies and practices, 
hours of business, communication tools and ready access to staff 

Pricing Monthly rent, amenity fees, recurring additional rents (i.e. garages); amenity-based pricing 
structure, add-on fees for views, floors and features; pricing structures and software, specials 
and/or leasing incentives, deposits, required insurance, cost to move-in 

Target Market Those individuals whom a community wants to market some of their marketing and 
advertising efforts.  This includes economic, geographic and amenity characteristics that are 
non-discriminatory. 

Competitors Other area properties with whom you compete for residents and renewals.  A competitor may 
not be a comparable.  A comparable is similar in style and age, but a competitor may be 
different. 

Marketing 
Objectives 

A marketing objective identifies a specific goal and defines its achievement.  Objectives are 
more effective the more specific they are.  A leasing goal that says we need to improve leasing 
in the coming quarter is not as effective as specifying a closing ratio, or percentage of increase in 
a defined period of time.  Objectives are goals.  Objectives answer the question “what” and 
“why”. 

Marketing 
Strategies 

A marketing strategy defines how the objective will be met.  It answers the questions “when,” 
”how, “who”.  It outlines the specific steps to be taken to achieve the objective.  In the example 
above the objective can be met by assigning responsible parties, identifying how progress will 
be measured, when it will be measured and what programs or policies will be created to assist 
in achieving the objective. 

Budget A marketing budget projects costs to adequately supply effective marketing of the community.  
Typical budget categories include leasing salaries and bonuses, advertising, promotional or 
giveaway items connected with a campaign, signs, banners and flags, referral fees and gifts, 
website enhancements, software and application purchases, community outreach costs.  All 
budget accounts are designed to increase and maintain community awareness of the 
property. 

Promotional 
Mix 

The promotional mix defines the five components that must be addressed and in peak 
operating levels in order to be successful in marketing programs and campaigns.  The mix 
includes people, product, price, promotion and place. 
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Component  Description 

Measurement 
and Evaluation 

The critical process to define success in any marketing plan.  Growth in production objectives 
(more leases, more traffic, and fewer notices) or expense control (marketing sources, electronic 
outreach, minimizing concessions and incentives) must be measured at the onset and 
throughout the identified period.  In a 6-month plan to grow occupancy, increase rents and 
retain residents, measurements would likely be taken and evaluated at each month and even 
each week depending upon achievement of weekly and monthly targets.  Evaluation must be 
made and communicated to the affected personnel striving for the goals. 
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Types of Analyses  

Type of  Analysis                        Description  Details  

Regional Analysis                        Economic and demographic 
characteristics outlined for the 
property’s region; typically the 
metropolitan area 

Includes: 
• Population and economic characteristics  
• Trends 
• Recreation & entertainment 
• Government structure 
• Educational institutions 

Neighborhood 
Analysis 

An in-depth look at the area immediate 
to a property 

Includes many of same elements as a regional 
analysis but on a smaller, more specific scale : 

• Boundary definition 
• Population and economic characteristics  
• Trends 
• Property types 
• Amenity and educational opportunities 
• Crime activity 

Property and 
Location Analysis 

Contains information about a 
property’s amenities and location, 
positive and negative aspects of each, 
and how they affect rentals 

 

• Identifies opportunities and key issues 
such: 
o If features and benefits are fully utilized  
o How new trends impact the property 
o How residents view quality & reliability 

• Allows for proactive marketing efforts 

Resident Analysis Contains information about residents’ 
demographics, their satisfaction with 
service levels, and their needs and 
wants 

• Helps identify: 
o People who fit resident profile 
o Potential residents if repositioning  

• Provides ideas for Marketing Plan  
o Potential rent levels 
o Occupational targets 
o Amenity changes 

Target Market 
Analysis 

Refers to characteristics of the 
consumer a community wants to focus 
marketing and advertising efforts 
towards 

• Completing preceding analyses helps you 
identify target markets 

• Part of overall affirmative marketing campaign 

Competitor Analysis Information about other apartment 
communities that compete with yours 

Helps you: 
• Identify your competitive advantage 
• Identify areas of missed opportunity 
• Make innovative improvements 
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Type of  Analysis                        Description  Details  

• Identify needs not being met  
• Learn more about your market 

 
Elements in a Market Analysis  

Element    Description  

Population Characteristics 
and Trends 

These elements include: 
• Age 
• Occupations 
• Income levels 
• Education 
• Household size 

Economic Conditions The region’s major employers, business climate (favorable or unfavorable), types of 
business and employment opportunities. 

Recreational/ 
Entertainment Venues 

The types of entertainment and recreational facilities are available in the region such as 
parks, zoos, museums, sports venues for participants and spectators, theater, movies, 
etc. 

Governmental Structure State and local government structure, growth policies, regulatory environment, and tax 
policies 

Educational Institutions Higher education facilities such as colleges and universities that serve the region.  

Boundary Definition Physical boundaries such as highways, parks, major roads or street patterns, or natural 
boundaries such as bodies of water. 

Economic Conditions These elements include: 
• Job opportunities, and 
• Job growth (or loss) trends 

Property Types The balance of residential, commercial, or industrial uses. The physical conditions of 
other property uses surrounding the property also impact quality. 

Amenity and Educational 
Opportunities 

Local school systems, shopping, recreational and entertainment facilities. 

Crime Activity Crime activity in the area is another quality factor affecting property appeal. 
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 Factors Impacting Markets 

Factor   Description  

Location The principal factor limiting or enhancing a potential market; people are drawn to a location for 
jobs, schools, shopping, recreation, etc. 

Physical Refers to natural resource availability, climate, and topography. Includes:  
• Water and sewer availability 
• Transportation access 
• The potential of natural disasters  

Unit Size & Layout Apartment home size, layout, and room arrangement can also define a property’s market. 

Governmental These impact land use, establish construction and maintenance compliance requirements, and 
rental rates in some markets: 

• Zoning classifications(residential, 
commercial, industrial, agriculture) 

• Building codes, e.g. fire & safety  
• Homeland security requirements 
• Environmental regulations 

• Rent control legislation 
• Fair housing requirements 
• Housing subsidies 
• Income and property taxes 
• Landlord-tenant laws 

Demographic 
Characteristics  

• Ages, incomes, marital status, occupations, household sizes, and life styles help 
determine a choice of property types. 

• Apartments, townhomes, or single family appeal to different population groups in 
different ways. 

Economics • Job growth patterns 
• Unemployment rates 
• Income growth 
• Credit availability 
• Homeownership affordability 
• Inflation 

Price The rent rate and its perceived value can limit a market. Factors include:  
• Amenities and services  
• Fees  
• Higher income residents expect more and can afford to pay more 

Social • Population increases, decreases, or stability 
• Population movement and dispersal patterns 
• Household growth  
• Family size changes 
• Community value structures 
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 Other important elements that impact the perceived quality of the property’s location, 
includes: 

• Proximity, accessibility, and availability of transportation systems 
• Educational institutions 
• Shopping 
• Employment 
• Cultural and entertainment centers 
• Social services, and 
• Public safety providers 
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Slide 76 

 

 

 

 

Slide 77 

 

 

 

Slide 78 

 

 

 

SAMPLE



 

 
 

© 2016 National Apartment Association         43 
 
 

Certified Apartment ManagerSM  Participant Workbook Marketing  

 
Slide 79 

 

 

 

 

Slide 80 

 

 

 

 

  SAMPLE



 

 
 

© 2016 National Apartment Association         44 
 
 

Certified Apartment ManagerSM  Participant Workbook Marketing  
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Types of Promotion 

Promotion Type Description  Purpose and Goals 

Advertising A non-personal promotion of your product, 
service or company in mass media that is openly 
paid for and/or sponsored by you  

• Promotes your product, service or 
company through a widely distributed 
vehicle 

• Increases qualified traffic flow to keep 
apartments rented 

• Makes potential buyers aware of your 
product or service and moves the 
potential buyer to action 

• Establish and maintain an awareness and 
positive image of your company, products 
or services 

• Create a need for products or services 
• Develop sales leads by pre-qualifying the 

customer 
• Persuade customers that your products or 

services are the best for them 
• Promote events 
• Lead potential residents to rent in your 

community 

Public Relations The ongoing relationship between the 
apartment community and the public 

• Includes efforts to influence relationships 
with publicity 

• Create a positive image of your apartment 
community 

• Increase sales, reinforce a positive 
reputation, create goodwill, and reduce 
impact of problems 

Sales Promotion Sales activities designed to sell or increase the 
size of a sale by providing incentive to make a 
purchase decision 

• Includes salesmanship 
• Often occurs face-to-face 
• Selling by telephone, although less 

effective, is still an important method 

• Convince potential residents that the 
community and apartment unit  are 
essential to their satisfaction 

Internal 
Marketing  

Onsite marketing practices that occur within the 
apartment community 

• Include staff & resident involvement  
• Includes marketing open job positions  
• Includes marketing the management 

company 

• Have high-quality associates  
• Provide high-quality customer service. 
• Market your personnel one to another 
• Supports your company theme for 

teamwork and quality personnel 
• Leave sense of value to a customer 

Relationship 
Selling 

Custom tailoring information to people using 
the services of a sales team 

• Flexible and individualized 
• Personnel well-trained in all areas  
• Requires allocation of personnel  

• Close a sale once the prospective resident is 
attracted to the apartment community  

• Aligning prospect wants and needs with 
property features and benefits 
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Promotion Type Description  Purpose and Goals 

• Achieved by careful listening and 
excellent product knowledge 

 
Testing an Advertising Strategy 

Strategy Aspect  Question to Ask 

Simple • Is it easy to understand and is the message clear and meaningful to your target audience? 

Specific • Is it complete and concise and easy to understand? 

Durable • Can your strategy be used over an extended period of time? 

Maximizes ability to 
advertise 

• Can great creative advertising come from your strategy? 
• Does your strategy provide you the ability to generate powerful advertising? 

Measurable  • Are the results measurable? 
 
Types of Advertising Media  
 
Apartment Publications and Rental Magazines 
Online apartment listing services 
Online social media, i.e. Facebook, Twitter 
Online classified ads like Craigslist and Trulia 
Reputation Management sites like Apartment Ratings and Renters Voice 
Print and digital Newspapers 
Direct mail 
Visual traffic generators, i.e. curb appeal, signage, flags and banners, human directional 
E-brochures and electronic marketing material 
Radio and television 
Movie theatre trailers 
Prospect electronic traffic follow-up, i.e. e-marketing 
Vendor relationship marketing – shared or discounted services, product or service flyer exchanges 
Transit advertising 
Billboard advertising 
Print ads in community event brochures, i.e. little league, chamber events. 
Support of area business needs in exchange for flyer distribution, i.e. schools, daycare providers. 
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Marketing Plan - RECOMMENDATIONS 
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Marketing Plan - BUDGET 
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Marketing Plan – MEASUREMENT & EVALUATION 
Slide 110 

 

 

 

 

Slide 111 

 

 

 

 

Slide 112 

 

 

 

 

SAMPLE



 

 
 

© 2016 National Apartment Association         58 
 
 

Certified Apartment ManagerSM  Participant Workbook Marketing  

Slide 113 

 

 

 

Slide 114

 

 

 

 

 

Slide 115 

 

 

 

SAMPLE



 

 
 

© 2016 National Apartment Association         59 
 
 

Certified Apartment ManagerSM  Participant Workbook Marketing  

Slide 116 

 

 

Slide 117

 

 

 

 

Slide 118 

 

 

 

 

  

SAMPLE



 

 
 

© 2016 National Apartment Association         60 
 
 

Certified Apartment ManagerSM  Participant Workbook Marketing  

 

Slide 119 

 

 

 

  

SAMPLE



 

 
 

© 2016 National Apartment Association         61 
 
 

Certified Apartment ManagerSM  Participant Workbook Marketing  

Writing a Marketing Plan 
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Activity: SWOT Analysis 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Strengths  

1. What advantages do we have? 
Product: 

Price: 

Promotion: 

Place: 

People: 

2. What do we do well? 
Product: 

Price: 

Promotion: 

Place: 

People: 

Instructions: 
 
 

1. In groups, use your case study and SWOT  
methodology to draw conclusions about  
your competitive advantages and strengths.  

2. For each question, consider your perspective, a resident’s 
perspective, & a potential resident’s perspective as 
related to the 5 Ps. 
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3. What resources do we have access to? 
Product: 

Price: 

Promotion: 

Place: 

People: 

4. What do our residents see as our strengths? 
Product: 

Price: 

Promotion: 

Place: 

People: 
 
 

Weaknesses   
1. What could be better? 

Product: 

Price: 

Promotion: 

Place: 

People: 

2. What do we do badly? 
Product: 

Price: 

Promotion: 

Place: 

People: 

SAMPLE
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3. What should we avoid? 
Product: 

Price: 

Promotion: 

Place: 

People: 

4. Can any of our weaknesses be turned into opportunities? 
Product: 

Price: 

Promotion: 

Place: 

People: 

People: 
 

Use the answers from your SWOT analysis to define your competitive advantages and strengths. This will be the 
cornerstone of your marketing plan.  

 

 

 

 

 
Create a specific description of your ideal target resident. Define what is important to them. By creating this 
“picture” of your target audience your “message” or promotion can be much more specific and meaningful. 
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The Impact of Marketing - Adding Value with Rental 
Adjustments 
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Factors to Consider Before Adjusting the Rent 

P Questions to Ask  

Place/Product • Does the property (product) have outstanding 
curb appeal?  

• Does it look and feel well maintained or is there 
deferred maintenance apparent? 

• Is preventive maintenance performed in a 
timely manner? 

• How do the amenities, the models, and the 
leasing office “show”?  

• Is the tour route clean and inviting? 

• When was the model last refreshed and 
preventive maintenance work done? 

• Is the model route walked every day before 
business opens? 

• What does the parking area look like? 
• Is signage fresh? 
• Are there abandoned or disabled vehicles? 
• Do current residents get the service they 

expect? 

People • Is the staff well trained with the right skills? 
• Are the right people in every position?  
• Are we cutting rents to compensate for poor 

performers? 
• Is staff appearance professional?  
• Are the best people working high traffic times 

(the weekend) and are they asking for the 
sale? 

• Do they exude energy and enthusiasm? 

• Is excellence demanded from my 
employees or are they allowed to just get 
by? 

• Is the property being managed effectively 
and efficiently? 

• Do my residents receive prompt service? 
• Is the asset being managed with the 

owner’s investment goals in mind? 
• Are vendors providing what is required in 

their service contracts? 

Price • Are your rents competitive in the 
marketplace?  

• What is your availability in total and among 
various floor plans? 

• Do we have correct pricing based on total 
availability and the types of floor plans 
available? 

• Is there sound lease renewal pricing? 

• Is pricing based on incomplete or 
inadequate market knowledge? 

• Are we quick to lower rents and slow to 
take advantage of improvements in the 
marketplace? 

• Do rents simply stimulate traffic instead of 
getting in front of the right potential 
residents? 

Promotion • Is the property using the best, most cost 
effective marketing sources with advertising 
that is creative and eye-catching?  

• Are the right prospective clients being 
reached? 

• What are the main traffic sources; are they 
providing quantity and quality potential 
residents?  

• Are you measuring the cost per traffic and 
the cost per lease of your advertising 
sources?  

• Are you responsive in a timely manner to 
Internet inquires?  

• Is “outreach” being done a regular basis? 
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Managing Occupancy 
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Reports Used to Manage Occupancy  

Report  Description  

Occupancy 
reports 

A typical occupancy report includes: 
• Current leases 
• Number of new leases 
• Move-ins and move-outs  
• Vacancies 

Accompanied by traffic and sales reports for: 
• Sources of Traffic 
• Closing ratios for individuals 
• Closing ratios for the property  
• Gross sales  
• Net sales  

Rent Roll A comprehensive record of occupancy, lease terms, rent and other 
charges, balances due 

• Is a source document for other reports 
• Used to compare rent potential with money lost from VAC 
• Software programs allow access to real time rent rolls  

Collection 
Summary 
Analysis 

As rent is collected, delinquencies reviewed, and bank deposits are made, 
you can track: 

• This month’s collections compared to last month’s  
• This month’s collections compared to what was billed  
• This month’s collections compared to this month’s budget  

Helps you identify: 
• If collections are increasing or decreasing 
• How you are doing on collecting rent 
• If you will achieve the income budgeted 
• Favorable or unfavorable variances 

Delinquency 
Report 

Lists residents who are in arrears and the amount each resident owes 
• Documents who owes rent and fees, when/how they have been 

contacted, and the results of contact  
• Documents the time frame over which amounts are delinquent 
• Typically generated on late payment dates and eviction filing 

dates 
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Methods Used to Manage Occupancy  

Method Description  

Occupancy 
Trend  

Future percentage of leased units indicates the occupancy trend. Forecasting occupancy is a critical 
part of managing financial performance. Occupancy Trend acts as a guide for management 
decisions concerning marketing strategies and potential expenses. 

Lease Expiration 
Variations   

Method Description 
Stagger Monthly 
Expiration Dates 

• Align expirations with traffic counts 
• Allow more leases to expire in months with typically higher 

traffic  
o Potentially vacating units can be reoccupied more 

quickly 
• Allows more flexibility in lease terms  

Stagger Expiration Days • Allow the lease to expire on various days throughout the month 
• Turnover activity isn’t restricted to the first and last days of the 

month 
• Lease termination dates early in the week allow the 

maintenance staff to manage make-ready duties  
• Have leases begin on Mondays 

o Prevents administrative demands on weekends 
o Allows greater leasing focus on the peak weekend 

traffic days  
Variable Pricing 
 

• Adjust rents based on the lease term  
o E.g. Offer an eight-month renewal at one rental rate 

and a six-month renewal at a higher rate 
 

Turnover Ratio The total number of move-outs for a given period divided by the total apartment units. It is used to 
assess occupancy and potential operating expenses. It is generally measured as an annual 
percentage. Using one month to annualize your turnover may skew the number; however, 
historical data can be useful.  
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Wrap Up 
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Knowledge Check Answers 
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Marketing Figures Glossary  
Figure Description Formula 

Gross Potential Rent 
(GPR)  

The amount of rent that would be collected if a property was 
100% occupied & all residents were paying market rent. All other 
income and expenses are measured & evaluated as a percentage 
of GPR.  

Total Units x Average 
Market Rent = GPR 

Vacancy, 
Concession, & 
Collection Loss (VAC) 

Total value of rent loss from vacant units, concessions, collection 
losses, and non-revenue units. 2% of GPR is a generally 
acceptable.  

 

Effective Gross 
Income (EGI)  
or 
Net Rental Income 

The amount of GPR less vacancy, concession, collection loss (VAC). 
Also called Net Rental Income or Total Rental (TR) income. 

GPR – VAC = TRR + OI = 
EGI 

Economic 
Occupancy 
Percentage 

Collection percentage; Rent must be collected from all residents. 
The actual level of paying occupancy. 

EGI  ÷ GPR  

Average Effective 
Rent  

 (rental income – 
concession rent) ÷ Units 
occupied  

Effective Rent If all leases are signed at scheduled market rent and all 
concessions awarded via a lease addendum. 

market rent x # of 
months in lease – total 
concession awarded  
÷ # of months in lease 

Average Renewal 
Increase 

 avg. effective rent for 
renewals  – avg. effective 
rent on previous lease = 
amount of increase  
÷ previous lease rent  

Potential Occupancy 
Rate 

The future percentage of leased units indicates the occupancy 
trend and acts as a guide for management decisions concerning 
marketing strategies and potential expenses. 
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Marketing Terms Glossary  
Term  Definition 

Marketing  Integrated and coordinated activities that encourage people to rent or continue renting an 
apartment 

Marketing Mix Controllable variables the company blends to produce the desired market response 

Marketing 
Objectives  

Identifies a specific goal and defines its successful achievement. Marketing objectives should 
identify desired results, be measurable, assign a time frame, be clear, and be consistent with 
one another. 

Marketing Strategy Outlines steps needed to achieve marketing objectives 

Marketing Plan Detailed, written account and time table of the objectives and methods to be used to achieve 
the property’s marketing goals 

Market Current and potential residents who want to, and are qualified to, live in the apartment 
community 

Market 
Segmentation 

A process where the market is reduced to smaller, more defined sub-markets 

Market Analysis A formal approach using data to make rational marketing decisions 
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Types of Advertising Media  

Media Type Description Advantages Disadvantages 

Apartment 
publications 
& rental 
magazines 

The apartment publication or 
rental magazine represents a 
highly targeted form of 
advertising. Often, individuals 
who are in the market for an 
apartment are aware of these 
publications and will seek them 
out.   
 

• Quality color and photo 
reproduction. 

• Highly-targeted audience 
selection. 

• Provides formatted or 
creative platform for ad 
layout allowing you to 
target a specific message to 
your potential customer. 

• Long life span – “shelf life”. 
• Are recognized by 

apartment shoppers as an 
easy to use resource. 

• It is easy to track 
effectiveness of publication 
ads using ad displays or by 
placing a tracking 
mechanism in the body of 
the ad. 

• Frequently includes listing in 
publication’s highly 
advertised Internet Web 
site. 

 

• Costs may be higher for the 
advertiser. 

• Timing of reader exposure 
to your ad is less 
predictable. 

• Usually requires a 
contractual agreement. 

Online or 
Internet 
marketing 

The Internet has become a 
common resource for 
individuals preparing to 
purchase everything from 
books to automobiles.  
According to Nielsen/Net 
Ratings more than three (3) 
million renters per month use 
third-party, web-based property 
listings for everything from 
apartments to vacation rentals.  

• Cost effective 
• Can target specific types of 

viewers 
• Customer inquiries and 

changes to your ad can be 
timely. 

• Ads can be interactive and 
present a particular image 
based upon the use of 
technology, colors, and 
design features. 

• Difficult to measure the 
impact of advertising 
though tracking devices can 
be implemented. 

• The cost to advertise can 
vary greatly and Internet 
access is required. 

• The Internet may not 
produce the number of 
leases that traditional print 
apartment advertising does 

SAMPLE
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Media Type Description Advantages Disadvantages 

Because it has local and 
worldwide reach, has the ability 
to be modified immediately, 
and is relatively inexpensive, 
Internet advertising has become 
one of the most effective 
marketing tools. Online social 
media including Facebook, 
YouTube, Twitter, and LinkedIn 
are additional sources of contact 
allowing people to make 
connections and share 
information and content online. 
Residents talk and use of social 
media allows management to 
join the conversation and make 
the most of it. Such sites might 
showcase videos and photos, list 
amenities, and provide an 
online community for residents 
to share information. The online 
classifieds site Craigslist adds to 
outreach. 
 
Three (3) ways to advertise on 
the Internet include: 
 
• Registering your 

community or 
management company 
Web site with major search 
engines so Internet visitors 
can find you using specific 
keywords to direct the 
apartment shopper to your 
Web sites. 

• Placing an “ad banner” for 
your site on another Web 

• Apartment search sites 
provide a wealth of 
relocation services and 
information 

• Prospects have no 
preconceived ideas of your 
community or location 

• Many sites allow the renter 
to apply on line and reserve 
apartment homes 24/7 
regardless of the office 
hours for the property. 

 

in all markets, although the 
gap continues to close. 

• The use of both sources has 
proven effective. 
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Media Type Description Advantages Disadvantages 

site that has a lot of traffic.  
Ad banners permit viewers 
to link to your site when 
they click on the banner.  

• Partner with an existing 
apartment search Web site.   

 

Newspapers The newspaper can be a good 
form of marketing and an 
effective traffic generator.  In 
some markets, it is the number 
one media for local advertisers 
in terms of where advertising 
dollars are spent.  Newspaper 
advertising tends to be most 
effective when there are not 
other dominant “apartment 
only” publications in the market. 
 
Note: Consider the use of a 
tracking mechanism to 
determine source effectiveness. 
Examples of tracking 
mechanisms include the use of 
a “fake” name within the ad 
such as “Call Suzy for more 
information” or “Present this ad 
for additional savings.”   
 

• Newspapers reach a diverse 
and broad audience. 

• The target audience is 
locally and regionally based. 

• Newspapers deliver timely 
messages because they 
have an established, regular 
publishing schedule such as 
daily, weekly or monthly.  

• There is unlimited copy 
space in the newspaper. 

• Readers can be actively 
involved in reading the 
paper. 

 

• Heavy competition due to 
the fact that newspapers 
are considered a primary 
medium by a variety of 
advertisers. 

• Newspaper may not be 
popular with all 
demographic groups. 

• It can be cost prohibitive in 
some markets for the type 
of ads that are needed to 
get attention among the 
other ads such as display 
ads. 

• Limits specific audience 
targeting.  You pay to reach 
the entire newspaper 
audience, who may or may 
not be looking for an 
apartment. 

• Internet advertising has also 
diminished the role and 
effectiveness of newspaper 
advertising. 

Direct mail Direct mail is one of the most 
targeted, measurable and cost 
effective ways to market your 
property.  Your marketing 
message is delivered directly 
into the hands of prospective 
residents.  Responses are 

• Allows you to target your 
message to a specific and 
primarily pre-qualified 
audience. 

• Delivers a timely message. 

• It may be viewed as junk 
mail. 

• Response rate may be quite 
low (1-3%). 

• Requires thorough 
maintenance of all mail lists. 
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Media Type Description Advantages Disadvantages 

tracked and an information 
base of prospective residents in 
need of housing is generated.  
  
Direct mail entails marketing 
your property through letters, 
postcards and other types of 
mailers, such as special sales 
announcements.  The four 
printed items to consider are 
the letter, the brochure or data 
sheet, the reply vehicle and the 
envelope.  Direct mail is most 
effective at promoting the 
marketing message when the 
audience receives it at least 
three times. 
 
In a direct mail campaign, you 
sell the benefits and features of 
living in your apartment 
community and generate a 
specific response.   
 
To receive optimal response 
from a direct mail campaign, 
consider first the appeal of your 
message, based upon the needs 
of prospective residents, and 
the urgency of the call to action 
or response mechanism.  The 
mailer should be distinctive and 
directed to a qualified, selected 
audience.  Often, direct mail 
campaigns are specifically 
targeted to competitive 
apartment communities. While 
the appeal of reaching a 

• Messages can be 
personalized to add reader 
appeal. 

• Readers are actively 
involved. 

• Database of leads can be 
maintained by tracking 
“return to sender” mail. 

 

• It can be a relatively 
expensive medium.  

• May result in retaliatory 
effort from competitor. 

• Typically delivers less than a 
5% return on investment. 
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Media Type Description Advantages Disadvantages 

primarily pre-qualified target 
market is strong, it must be 
carefully weighed against the 
likelihood of a retaliatory mailing 
to your community from the 
competitor. 
 

Visual traffic 
generators 

Every time someone drives by 
your property an impression is 
formed.  This impression is 
critical.  Curb appeal can be used 
to attract potential residents by 
building a desire to live a certain 
lifestyle that the exterior of your 
property and apartment home 
emulates. 
 
Simple things that can be done 
to improve curb appeal: 
 
• Remove dead leaves 

and flowers. 
• Maintain the appearance 

of flowerbeds using 
mulch or by turning the 
soil. 

• Sweep entrances. 
• Edge walks and curbs. 
• Remove all trash. 
• Trim trees and shrubs. 
• Keep ID signs clean and 

freshly painted 
• Paint the exterior trim of 

the apartment home. 
• Install adequate exterior 

lighting. 
• Note: Other types of 

visual generators include 
landscaping, flags, 
banners, human 
directionals, and 
signage. 

•  •  
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Media Type Description Advantages Disadvantages 

Directive 
brochures 

Your property brochures should 
illustrate the features and 
benefits of living in your 
apartment community.  Your 
brochure is important because 
prospective residents who are 
serious about living in your 
apartment community may 
want more information and will 
read it.  Your brochure also 
provides credibility. 
 
Electronic brochures are an 
excellent way to capture your 
electronic traffic.  When 
communicating via e-mail, it is a 
significant advantage for you to be 
able to forward immediately an e-
brochure and begin connecting 
your verbal and written images with 
actual pictures.   

•  •  

Radio and 
television 

Radio and television provides 
flexibility and the ability to do 
either broad based or targeted 
marketing. This advertising 
source is usually the most 
expensive in absolute dollars, 
cost per traffic, and cost per 
lease. The most important and 
most difficult aspect of radio or 
television advertising is weighing 
the cost benefit of reach 
(number of listeners/viewers 
against frequency (how often 
the viewer/listener will hear the 
message). 
 

• Advertising is delivered to 
multiple household 
members simultaneously. 

• Messages can be sent at 
any time during a 24-hour 
period. 

• Full selections of program 
types are provided to reach 
viewers. 

• Advertising can be 
purchased locally, regionally 
and nationally. 

 

• Audience size of given 
programs can change based 
on changes in 
programming. 

• Generally requires high out-
of-pocket cost to purchase 
multiple stations in order to 
reach the widest audience. 

•  
•  
•  
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Media Type Description Advantages Disadvantages 

Radio  Radio is a dynamic advertising 
tool that reaches huge 
audiences of potential 
customers. Local stations 
generally develop commercials 
for their clients, including copy 
and recording.  Radio continues 
to play an important role in 
advertising and consumers’ lives 
and habits.   

• Radio messages are mobile. 
• Allows for target selection 

based on geography and 
time of day. 

• Your message can run with 
as frequently as you choose. 

• Radio ad production is fairly 
simple for advertisers. 

 

• Radio has no visual. 
• There is no hard copy for 

easy reference by the 
consumer. 

• Air clutter is a problem. 
• It is a “hit or miss” with your 

audience. 
• Radio advertising on a 

major market station is 
often cost prohibitive. 

• It is very difficult to track its 
effectiveness as a traffic 
generator 

Television  Though often cost prohibitive, 
television has the highest 
residual value of any advertising 
media, because it reach the 
consumer with a visual and 
audio message. Net television 
advertising is extremely 
expensive although it provides 
the highest reach. 
 
Cable television may provide a 
viable alternative for television 
advertising. A typical “flight” of 
commercials will run with 
greater frequency on multiple 
channels. However, cable 
television has segmented the 
market to such an extent that 
each channel has fewer viewers.  
 
Shop and compare the rates of 
various network and cable options 
according to cost, time slot and 
programming and compare their 

• Provides full-color 
advertising. 

• Delivers advertising that can 
simultaneously be seen and 
heard. 

• Allows delivery to multiple 
households. 

• Provides for relatively 
immediate delivery. 

 
 

• Doesn’t always allow viewer 
to take immediate physical 
action as a result of the 
advertising message. 

• It is often considered a 
background medium to 
which audiences are not 
always and continuously 
paying full attention. 

• Can be quite costly 
depending on when it is 
broadcast and what the 
market size is where it is 
being broadcast. SAMPLE
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demographics with your customer 
profile. 

E-
marketing 
 

E-marketing is marketing by 
using tools on the Internet such 
as bulletin boards, and e-mail. E-
marketing is becoming an 
effective way of advertising, 
communicating with existing 
residents and communicating 
with future customers 
 
E-mail is another way to stay in 
touch with residents and with 
prospects.  It is also a way to put 
your best foot forward and 
make a positive, professional 
impression: 
 

•  •  

Marketing 
through 
other 
merchants 
and vendors 

Marketing through local 
merchants and vendors, often 
called “outreach marketing,” 
can provide broad based or 
targeted marketing and can 
often be accomplished at little 
to no cost except collateral 
material.  Frequently this form 
of advertising is handled as a 
“swap” – you accept flyers and 
coupons for the merchant’s 
service or product (i.e. dry 
cleaning, ethnic food, pizza to 
give to your residents and 
prospects, while the merchant 
distributes your flyer to 
customers. 

•  •  

Transit 
advertising 

Transit advertising includes ads 
seen on buses at bus stops, 
subway cars and stations, on 

• Long exposure to one ad 
• Large diverse audiences can 

see ads. 

• Design is usually limited to 
the size of frames or 
holders. 

SAMPLE
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trains and in or on taxis. In high 
density metropolitan areas, this 
can be an effective method to 
develop awareness of your 
community. This advertising 
media is generally most 
effective when the physical 
location of the community is in 
close proximity to the transit 
systems and its vehicles. 
 

• Ads can be geographically 
targeted. 

 

• Transit ads are hard to 
target. 

• You may not have mass 
transit in your advertising 
area. 

Outdoor 
billboard 
advertising 

Billboard advertising is typically 
used for one of two purposes: 
directive or awareness. Directive 
billboards can be very useful for 
a community with close 
proximity to the billboard. 
Billboards can be a great 
method to provide simple 
directions such as “Turn at next 
left” or “3 miles south on the 
right.” Awareness billboards 
usually present a concept, a 
lifestyle, or a photo and are very 
difficult to track results. Rarely 
will a prospective resident call or 
come in and say “I just saw your 
billboard.” However, close 
monitoring of traffic sources 
should allow some 
measurement of return on cost. 
 

• They attract attention. 
• The ad has impact. 
• The ad reaches lots of 

people. 
• Advertising is seen every 

day. 
• Ads can be tailored to reach 

specific audiences. 
• Tends to more effective as a 

directional or for brand 
awareness than as a traffic 
generating source.  

 

• Difficult to measure its 
effectiveness. 

• Can be costly based on 
location of the billboard. 
 

 

 

SAMPLE
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