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The real estate marketing strategy you employ to market your
new development project will dictate how many units you sell
and the overall ROl on your investment in marketing the
property. To put it simply, if you don't market your property
correctly, you won't sell it —there are thousands of new
developments being built every year, so why would people
choose yours over another? Follow the seven steps discussed

below to ensure that you get the most out of your real estate
marketing strategy.
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Marketing in a development project is more than simply
appointing a marketing team to market and sell the finished
structures. It begins with a developer who can comprehend the
market and the personality and traits to sell their concept to
others, such as the council, investors, and bankers, right from
the start. In essence, developers are risk-takers responsible for
monitoring and controlling the development process. They are
visionaries who seize development possibilities and then sell
their vision to everyone engaged in the development process to
earn financially from their efforts.

The developer's marketing role does not end when the product
is bankable (that is, they have secured

and development finance). They must identify and hire the most
effective marketing and sales team to help them sell their
product. They must be entirely market-driven. All of their
decisions should be based on the market's background and
potential purchasers and tenants. They should be focusing on
the end user's needs. It includes the beginning of the concept,
the selection of the location, the design of the building, to the
last finishing touches.

Beyond advertising and face-to-face selling, whether promoting
a small home project or a golf course estate, various marketing
activities are required. Developers must be well-versed in the
real estate industry, consumer behaviour, and construction.

Get an inside scoop into
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You don't have to be an expert in real estate or construction to
understand how marketing affects your development. The key is
understanding how people perceive what you're offering and
how it compares with competitors in both price and value.
Before investing in marketing, make sure you know your
customers and their needs.

In my last article, | mentioned some fundamental concepts of
Supply and Demand and the , but there are even
more specifics for residential properties. It will help developers
understand better what they're getting themselves into when
developing residential property.

Housing Market Pyramid

The residential market can be divided into three major
categories: low-cost, mid-cost, and luxury.

Affordable

The 'affordable' housing market, which accounts for around 40%
of all home sales, is at the bottom of the pyramid. First-time
buyers, blue-collar workers, young professionals, and retirees
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who are downsizing comprise the majority of buyers in this
category.

Mid-Price

Mid-priced homes and predominantly second or third-home
buyers are represented in the middle of the pyramid.
Middle-class buyers, comprising highly educated, salaried
professionals and managers, semi-professionals, skilled artisans,
and lower-level management, make up this sector. They usually
enjoy a comfortable standard of life, a good level of financial
security, and a lot of work autonomy, and they rely on their
knowledge to get by.

Luxury

The smallest number of purchasers and the most expensive
property market segment are represented at the top of the
pyramid. The wealthiest 5% of the population are among the
buyers in this group. The sector is known for its enormous
wealth.

As the number of first-time home buyers rises at the bottom, a
chain reaction of sales occurs as prices rise. A strong housing
market is driven and sustained by this mechanism. However, in
major cities, affordable housing is a severe issue. The inability to
finance a home is a structural problem caused by house prices
rising faster than salaries over the last 50 years. Planning,
regulatory, and financial restrictions all impact the availability of
affordable housing.
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The Principle Of 80:20

Remember the 80-20 rule? The Pareto principle suggests that
20% of your efforts achieve 80% of your intended outcomes. In
other words, most results come from a few significant
steps—not many smaller ones. It's another way of saying You
get what you pay for.

The is helpful in various fields, including
manufacturing, management, and human resources. Pareto
used it to explain how 20% of the Italian population possessed
80% of the country's property.

The technique can be used for sales in property development
marketing: roughly 20% of your buyers produce 80% of your
sales. In other words, two out of every 10 potential purchasers
will become genuine sales. It's also possible to use it in a slightly
different method.

When looking at the demographics of possible buyers
surrounding a planned project, it's estimated that 80% of them
will live within 20 kilometres of the project.

Before commencing and promoting development, a property
developer should understand the supply chain, the source of
future property demand. This is easier said than done because
estimating future property demand is arguably the most
challenging issue a property developer has. Expert forecasts are
often inconclusive because they are made with a time lag.

As a result, developers should consider the market's
fundamentals and probability while making development
decisions rather than aiming for a specific forecast.

Here are a few of the principles to think about.

e Increased population
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e Immigration
e Demand and supply
e Changesin demographics

Based on these characteristics, there will be a continuous
demand for homes. In the long run, this is best for residential
property developers. However, given the cyclical nature of the
real estate, how does a developer assess short-term demand for
their product? A property developer should research the market
and ask the following questions:

e \What are the most recent real estate pricing trends?
e Why are prices rising or staying the same?

e What is the source of demand?

e What is the source of supply?

e Are investors causing market turbulence?

e Are SMSFs causing market turbulence?

e Are foreign investors causing market turbulence?

e Will home prices continue to rise?




A critical step in marketing your development as a developer is
positioning yourself as an expert in your field. Positioning is
divided into two simple questions: Who are you? What do you
do? You're not only responsible for answering these questions
for potential clients but also for potential employees who may
be looking to work with a developer. An excellent place to start
is testimonials and case studies highlighting past successes.

If you are planning your first project, | recommend you enrol for
one of my

A developer motivated by the market will always be more
successful than one motivated by self-interest. A thorough study
is required before making a financial commitment to proceed
with a market-driven development. In this case, the developer
can hire third-party researchers or do it themselves by utilising
multiple media types to gain a thorough insight into the market
without interacting with individuals. However, the developer
must construct a personal market profile for other actions in the

. Property development is, after all, an
entrepreneurial endeavour, and developers must earn the trust
of bankers, investors, councillors, and the development team to
fulfil their objectives. The attributes developers should strive for
to market themselves, and their projects are listed below.

Become A Specialist

Some individuals believe that becoming a great property
developer necessitates a specific, inborn skill. In actuality, if
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you're interested in this field, you can learn a lot by reading
books and talking to individuals in the area. You may build
experience by working on a project alone or with others. When |
decided to pursue a career as a property developer, | discovered
that the most crucial skill | lacked was financial knowledge. |
decided that | needed to become a specialist in this field. With
this in mind, | studied every finance book | could get my hands
on and spoke with finance professionals. Today, | have a good
understanding of the finance industry, and thus | launched a
complete that will help
you know the numbers well.

Maintain Your Concentration

Being able to stay focused long enough to witness the benefits
of development is one of the most challenging tasks for a
developer. After completing a successful project, a developer
will begin exploring other opportunities and be presented with
a plethora of them by real estate brokers. It can be challenging
to stay focused when so many development options are
available. I've seen developers take on too many projects
(especially during boom times) and neglect to focus on what
has worked for them in the past, failing or at the very least lesser
revenues.

The best approaches to stay focused are to:
(a) write down your goals and policies

(b) prioritise your goals and devise a daily strategy to achieve
them

(c) only take on new projects if you have the time and resources
to do so.
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Work With People Who Are
Disciplined, Ethical, And Effective

Working with disciplined, ethical, and influential people will aid
in the development of these characteristics. Peak-performing
experts frequently have coaches or mentors, or they surround
themselves with growth-oriented peers who assist them in
achieving their goals. I've seen and worked with a diverse range
of people for several years in the construction and development
sector. I've discovered that only those with great discipline and
ethics are appreciated. There are no shortcuts in property
development, and those who get fortune through immoral
means are doomed to fail on the next project.

Make Sure You Learn From Your
Mistakes

A new developer must take on a project that fits their resources
to learn and progress in property development. Undoubtedly,
they will make mistakes along the way, but the errors will not be
huge ones if they are cautious. Learn from your mistakes on the
first project, and the second one will be a breeze.

Every developer began with a small residential development,
progressed to larger housing projects, and eventually moved
into the commercial sector, developing shopping malls and
office buildings. In this phase, they made several mistakes that
you should not repeat. You can learn about those mistakes here
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Have Faith In Yourself

People prefer to work with developers who are confident and
booming in general. Investors and bankers will be more
prepared to part with their money if they are satisfied with the
developer's capacity to complete the project. In the property
development industry, confidence is not a quality that develops
through time. A developer must be willing to put in a significant
amount of personal time to get experience in the field and take
risks. Every new piece of information you acquire will boost your
self-assurance. You can enrol for a

to expand your knowledge and skills.

Maintain Your Enthusiasm And

Motivation

Positive people are motivated, passionate and confident, and
confidence sells. A developer that possesses these
characteristics will have a much easier time persuading and
selling their project to councillors, investors, and bankers. So,
how does a programmer stay inspired? Be happy. People who
have difficulties are often dissatisfied, so try to address them as
soon as possible. Be vivacious. Maintain a healthy and active
lifestyle to keep your energy levels up. Make the most of your
time. You will have no incentive to achieve anything if you are
not efficient. And, if things go awful, remind yourself of your
objectives.
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Always Be Approachable

A simple grin goes a long way and addressing someone by their
name goes further. You will meet people at various levels in the
property development industry, from tradespeople to senior
bankers. To be remembered, you must speak the common
language of being personable. Never look down on or mistreat
someone you perceive has a worse skill set or career than you
since this will cause others in the field to speak adversely about
you. Dress smartly and cleanly since your appearance reflects
your personality. The clothes you wear can help you project a
favourable, professional image.

Ask And Listen

Successful developers are those who pay attention. They pay
attention to the present market for their growth and listen to
and take solid advice from others. They ask questions and listen
intently to the answers, frequently taking notes and
summarising their understanding of the responses. They
recognise that they can understand where their product
belongs in the market by asking the appropriate questions. As a
result, they'll know how to create and present their product in
the most effective way possible. This is true when selling a
product and while interacting with and negotiating with
bankers and investors.
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Develop A Sense Of Trust

Developers who want to get repeat business and high-quality
referrals should develop a trusting business network. To earn
this confidence, the developer must constantly operate in the
best interests of his business partners and the community. The
developer should exhibit skill and tell the truth to get trust. They
should not make up an answer to a question if they don't know
the answer; otherwise, they will be found out quickly. They must
execute a task on time if they commit to it.




The primary purpose of residential development marketing is to
create sales. A holistic real estate marketing approach is
required for success, which necessitates the creation of a
marketing 'package. The design, planning, legal, financial, and
physical aspects of a development project should all be
included in this package.

A developer should follow a systematic strategy when designing
a comprehensive marketing package. In practice, the many
marketing duties and activities that make up a project
marketing package are divided into seven stages:

Stage 1: Conduct Thorough Market

Analysis.

The first step of planning a real estate marketing strategy
should be conducting market research. This means surveying
your target audience—the people you'll be selling your finished
structures to. While you can undoubtedly do in-person surveys
and interviews, it's easier (and much less time-consuming) to
launch an online survey. Follow these

Obtaining statistics and performing market research allow
developers to grasp the market, the purchasers, and their
demands and better understand their competition. As a
developer, you must first have a comprehensive interpretation
of the project and its market position before building a real
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estate marketing strategy that is appropriate for it. The following
guestions can also help you figure out where your project
stands:

e Who are the intended purchasers?
e \What are these buyers looking for?
e \What are the preferences of the buyers?

e How do rival developers cater to the needs of the target
market?

e Isthere anything better about the proposed project?

The aim is to gain a competitive marketing advantage. In terms
of architectural design, planning and price, the developer
should offer a better product than or different from the
competitors.

Developers will be able to determine where their proposed
project is positioned in the market (for example, whether it is
high-end, competitive, or low-cost) and whether it has a unique
selling position or distinguishing advantage by gathering this
information.

However, the developer should not rely solely on these sources
and should consult with real estate brokers and other marketing
organisations to grasp the target market thoroughly.




Stage 2: Define The Marketing
Objectives For The Development

Project.

Before you dive into your development marketing strategy,
there are two things you need to set in place: one, what you
want to achieve, and two, how you're going to reach those goals.
To figure out your plan, think about your end game for your real
estate property. Do you want it on MLS? Are you looking for an
out-of-state investor who has purchased many properties in
your area? Have you already sold off half of it?

Most home developers intend to sell unless they are building to
hold, and in most cases, their bank sets sales targets. Banks
typically require pre-sales before releasing any cash for
development, depending on the developer's experience.
Generally, banks will require pre-sales to fund construction costs
equal to 70% of the entire development cost or 65% of the
project's ultimate value.

IMPORTANT

Banks typically require pre-sales before releasing any cash for
development, depending on the developer's experience.
Generally, banks will require pre-sales to fund construction
costs equal to 70% of the entire development cost or 65% of the
project's ultimate value.
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Stage 3. Create A Market-Focused
Strategy.

A marketing strategy, particularly in real estate, is concerned
with how to get people excited about your product and want to
come in and buy it. The goal of any real estate developer is
simple: build something worth buying. However, getting
customers through your door isn't just about building; it's also
about how you tell potential buyers why they should purchase
your building over any others on offer. This is where marketing
strategies come into play.

The developer should select marketing efforts that are
appropriate for the project and potential buyers. It is
meaningless to advertise on national television if the initiative
targets people within a limited market radius and class.

To get the marketing message across, it's also a good idea to
choose numerous activities that complement one another. For
example, a developer attempting to build a new product in the
market might opt to advertise on local radio, create a social
media presence, and offer first-time homebuyers a low-cost
pricing approach. These complimentary tactics, when utilised
together, will help you reach a larger market.

If the project is highly competitive, the developer may consider
different strategies. The possibilities listed below are worth
examining.

Financing For Developers

Prospective buyers can be offered financing arrangements by
the developer and financier. These packages may have an
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interest rate fixed lower than other finance competitors for the
first few years.

Sales In Instalments

Although not frequent, property sellers may employ instalment
sales to realise gains over some time or when the market
demands that the deposit be split into several instalments over
a while. This benefit is spread out over the life of the debt in
proportion to the number of payments received.

Stage 4. Creating A Marketing
Budget.

If you're in charge of marketing your new business, it's essential
to determine how much money you can spend on advertising.
This will allow you to figure out where you should spend most
effectively.

It may seem more realistic (and more likely) that you have the
little-to-no budget for advertising at first, but you must get
started with some plan so that you don't sink your own
company by spending anything at all.

The nature and scale will determine the cost of a development
project. The marketing budget will grow in tandem with the
project ambitions. It will be refined regularly based on the
design concept and marketing strategy.

Marketing is costly, but you must invest some funds in its
promotion no matter how good your development is. Keep in
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mind that marketing money is an investment; what you put into
it influences what you receive out of it.

Depending on the type and size of the project, the budget
should be revised every week, month, or quarter. The marketing
funds could be used to attract people to the project.

If the marketing agency cannot attract visitors, he should try
another strategy and alter prices within the budget. A sample
list of broad areas that one can include in the marketing budget
is as follows:

e Fees and expenses incurred by advertising agencies
e Costs for public relations

e Cost of setting up a marketing and sales office, including
rent and furniture

e Renderings/plans/elevations, architectural model
e Printing and brochures

e Signage

e Displays

e Advertisements

Stage 5: Create A Marketing Team.

The developer should opt for the best when looking for a team
to help with the marketing plan. The developer may hire an
iINn-house team or hire additional specialists who specialise in
real estate marketing and sales. If the latter option is chosen,
one should investigate the company's references and track
record.
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Professionals who know the area and community where the
project is located are better positioned to market it. The
following is a list of possible marketing team members. Their
choice will be determined by the size and type of project to be
promoted.

e Advertising agencies

e Public relations firm

e Real estate agents

e Project marketing consultants

Recommended reading -

Stage 6: Carry Out The Marketing
And Sales Efforts.

The success of any real estate development project can often
come down to sales and marketing. While technical factors are
crucial, there are ways to ensure that your product shines. Here
are some significant factors that can help you formulate a solid
marketing strategy for your subsequent real estate
development.

Marketing aims to get the most out of your advertising while
wasting the least amount of money possible by making it
response-driven and measurable. The marketing team for the
developer should advise on the type of marketing channel to
employ. The developer can choose from various mediums, each
with its advantages.
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Newspapers

National and local newspapers, including daily and weekend
editions; weekly, community, and organisation newsletters; and,
of course, industry periodicals are among these publications.
The advantage of advertising in any newspaper is that it usually
has a high distribution rate. You could want to limit sales to a
specific geographical area. In that situation, you might wish to
consider a more targeted strategy. As you continue reading, you
will discover the appropriate medium.

Magazines

Magazines have a high rate of distribution. The advantage of
advertising in a magazine is that it has a longer shelf life and is
frequently more market-oriented than a newspaper. To decide
which to use, inquire about the publisher's statistics. These will
include distribution statistics and reader demographics such as
age, income, industry, and frequently much more. Look for a
publication that caters to your specific niche.

Television

Television commercials are thrilling, but they are also costly. It's
also one of the most cost-effective ways to advertise. A large
audience, timing, attention are all advantages. If you have no
idea of television marketing, you shouldn't do it without the
help of an expert. These experts can also help you with
demographics, channel comparisons, tone, and times, among
other things.




N

Radio

Radio has a sizable audience in several cities. Radio has become
a source of pride and virtually a status symbol in some areas.
Radio stations will have their audience depending on
demographics like age, income, and location. Choose the
station that best fits the demographic you're going for.

Billboards And Posters

Compared to locations in America and Europe where such
advertising is quite popular, poster and billboard advertising is
limited in Australia. Full colour, coverage control, and location
flexibility are advantages of poster advertising. Posters are an
excellent medium for awareness campaigns in general, and if
you have a captive market, such as bus stops, you may enlarge
the copy and include phone numbers and addresses.

INnternet

We've recently observed an increase in the use of the internet to
market real estate. It is critical to use this sort of marketing as
more households and businesses come online every day. Thanks
to new technologies, you will be able to generate virtual
walk-throughs and 3D models of your development before
physical construction begins. This type of marketing will benefit
developers who want to sell a portion of their development 'off
plan' before committing to the entire project. This is a low-cost
approach to getting your word out to the public instead of the
significant capital costs involved in your development.
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Exhibitions

Trade shows and even seminars fall within this group. These
have huge advantages. For starters, it is the only venue where a
significant portion of your target market will go to and visit your
booth or premises to learn more about your project.

Exhibition organisers frequently establish databases on
attendees and exhibitors, making follow-up simple and ongoing
communication possible. The time you spend at seminars, trade
shows, and exhibits is solely dedicated to your product and
potential customers. Make sure that the visitors' demographics
match your target market before hiring your space. Find out
how many people attended the most recent expo, trade show,
or seminar.

Stage 7: Monitor And Assess Your

Development.

By measuring and analysing the return, you will know what you
got out of it. If your marketing strategy isn't working, go back to
the drawing board and revise it. Depending on the type and size
of your project, you should update your budget every week,
month, or quarter. As needed, take corrective action.

Developers frequently struggle to determine whether their
marketing strateqgy is effective. When various marketing
activities are used simultaneously, this might be problematic. A
few methods for evaluating the progress of a marketing plan are
listed below.
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Keep An Eye On The Sales.

They need to be steadily increasing. Remember that specific
markets have a lengthier sales cycle than others, so be cautious
about what you're measuring. You should also track the number
of new leads or appointments made to get an accurate picture.

Ask Your Customers.

Check out how they heard about your project. This will provide
you with valuable insight into why buyers chose your project
over others.

Examine The Advertising Outcomes.

You should take action to improve response rates if they aren't
working. Make sure you're using suitable media and that you're
selecting media that will appeal to your target audience. Make
your statement as specific as possible. Change the copy or
redesign the advertisement's appearance. Use a powerful
headline that poses a relevant question or makes a
solution-oriented remark.

Examine Your Conversion Rate For Sales.

The simplest way to determine if your conversion rate has
improved is to look back at your previous data. Because selling
is a critical component of the marketing function, rather than
focusing solely on generating new leads, make sure you
evaluate your effectiveness in closing the sale.



Pre-sales or 'off plan' sales of development can be incredibly
challenging at the best times. Pre-sale is, unfortunately,
sometimes a requirement of the development funder. These
institutions will only give development financing if they
demonstrate that the idea has a market. They will also set a
percentage of the development that must have genuine sales
commitments before being funded.

The economy and the number of buyers in the market will
determine whether or not residential units are pre-sold. The
marketing agent will try to secure signed agreements for
reservations for buyers to purchase during the pre-selling stage.
These offers may include a lower price or additional concessions
to get a buyer to commit before viewing the finished project.

Various public relations events and publications about the
development's progress, as well as mailings to interested parties
about the construction and sales/leasing progress, will all be
part of an efficient pre-sale marketing campaign. Some pre-sale
marketing tactics are listed below.

e Promotional events before the launch
e Run a campaign to collect registrations of interest (ROI).
e Offer a discounted pre-sale rate.

e Display unit

e Database marketing




Most developers I've met aren't market-driven. They think if they
build something, buyers will come. That is far from the truth. I've
explained the necessity of marketing and how to include it in
your development company. You and your marketing team
should not be responsible for all aspects of marketing. Develop
a robust and supporting infrastructure across your team, so they
consistently promote the project and feel part of it.

Convert your development project to success. Join my
to achieve new heights in your

real estate career.
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Can you still make money in property

development?

Property development is among the most lucrative ways to earn
from real estate, but it can also be a risky business if you don't
get the correct advice. It's also the riskiest method that
demands the most capital (money) to begin.

Is It a good idea to market a new

development project?

The fields of marketing and real estate work well together. The
safest investment option in real estate. You would be able to sell
or rent your property quickly if you have an effective marketing
plan. All you need is a solid marketing strategy and a lot of skill.
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