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The residential development industry is a profitable market if in fact the units in the 

development can be sold and in a timely fashion. The large residential construction firms of the 

twenty-first century have realized the importance of the promotion of services and defining a 

target market in which to advertise their services. The smaller residential development builders 

in today’s industry are slowly catching up to the marketing bandwagon. The emergence of these 

specialized marketing firms is the basis for my study. 

My study explored the profitability of marketing mixes developed by marketing consulting 

firms for small residential builders. These marketing firms specialize in customizing a set of 

marketing tools to reach the target market most effectively for each. The profitability of the use 

of these firms’ services is indisputable, but the extent of exactly how much profit is being 

obtained from the services utilized for a particular development is in question. The information 

collected during this study will help other builders to appreciate the profits that are realized from 

the services of the marketing firm. Interviews conducted with two builders comparing a pair of 

similar projects with the variable of the marketing tools were conducted to determine the amount 

of the added profits and the expeditious returns on the initial marketing expenditure.  
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CHAPTER 1 
INTRODUCTION 

Statement of Problem 

In today’s construction industry, there exists a fair amount of residential builders who 

believe that marketing and sales schemes are not necessary and the capital investment is 

spending on frivolous items. These are the builders who have to bid work to drive sales volume, 

who do not have a loyal client base, and who are more than likely to go out of business. 

Marketing a specialized product in the business world today is at the heart of every company. 

These naïve builders need to realize that “a small investment in sales and marketing will generate 

a big return over time toward [their] bottom line” (Hedley 2006). 

Objectives of Study 

The objective of this study is to determine the profitability of marketing tools implemented 

by a marketing consulting firm for small residential development builders. A specific mixture of 

tools to be used for a particular project can be determined after a thorough assessment of a target 

market is completed. Only then can a client profile be created and analyzed. The profitability of 

the use of these firms’ customized tools is indisputable, but the extent of exactly what profit 

percentage is being obtained from each tool for a particular development is in question. This 

information will help other builders appreciate the profits that are realized from the services of 

the marketing firm.  

Overview 

In Chapter 2 the research methodology used in this study is described in detail. Chapter 3 

contains a literature review pertaining to marketing in general, relation to the construction 

industry, client bases, the emerging trend of specialized marketing consulting firms, marketing 

tools used in residential development, applying the tools to a specific target market, and profit 
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potential analysis procedures. Chapter 4 contains an analysis and summary of the data obtained. 

Finally, Chapter 5 presents conclusions from the analysis of data as well as makes some 

recommendations for future areas of study. 
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CHAPTER 2 
RESEARCH METHODOLOGY 

Introduction 

Today’s small residential development builders are beginning to realize the importance of 

defining a target market and adapting a sales system to promote the differentiation of their firm 

in relation to the target market’s specialized needs. In efforts to try and recruit potential 

customers, builders are learning the added benefits of employing marketing companies which 

specialize in residential development promotion to ensure that pre-construction sales of homes 

are realized in full and often in accelerated time periods.  

Basis for Research 

The goal for this research study is to determine the profitability of marketing mixtures for 

small residential development builders. A new trend of firms specializing in marketing 

consultation for residential development builders has emerged in recent years. The profitability 

derived from the use of these firms’ services is indisputable, but the extent of exactly how much 

profit is being obtained from the services utilized for a particular development is in question. 

Data Collection Medium 

It was decided that the most effective way to determine the profitability of marketing 

services was to interview companies who had employed a specialized marketing consulting firm 

on a development project to create sets of data which will be used in case studies produced for 

each project. The interviews were conducted over the phone with a builder’s representative. The 

two residential builders were chosen from a list acquired from one particular consulting firm who 

offered a wide array of services. The questions asked were directed toward data for two of the 

builder’s projects of relatively the same size and target market, the variable being that one 
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project (Project B) used the marketing firm’s services with the project which did not employ the 

marketing services (Project A) acting as the control for the research. 

Data Analysis 

Two separate sets of data were collected from the builders, one for each of the projects for 

each builder. After careful review of marketing tools used in the industry and offered by the 

consultation firm the interview questions were developed (Appendix). The questions were 

divided into two categories: Client Profile and Development Information. The objective of the 

Client Profile questions was to define the target market that the development is designed to 

attract in order to analyze the marketing techniques planned by the consultation firm. 

 The Development Information questions were intended to highlight the factors used in 

determining marketing profitability. These factors are (Barr 1995)as follows: 

• Marketing tools used 
• The cost associated with each tool 
• An approximation of the number of prospective buyers reached by each tool 
• The number of homes sold, total and per month 
• The average price of a home in the development during the specified period 
 

The data received from these questions were constrained by a specific time period, the 18 

months of pre-construction. The data from the two sets were analyzed by comparison and also 

the profitability of each tool relative to the total profitability was determined. Microsoft Excel 

was used to process the data and to create a visual representation of the results. 

Limitations 

This research focused on builders in one region and does not represent the entire 

population of residential development builders, but only the data from the participating 

companies. The other limitation of this study is rooted in the fact that some factors are 

approximations as the exact number of prospective clients who were exposed to marketing tools 
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cannot be known. The approximations are discussed in further detail in the literature review 

portion of this thesis. 

Conclusions 

This research was conducted to determine the profitability of marketing tools customized 

for a small residential development builder by a specialized marketing consultation firm. This 

information will help other builders to appreciate the profits that are realized from the services of 

the marketing firm. Interviews conducted with two builders comparing a pair of similar projects 

with marketing tools as a variable were conducted to determine the extent of the added profits 

and the expeditious returns on the initial marketing expenditure.  
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CHAPTER 3 
LITERATURE REVIEW 

Promoting, Marketing, and Selling 

The term marketing was first defined in 1937 by the American Marketing Association as 

“those activities involved in the flow of goods and services from the point of production to the 

point of consumption.” (American Marketing Association 2007). The definition was modified to 

read “an organizational function and a set of processes for creating, communicating, and 

delivering value to customers and for managing customer relationships in ways that benefit the 

organization and its stakeholders” (American Marketing Association 2007). The change in the 

original version is due to the fact that some believe that the point if production is far too late in a 

product’s life to start promoting it, marketing should influence the product being made. 

Conversely the point of consumption is definitely not the time to stop marketing the product in 

order to retain loyal clients.  

Developing a marketing scheme leads to using promotional mediums for a firm to elevate 

and accelerate sales. There is an old adage in sales that says “No sales...no company,” in today’s 

increasingly competitive construction industry, nothing sells itself (Smyth 1999). Therefore, a 

strong sales program, through market research and varied promotional mediums, is fundamental 

to the life, health and wealth of the company.  

Construction, Not a Business of Building: a Business of People  

The construction industry is driven by the people who have a want for buildings to be 

erected and is then realized by the individuals who coordinate the work of others to accomplish 

the assembly of those buildings. The product being marketed in building construction is the 

service of putting together the efforts of others to achieve a tangible final product, the building. 

The interactions between contractors and clients are at the heart of every transaction made to 
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complete the new building. Mastering the acquisition and maintenance of the interactions 

between those two groups of people is what distinguishes a successful builder from an 

unsuccessful builder. Professional exchanges are only the beginning of communications that are 

exchanged with the client. A builder must understand that the only way to obtain and retain 

clients is to develop personal relationships making this not a business of building, but a business 

of people.  

Marketing for Residential Builders and Developers 

Home building is a specialized market in building construction. The challenge residential 

builders and developers face in selling homes is an intangible concept. The use of videos, 

renderings, and floor plans can help a client visualize the final product. Builders differ vastly in 

the size of the company ranging from single-person operations to companies with hundreds of 

employees all over the globe (Barr 1995). The larger companies have caught on to the trend of 

market differentiation and have employed marketing professionals or in the best case scenario 

created an entire marketing department. The smaller firms are beginning to adopt the new ideas 

to obtain new clients while maintaining existing clients.  

Defining Specialization 

In the residential construction industry, there exists a trilogy of attributes which can be 

found in most construction companies: superior service, low prices, and high quality (Figure 3-

1). The most profitable companies in the current business world focus on reaching an edge of the 

triangle while most residential builders aim for the middle making themselves known as a “jack 

of all trades and a master of none” (Hedley 2006). Home builders are different than the average 

company in that all of the attributes are required by most clients and a push in just one direction 

would be quite detrimental to a company. In order to create a degree of separation from the 

average, a builder one must chose a specialization. This can literally be an extra focus on one of 
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the differentiating attributes, or it can be by selecting a specific market niche such as waterfront 

homes with the highest attention to hurricane protection. A differentiation from the general 

industry allows a company to market themselves as an expert in whichever field they chose. 

Once the specialization of the company has been adopted, the company can focus on delivering 

the specialization to the best of their ability.  

A company can also be set apart from the rest of the competition by offering something 

more or something different. The main objective in differentiation is to make the potential 

customers aware of why they should only use this particular company. More than one 

specialization is suitable, and sometimes desirable, however, completely separate marketing 

schemes must be developed for each differentiated business sector within a company (Sobel 

2001). The clients for each of the specialized project types are different and must be tended to 

differently.  

Developing Client Base 

To have a successful marketing and sales scheme it is essential to know your target market. 

The customer for the specialized market which has been created should have been the main focus 

for the differentiation from the rest of the competitors in the market. The intended market must 

be attainable to the company and the needs of the customer should also be familiar to the 

employees.  

Defining Profiles of Target Markets 

The target clients should have a clear profile. In the residential building world, the 

demographics of the clients in a particular market will be similar enabling the marketing tactics 

to be focused in ways which the clients will intercept the promotional efforts. Demographic 

factors that should be analyzed are age, income, gender, marital status, family size, and terms of 

occupancy. These basic characteristics will inform rest of their personality, called their lifestyle 
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preferences, such as the school system, infrastructure requirements, religious facilities, and 

development amenities for example (Sobel 2003).  

In residential construction, the client base is basically divided into two categories: first 

time buyers, such as young professionals or young families and move-up buyers, such as empty-

nesters or retirees (Butera, 1987). The needs and desires of the two groups differ in that the first 

time buyer is looking for relations to schools, work location, playgrounds, and shopping centers  

along with financing provided while the move-up buyers might be more concerned with 

proximity to clubhouses, waterfront, health care centers, and a community where gatherings are 

fostered along with large lots and privacy. The first time buyers are more looking for economical 

homes and have a short but concise list of needs to be fulfilled. The move-up buyers have a 

longer list of wants that they are looking for in a home or development.   

Defining Best Practices in Reaching Target Clients 

Meeting the needs of a specified client base requires different techniques in marketing. 

Each individual builder’s techniques should vary in term of the client base. For example, if the 

client base is retirees it might not be in the best interest of the company to have a strictly 

Internet-based marketing plan. However, if a company was trying to target young professionals, 

technology-based promotional strategies would be more accommodating. 

Marketing Consulting Firms Specializing in Construction 

With marketing being such an important factor in selling homes, residential builders have 

to stretch limited budgets to make the most profit per dollar spent. In order to achieve the highest 

profit potential for restricted resources, employment of marketing consultating firms specializing 

in new-home construction and neighborhood developments have become an increasing trend 

(Creative Marketing Services, Inc. 2007). The expertise of these firms can help eliminate less 
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effective marketing tools and the use of inexperienced staff members of the builder’s team in 

terms of marketing.  

Most of these specialized firms offer a wide range of products with the builder having the 

opportunity to utilize the perfect combination of services to meet the needs of their marketing 

endeavor (Creative Marketing Services, Inc. 2007). The specialized marketing firms understand 

the demands of the target markets and the best way to promote the services and products the 

builder is trying to sell. 

Tools Used to Reach Potential Clients 

Within the world of marketing techniques, each medium has differing effects on the overall 

marketing plan. The diverse range of the common tools used to promote in the residential 

markets is broken into General Company Tools and Project Specific Tools used to reach 

potential clients. Within these two narrowed categories each tool brings apparent advantages and 

disadvantages to the complete marketing program. 

General Company Tools 

General company tools are used by the company to help the client identify the company 

and to build a brand in the mind of the client and to emphasize the specializations offered by the 

company (Butera 1987). These mediums should be made to be distributed in the short term (six 

months to a year) and the long term (three to five years). The General Company Tools are what 

sparks initial interest in the company from the potential client.  

Corporate logo development 

Design of a logo or logosytle is essential in catching the attention of potential clients and 

appealing to existing clients. The logo should be a reflection of the individuals in the specified 

target market. For example if the company is trying to market themselves to a stylish, high-end 

user the logo should resemble that market (Figure 3-2). The use of a tag line should be 
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incorporated with a logo. The tag line “give[s] additional emphasis to a logo or logostyle. They 

synthesize in a few words the company’s mission, philosophy or professional specialty” (Barr 

1995). The use of the logo along with the tag line should be implemented in all printed materials. 

The repetition of exposure in the tag line with the logo gives the symbol or name of the company 

something to stand for in addition to just the name. 

The advantages of a company logo are that one can 

• Imprint the brand of the company in the clients’ mind 
• Create a common thread to be implanted within all aspects of the company’s imaging 
• Instill a sense of pride in employees 
 

The disadvantages of logo creation are that it can 

• Be detrimental to the sales of the community if it is completed poorly 
• Become very time consuming, tedious, and stressful 
 
Company package 

The company package is a compilation of materials to be utilized by a company in day to 

day business communications. Printed objects to be included in the package include folders, tabs, 

envelopes, labels, letterhead, report papers, and marketing papers (Figure3-3). These items are 

only a limited list of materials that could be included, but that should include at least these items. 

The advantages of a company package are that it can 

• Create a cohesive set of materials to continuously remind the recipient of the brand 
• Enable the user to generate an organized packet of business materials 
• Allow the user to be consistent in presentation 
 

The disadvantages of a company package are that it can 

• Have a high cost of design 

• Have a high cost of printing and re-printing 

• Disable the company from changing anything on the materials until the resources are 
exhausted 
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Company brochure 

The brochure made for the company “is a sales-supportive vehicle that communicates an 

idea of [the company’s] experience, [the] staff, [the] work quality, and briefly [the ] 

organization’s underlying philosophy” (Barr 1995). The company brochure is the centerpiece of 

the General Company Tools. The brochure should not only have photos and descriptions of past 

project history, but it should convey the personality of the company and be personalized to the 

target audience (Figure3-4).   

The advantages of the brochure are that it can 

• Provide and introduction to new clients 
• Remind clients of total capabilities 
• Become a cross-selling tool for existing clients 
• Become a source of inspiration and renewed pride for employees 

 

The disadvantages of the brochure are that it can 

• Fail to compete with newer electronic formats 
• Become to broad in nature to entice a potential client 
• Prevent relationships from being made in just the exchange of a brochure. 
 
Web designs 

The emergence of the internet has created a form of marketing that has grown 

tremendously in the past decade. “As a business investment, the establishment of a website is 

one of the most cost-effective marketing tools available to a firm in terms of reach and exposure 

to potential clients when compared to other traditional forms of advertising, communications, 

and promotion” (Society for Marketing Professional Services 2000). Websites allow potential 

clients to gain immediate access to information about a company.  

The advantages of web designs are that they can 

• Work for the company at all hours of the day and everyday of the year. 
• Give the perception of a contemporary company in today’s competitive marketplace 
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• Allow changes to projects and company details to be made quickly 
 

The disadvantages of web designs are that 

• Computer literacy is still on the rise and access is still limited to those who have computer 
access 

• Complicated graphics of the construction industry are displayed differently in different 
systems 

• Maintaining a website can be costly 

Corporate advertising 

Corporate advertising is “purchased space or time...it appears when you want it to and 

exactly how you want it to” (Barr 1995). Advertising’s most important factors are to build brand 

recognition, familiarity, customer retention, while maintaining market share, and improving 

employee morale (Ehrlich 2004). There are many media in which advertising can be distributed 

such as television (cable and broadcast), radio magazines, newspapers and the internet. The 

typical cost per thousand is the lowest for daytime broadcast television and the highest for daily 

newspapers (Figure 3-5). 

“The classic theory of advertising is that it is based on awareness, interest, desire, and 

action (AIDA). First you have to get the target’s attention; then you have to provide a reason to 

listen to your message; the message needs to stimulate the desire for the product; and finally, the 

target needs to buy whatever it is you are selling” (Ehrlich 2004). The most commonly used form 

of advertising in residential construction is in magazine subscriptions (Barr 1996). 

The advantages of advertising are that it can 

•  Be tailored to audiences needs 
• Placement is very intentional and deliberate 
 

The dis advantages of advertising are that it can 

•  Not be very cost effective 
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•  Become cluttered (in print) with other ads from competitors so that ads are over looked 

• Trends such as TiVo are eliminating commercials on television all together.  

Newsletters and bulletins 

A newsletter is defined as a publication that is distributed at regular intervals. The can have 

any format, focus, or frequency but they must be current and regular.(Floyd 1997). Client 

newsletters are produced for several reasons some of which include providing valuable 

information, enhancing the reputation of the company, promoting the services offered by the 

company, providing continuous communications, demonstrating the capabilities of the firm, 

rewarding clients by featuring their projects, showcasing staff and project awards, to introduce 

new services or projects, and most importantly to increase sales with current clients (Society for 

Marketing Professional Services 2000). The information contained in the newsletter has to have 

relevance for the perspective reader, must be valuable and timely (Figure 3-6). A good balance 

of news and features is a good way to please a wide array of readers (Barr 1995).  

The advantages of newsletters are that they can 

• Update existing clients on company news 
• Allow the company to break into new markets  
• Showcase award and build client trust 
 

The disadvantages of newsletters are that they can 

• Rarely reach potential new customers 
• Seem weak if the company does not have any relevant news at that time 
 
Relationship marketing 

According the theory of Customer Equity, “the customer is a financial asset that companies 

and organizations should measure, manage, and maximize just like any other asset” (Blattenberg 

et al. 2001). Historically, trends in all types of management have shown that the focus has been 

on the management of costs or the growth of revenues. The management of customer equity 



 

25 

balances the two, carefully evaluating the profitability and return on investment of marketing 

investment while creating market based growth (Davis 1999). Customer management, however, 

can only occur if a company has customers who repeatedly come back to the company to build 

their buildings. Companies must build relationships with clients through trust. Once a trust is 

built, the customer can be identified as a loyal customer; and once a loyal customer is 

determined, the profitability of that loyal customer can be assessed (Hedley 2006). Trust can 

only begin to be built between two people over time and personal face-to-face interaction. The 

more time which is invested into a relationship the more trust is to be built. When a customer 

finds they can trust a contractor they will have a natural tendency to want to do business with 

that contractor again and again. 

The advantages of relationship marketing are that it can 

• Be rewarding for employees building relationships as much as it is for the clients. 
• Build client trust 
 

The disadvantages of relationship marketing are that it can 

• Be very costly 
• Be time comsuming 
 
Development Specific Tools 

Development specific tools are designed to highlight the special characteristics and 

qualities which set a particular residential development apart from other similar communities. 

These tools are specific to a particular project and entice the client to not only be interested in the 

company but the product that is the development’s homes. 

Development logo  

The development logo is very important to the success of the sales of the units within the 

community. The logo will not only be what people use to identify the development far into the 
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future, but it will also be used to initially entice the client to consider the community. The logo 

should communicate graphically the core objectives that the development intends to achieve. 

Creative Marketing Services Inc., in Atlanta, Georgia, created a logo for a development which 

wanted to promote a natural, rustic experience (Figure 3-7) and achieved the goal by 

incorporating native specimen in a rustic toned logo.  

The advantages of development logo creation are that it can 

• Become the basis for all other marketing techniques implemented for the development. 
• Creates a brand image for the development in the clients’ eyes. 
 

There really are no disadvantages to creating a development logo. It is believed to be the 

best tool to be implemented in a development’s marketing plan.  

Development brochure 

The development brochure is similar to the company brochure in that it is used to convey 

not only visual representation of the product being produced, but it also has an underlying tone 

which is delivered to the potential client (Figure3-8). The writing and content in the brochure is 

extremely important. “The common wisdom is that a client will spend only a minute or two on 

your brochure - glance at the photographs, read the heads and subheads, scan the client list, or 

project list, and maybe read a paragraph or two. This may be true in many cases, so make the 

best use of these elements to give a quick and accurate picture of your [project] at a glance” 

(Society for Marketing professional Services 2000).  

The advantages of the development brochure are that one can 

• Easily convey a brief message about the development 
• Give potential clients a tangible medium to take away with them 
 

The disadvantages of the development brochures are that one can: 

• Discourage face to face initial interaction with the sales team 
• Not be updated with new development proceedings at regular intervals 
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Sales centers 

The sales center is a very significant portion of the marketing package in promoting the 

development. Creative Marketing Services Inc. defines specific minimal requirements that a 

sales center should encompass which give a potential buyer the best depiction of how the final 

product will be built. The minimum requirement they desire in sales centers they produce is that 

a near perfect replica of the structure and interior spaces that would be seen in a home in the 

development be created. The client should get an authentic feel for the aesthetics of the buildings 

(Figure 3-9). The furnishings should be pleasing to the touch and nothing should be too sparse or 

overly decorated either. The level of sophistication should warrant the appropriate tone for the 

development. Scale models of the development as a whole as well as models of the homes 

should be displayed in a central location.  

Other visual aids can be helpful as well, such as lifestyle pictures of potentially happy 

residents indulging in all that the development has to offer (Smyth 1999). These should be clear 

visual renderings or photographs which are accented by task lighting (Figure 3-10). A new trend 

in audiovisual technology called Building Information Modeling (BIM) to give clients a three-

dimensional tour of a rendering of the models. “Through a combination of high-resolution 

photography, video, technology and architectural and design treatments, the sales center will 

give people a first-hand experience of what it will be like to call the development home” 

(Creative Marketing Services, Inc. 2007) 

The advantages of the sales center are that it can 

• Give the potential client an accurate depiction of the new homes to be built 
• Create space to conduct business for the development 
• Act as a hub for all pre-construction / construction services. 
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Similar to the development logo the sales center does not have any substantial 

disadvantages. The sales center is the heart of the promotional tools for the development. 

Signage 

Similarly to the brochure, the signage for the development has very limited space for 

content and has to be strategically planned. “The sign is meant to identify the property and the 

key objectives of the development while still maintaining the aesthetic integrity proposed for the 

overall look for the community” (Hedley 2006). The sign has to be particularly placed where it 

has maximum exposure to potential clients (Figure 3-11). 

The advantages of the signage are that one can 

• Mark the boundary of the development 

• Catch the attention of drivers passing by who might not have known about the 
development 

The disadvantages of signage are that one can 

• Be vague and not enticing 
• Show prices which may be a deterrent for potential buyers 
 
Direct mail 

“Direct mail allows you to target your marketing efforts to selected prospective clients” 

(Society for Marketing Professional Services 2000).Not only can a company target exactly who 

receives this information but it is extremely reliable. This is increasingly important to residential 

developers who have received referrals from existing customers.  

More than any other marketing communications medium, direct mail demands concise, 
convincing words that communicate in a flash and sell in no uncertain terms...direct mail is 
a complex blend of advertising, public relations and sales promotion showmanship. It 
relies on advertising’s one-two punch of art and copy to snare a reader’s attention. It draws 
from public relations the advantage of conveying information at length and in detail. (Barr 
1995)  
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Direct mail can come in many different formats including, but not limited to, flyers, post cards, 

newsletters, multi-media, holiday cards, and posters (Figure 3-12) 

The advantages of the direct mail are that it can 

• Provide enormous options for effects which can be sent 
• Be cost effective due to the relatively low postage costs 
• Be very affordable because production costs are low 
 

The disadvantages of direct mail are that it can 

• Yield incorrect addresses 
• Annoy older clients on the mailing list who do not have a need for new developments  
• Be hard to come up with lists 
 
Promotional events 

Promotional events can range from open houses, ground breakings, dinners and meetings 

to seminars, giveaways holidays, and ceremonies. “If executed correctly, special events can cast 

a light on an organization’s human side, personalize the organization and pull off the printed 

page and out of the office building, and reveal it’s character and vitality” (Society for Marketing 

Professional Services 2000). Promotional events are a chance for the client to see that the 

community they are joining is not only about the tangible structures but also has a pleasurable 

face as well. The customer can see that not only are they buying a house but an experience. 

The advantages of promotional events are that one can 

• Provide a relaxing casual atmosphere for all involved 
• Reward existing clients while giving potential clients perspective 
 

The disadvantages of promotional events are that one can 

• Be very time and labor intensive 
• Require a space to hold events 
• Require large production costs 
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A Complete Marketing Program 

Deciding on a complete marketing package to use in promoting the sale of units inside the 

residential development is the most vital part in reaching the target clients. The specialized 

marketing firm analyzes all the options and the market to come up with the optimal combination 

of services. Most companies utilize the same Development Specific Tools: logo creation, 

brochure, sales center, and development signage. The use of other mediums, General Company 

and Development Specific, is specifically tailored to each situation and profitability potential. 

Defining Profitability of a Marketing Program 

The profitability of the marketing program utilized is determined using a six step process: 

• Determine the number of prospects contacted over a fixed time period from a completed 
acquisition campaign 

• Measure the marketing and servicing costs associated with contacting and selling to the 
prospects 

• Determine the number of prospects who became customers 

• Compute the sales revenue and gross margin for the new customers’ first set of purchases 

• Compute the acquisition equity of the entire pool of customers by subtracting the costs 
calculated in step 2 from the revenues calculated in step 4. Note that this equity number 
can be negative. 

• Divide the total acquisition equity by the number of customers to determine the average 
equity per customer (Blattberg et al. 2001). 

Some of the numbers used in the previous steps are approximations. According to 

Blattberg et al. (2001), approximations are not desirable by accountants and financial analysts. 

The argument is that profitability from customer acquisitions or marketing “cannot be measured 

because highly precise accounting numbers do not exist.” The authors claim that  

Even when exact numbers are absent, it is better to be roughly right and to utilize the 
concept of [profitability] than not to measure it and to operate an enterprise using 
insufficient indicators....Such indicators may be more accurately measured, but they are 
less relevant managerially and strategically. Thus it is often necessary to approximate 
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accounting and financial numbers when trying to measure profit levels and marketing 
expenses for historical cohorts of customers. (Blattberg et al. 2001) 
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Figure 3-1 The Construction Business Differentiation Triangle. Source: George Hedley, 

“Construction Business Best Practices Series, Step 8: Marketing and Sales Systems,” 
2006, Construction Business Owner, August 2006, Birmingham, Alabama 

 

 
 

 
Figure 3-2 Company Logo. Source: Creative Marketing Services, Inc. 2007 

http://www.creativemarketingservices.net 

http://www.creativemarketingservices.net/
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Figure 3-3 Company Package. Source: Promotion Strategies for Design and Construction Firms 

(Barr; 1995) 

 

 
Figure3-4 Company Brochure. Source: Promotion Strategies for Design and Construction Firms 

(Barr; 1995)  
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Figure 3-5 Typical Cost per Thousand (CPM) of Major Media Buys. Source: Magazine 

Publishers of America “Readership of Advertising by Unit Type, 2003” 
http://www.magizine.org/Advertising_and_PIB/Ad_Trends_and_Magazine_Handboo
k/2009.cfm 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

http://www.magizine.org/Advertising_and_PIB/Ad_Trends_and_Magazine_Handbook/2009.cfm
http://www.magizine.org/Advertising_and_PIB/Ad_Trends_and_Magazine_Handbook/2009.cfm
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Figure 3-6 Company Newsletter Source: Promotion Strategies for Design and Construction 

Firms (Barr; 1995) 
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Figure 3-7 Company Logo. Source: Creative Marketing Services, Inc. 2007 

http://www.creativemarketingservices.net 

 

 
Figure 3-8 Development Brochure. Source: Creative Marketing Services, Inc. 2007 

http://www.creativemarketingservices.net 

http://www.creativemarketingservices.net/
http://www.creativemarketingservices.net/
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Figure 3-9 Sales Center. Source: Creative Marketing Services, Inc. 2007 

http://www.creativemarketingservices.net 

 

 
Figure 3-10 Sales Center Wall Display. Source: Creative Marketing Services, Inc. 2007 

http://www.creativemarketingservices.net 

 

http://www.creativemarketingservices.net/
http://www.creativemarketingservices.net/
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Figure 3-11 Signage. Source: Creative Marketing Services, Inc. 2007 

http://www.creativemarketingservices.net 

 
 
 

 
Figure 3-12 Direct Mail, Die Cut Card. Source: Promotion Strategies for Design and 

Construction Firms (Barr; 1995) 

 

 
 

http://www.creativemarketingservices.net/
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CHAPTER 4 
RESULTS 

Introduction 

The results of the interviews conducted with the two residential development builders is 

presented in four sections: client profiles for each of the developments, information pertaining to 

each project, analysis of each marketing tool used, and finally an analysis of the entire marketing 

systems in relation to each client profile.  

Client Profile 

The client profiles for each development under a particular builder were intended to be 

similar. The two builders selected for the study chose two developments which mirrored each 

other except for the marketing involved. 

The first builder’s (Builder A) client profiles for the developments defined the clients to be 

over 55 years of age, a married couple with older children who did not live with the couple 

anymore, the clients were retired or near retirement, and had low mobility or likelihood of 

moving (Table 4-1). These developments were targeted at elderly persons who were moving for 

the last time. Community interactions were meant to be high with a focus on recreation. One of 

the developments has a golf course specially designed for the senior golfer while the other was 

built on a very large lake system with a concentration on boating and fishing. 

The second builder’s (Builder B) client profile defined a young family or newly married 

couple looking to start a family. The targeted age group was 25-35 years old, first time new 

home owners, with at least one member of the family working full time. The mobility of these 

clients is moderate (Table 4-2). These developments were marketed toward the working family 

with a high level of community interaction also. The developments boasted extensive children’s 

facilities including playgrounds, clubhouses, pools and sports fields. 
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Project Information 

The projects chosen by Builder A for this study have 944 and 956 total lots available for 

Development 1 and Development 2, respectively. Development 1 was completed in 1999 and 

construction began in 1995. The 18-month preconstruction sales period this study is focusing on 

stretched from May 1993 to November 1995 during which 546 homes were sold. The average 

price of a home sold during that time period was $179,995. Development 2 was completed in 

2006 and construction began in 2001. The 18-month preconstruction sales period this study is 

focusing on stretched from July 1999 to January 2001 during which 923 homes were sold. The 

average price of a home sold during that time period was $400,009. 

The projects chosen by Builder B for this study have 657 and 590 total lots available for 

Development 1 and Development 2, respectively. Development 1 was completed in 1999 and 

construction began in 1996. The 18-month preconstruction sales period this study is focusing on 

stretched from March 1994 to September 1996during which 389 homes were sold. The average 

price of a home sold during that time period was $153,637. Development 2 was completed in 

2003 and construction began in 2001. The 18-month preconstruction sales period this study is 

focusing on stretched from November 1999 to May 2001 during which 590 homes were sold. 

The average price of a home sold during that time period was $227,895. 

Analysis and Discussion by Marketing Tool 

The analysis of the marketing tools produced three distinct sets of results: the marketing 

tools which had similar profitability percentages in both client profiles, the tools which were 

more profitable for marketing to the younger profile, and the tools which were the most 

profitable for the project targeted at the older age group.  
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The profitability of each tool was calculated using the formula gathered from Blattsberg et 

al. (2001). The formula gives the percentage that is earned on the initial investment for each tool 

for example: 

         
Potential Client Exposure for a 

Particular Tool (Median Home Price - Cost of the Tool) ( 
Number of Homes Sold 

) X
          

 Total Number of Homes in the Development 
 

An example of how this formula is used in this study is: 

          
3600 400009 - 1000     ( 923 ) X

         = 16.31% 

Corporate 
Logo 

Development 
Profitability 

= 

 956  
 

The tools which produced roughly the same profitability on both sets of profiles include 

the Company Logo Development (Figure 4-1), Company Package (Figure 4-2) and the 

Development Logo (Figure 4-3).The tools which had higher profitability percentages for the 

younger clientele include: Web Design (Figure 4-4), Newsletters (Figure 4-5), and Relationship 

Marketing (Figure 4-6). The tools which produced higher profits for the older client base 

include: Company Brochure (Figure 4-7), Corporate Advertising (Figure 4-8), Development 

Brochure (Figure 4-9), Sales Center (Figure 4-10), Signage (Figure 4-11), and Promotional 

Event (Figure 4-12).  

Analysis of Marketing System by Client Profile 

The profitability of the tools used by Builder A for the older clients are higher overall 

(Table 4-5) then the tools used by Builder B to market to the younger customers. However the 

tools had a generally better impact on the homes sales when compared to the sales of the homes 

in the developments where no marketing tools were implemented by the marketing consultation 
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firm (Figures 4-13, 4-14). The sale of homes was much more consistent on a month to month 

basis for the developments which had implemented a marketing program. 
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Table 4-1  Client Profile Information, Builder A 
 Development 1 Development 2 
Age 55+ Years Old 55+ Years Old 
Gender Male / Female Male / Female 
Marital Status Married Married 

Household Type Married Couple, Children out of 
home 

Married Couple, Kids grown 

Employment Retirees / About to retire Retirees / About to retire 
Income Retired, No Requirements Retired, No Requirements 
Mobility Low Low 

 

Table 4-2  Client Profile Information, Builder B 
 Development 1 Development 2 
Age 25-35 Years Old 25-35 Years Old 
Gender Male / Female Male / Female 
Marital Status Married / Single Married 
Household Type Young family Newlyweds / Young family 
Employment At least one member of household 

fulltime 
At least one member of household 
fulltime 

Income No requirements Combined income over $75,000 
Mobility Moderate Moderate 
 
Table 4-3  Project Information, Builder A 
 Development 1 Development 2 
Construction Start/Finish Date 1995-1999 2001-2006 
Preconstruction Sales Period May 1993 – November 1995      July 1999 – January 2001 
Number of Units 944 956 
Number of Homes Sold 546 923 
Median Cost of Home $179,995 $400,009 
 
Table 4-4  Project Information, Builder B 
 Development 1 Development 2 
Construction Start/Finish Date 1996-1999 2001-2003 
Preconstruction Sales Period March 1994 – September 1996 November 1999 – May 2001 
Number of Units 657 590 
Number of Homes Sold 389 562 
Median Cost of Home $153,637 $227,895 
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Table 4-5  Profitability Analysis per Tool: Retirement Client Profile 
 

Marketing Tool 

Potential 
Client 

Exposure Cost Profitability 
Corporate Logo 
Development 3600 1000 16.31% 
Company Package 650 1500 2.93% 
Company Brochure 10000 2500 45.31% 
Corporate Advertising 20000 18775 90.47% 
Development Logo 4500 1000 20.39% 
Development Brochure 3000 2500 13.57% 
Sales Center 3000 65925 12.91% 
Signage 3500 4800 15.82% 
Direct Mail 1000 10000 4.43% 
Promotional Event 350 15000 1.43% 

 
Table 4-6  Profitability Analysis per Tool: Young Professional Client Profile 
 

Marketing Tool 

Potential 
Client 

Exposure Cost Profitability 
Corporate Logo 
Development 2500 1500 17.16% 
Company Package 400 1750 2.72% 
Company Brochure 750 3500 5.10% 
Web Design 10000 5000 68.65% 
Newsletter 300 750 2.05% 
Relationship Marketing 150 20000 0.69% 
Development Logo 2000 1500 13.72% 
Development Brochure 1000 3500 6.81% 
Sales Center 1000 90000 5.35% 
Signage 1200 7000 8.13% 
Direct Mail 500 4300 3.36% 
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Figure 4-1  Corporate Logo Development Profitability 
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Figure 4-2  Company Package Profitability 
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Figure 4-3  Development Logo Development Profitability 

 

0
10
20
30
40
50
60
70

Profit 
Percentage

Older Younger

Client Base Type

Web Design

 

Figure 4-4  Web Design Profitability 
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Figure 4-5  Newsletter Profitability 
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Figure 4-6  Relationship Marketing Profitability 
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Figure 4-7  Company Brochure Profitability 
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Figure 4-8  Corporate Advertising Profitability 
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Figure 4-9  Development Brochure Profitability 
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Figure 4-10  Sales Center Profitability 
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Figure 4-11  Signage Profitability 
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Figure 4-12  Promotional Event Profitability 
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Monthly Home Sales for Builder A
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Figure 4-13  Monthly Home Sales for Builder A 
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Figure 4-14  Monthly Home Sales for Builder B 
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CHAPTER 5 
CONCLUSIONS AND RECOMMENDATIONS 

The assumption that clients will seek out and find the services and products they need is 

naïve and dated. The findings of this study not only reaffirmed the fact that marketing endeavors 

for small residential development builders are profitable but it is just not practical to go on 

competing for work without some promotional effort. 

 Conclusions 

Upon completion of the analysis of the collected data, it has become evident that defining 

and truly understanding the needs of the client base being targeted for the development are the 

most important steps in the marketing plan. The client bases in this study impacted the selection 

of tools that were used to best suit their characteristics.  

The young professional or young family client base was much more suited for marketing 

tools which incorporated a more modern aspect, for example web design. They also are more 

stimulated by the marketing tools which instill their trust thus creating a loyal customer database 

such as newsletters which keep them informed of future works of the company and relationship 

marketing which builds rapport. This will prove to continue to be profitable for the company 

when these customers plan to build again or upgrade to a new home. 

The older client base is more stimulated by tangible products and visual aids which can 

help them see the final picture such as brochures, advertising, sales centers, signs, and 

promotional events. These marketing tools give the clients something to take with them to 

ponder their decision and persuade them to make the decision to buy a home in the builder’s 

development. These tools can also be helpful in referring other similar customers in the same 

situation who might be in the market. These tools are easily transferrable from one client to the 

next. 
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Recommendations 

As it is shown from the graphs representing the monthly sales of homes during the pre-

construction sales period (Figures 4-13, 4-14), the sales of homes in the developments where 

marketing tools were utilized have much more volume and an accelerated pace.  

The future of this study I believe would entail research into the cost of inflation, the state 

of the housing market at the time of the study periods, and the average cost per square foot of the 

houses to be included in the comparison. These values would give more accurate conclusions 

into the profitability of each tool compared to the present worth of each tool and its profitability. 

The need for market research is ongoing. The needs and characteristics of new or changing 

markets are evolving every day. A continued role in the development of new ways to reach these 

existing and potential clients is essential in gaining a competitive advantage while maintaining 

profits on marketing investments.  
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APPENDIX: BUILDER INTERVIEW QUESTIONS 

 
Client Profile 
 Age  
 Gender  
 Marital Status  
 Household Type  
 Employment  
 Income  
 Mobility (likelihood of moving)  
General Information 
 Completion Date  
 Construction Start Date  
 Preconstruction Sales Period (18 month period)  
 Number of units in development or phase  
 Number of homes sold in 18 month pre-construction period  
 Average cost of home  
Marketing Tools Used 

Tool 1 :   
  Potential Client Exposure: Cost:  

Tool 2 :  
  Potential Client Exposure: Cost:  

Tool 3 :  
  Potential Client Exposure: Cost:  

Tool 4 :  
  Potential Client Exposure: Cost:  

Tool 5 :  
  Potential Client Exposure: Cost:  

Tool 6 :  
  Potential Client Exposure: Cost:  

Tool 7 :  
  Potential Client Exposure: Cost:  

Tool 8 :  
  Potential Client Exposure: Cost:  

Tool 9 :    
  Potential Client Exposure: Cost:  

Tool 10 :  
  Potential Client Exposure: Cost:  

 



 

 

55

Monthly Home Sales 
Month 1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 
Number 
of 
Homes 
Sold 
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