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Ability, motivation and, 417, 420
Accountability, sales promotion and, 206
Accounting. See Financial analysis
Actions
marketing, 12
objectives, advertising, 186-189
Actual value
marketing programs, 157
product/service design, 164-165
Advertisements by others, selling
commercial real estate, 329-330
Advertising, 183-196
action objectives, 186-189
approach of message, 190
assembling strategy, 195-196
behavior funnel, 189
brand trial, 187
budget, 193-195
clutter, and sales promotion, 205-206
communications objectives, 186, 188
communications, role of, 183-185
components of strategy, 185-186
copy, market research, 385
criteria of message, 191
during economic downturns,
343-344
intermediate communications
objectives, 186, 188-189
Internet marketing, 244-245
and marketing programs, 155
market research, 385
media, 191-192
message, 189-191

objectives, 185
profit componei:ts and communication
action ohiecives, 187
residentia! real estate, selling, 302
sales tinel, 189
sca>example, 194-195
sty'e of message, 190
target market, 185
Unique Selling Proposition, 189-190
AIDA model (attention/interest/desire/
action), 222
Allocating distribution, 261
American Express Business Card, 53
American Hospital Supply, 358
American Productivity and Quality
Center, 121
Ansoff, Igor, 124
The Apprentice (tv show), 3, 8, 218, 363
Aptitude, motivation and, 417, 420
ARAMARK, 143
Art association example
market research, 391-394
questionnaire design, 391-394
Assembling strategy, 26
advertising, 195-196
distribution, 269-270
identifiers, 204
personal selling, 223-224
pricing, 260-261
public relations, 235-236
sales promotion, 212-213
Association audit, 120
Assorting distribution, 262
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Adantic City resorts, market research,
386-387
Australia
restaurants, 147-148
Woolworth, 13

Baltimore Washington International
Airport, 46
Beauty salon example, public relations,
234-235
Behavior funnel, advertising, 189
Beijing, Ikea, 192
Benefits. See Customers, understanding
Bergdorf Goodman, 328
Best practices, customer satisfaction, 146
Bias, market research, 388-389
Blogs
effort, 245
Internet marketing, 244-245
Trump, Donald J., 246
BMW, 119, 210, 226
Bombay Sapphire, 192
Bonuses, motivation and, 419-420
Boston Consulting Group, 91-93
Brand
building, public relations, 228
creating (see Brand, creating)
defined, 116
importance of, 4, 6
market research, 385
proliferation and sales pro:iaaion, 206
trial (see Brand trial)
Brand book, 121-122
Brand, creating, 113122
association audiy, 120
associations, 116, 118
attributes of brand, 116-118
brand book, 121-122
brand position, 118-119
building brand, 119-121
communicating brand to organization,
121-122
company values and brand, 114
components of brand, 116-118
and consistency, 114
definition of brand, 116
and discipline, 119
identifiers of brand, 116-117
real estate, building brand, 121
strong brands, how built, 114-115

Brand trial, 137
advertising, 187
Break-even level, financial analysis, 378
British Air, 48, 144
“British Car Service,” 21
Budgets. See also Budgets (advertising)
determination, 155
public relations, 234-235
reactionary cuts during economic
downturns, 343
sales promotion budgeting, 210-212
Budgets (advertising), 193-195
competitive parity, 193
objective and task method, 193-194
percentage of sales, 193
soap example, 194-195
Building marketing stracegy, 15-27
assembling strategy, 26
communicatior. 15
competitors, 1dentifying, 26
components ¢t market strategy, 19-21
concextraaon, 16
coordination of resources and
actions, 16-17
customers, defining, 26
effective, summary, 15, 16
finding strategy, 26-27
forecasting outcomes of strategy, 26
hierarchy of strategies, 21-23
key planning, 26
macroenvironment, exploring changes
in, 26
marketing mix, 20, 24
organization, evaluating, 26
positioning, 20, 24
product/market strategy, 16, 23-26
program strategies, 24-26
restaurant example, 18-19
segmentation, 26
selecting market segments, 26
Situation Analysis, 26
strategic business units (SBUs), 22
targeting and positioning, 17
target market, 19
Burger King, 114, 201, 275
Business objectives
commercial real estate, marketing, 323
customer communications, integrating,
173,175-177
and marketing programs, 150, 154-155
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residential real estate, marketing, 292, 294
Business opportunities, systems for
selecting, 91
Business Week, 218
Buyer versus seller, marketing residential
real estate, 286-287
Buying behavior, market research, 385

Call-ins, selling commercial real estate, 326
Campbell’s, 87
Capabilities of organization. See
Organization’s capabilities,
understanding
Capability Chart, 291
Capitalization (Cap) Ratio, 332-333
Carlzon, Jan, 146-147
“Cash Cows,” 94
Cash on Cash Return, 333
Caterpillar, 62
Catster, 247
The Celebrity Apprentice (tv show), 246
Centers of influence (COls), 305, 329
Chanel, 115, 117
Chanel, Coco, 117
Charles Schwab, 357
Clarity, motivation and, 416-419
CMA. See Competitive Market
Analysis (CMA)
Coach, Inc., 118
Coca-Cola, 115, 128
Cohen, Michael, 40
COlIs. See Centers of influer.ce (COIs)
Commercial real estate, ‘nasketing, 313-324
business objectives, 52
competitors, 317" 520
customers, 319, 320
endurance, 314, 316
environment, 319, 321-323
Environment Analysis, 321
financial analyses, 318
following through, 314
marketing plan, 322
marketing strategy, 323
objectives, 323
observation, 314
organization, 319-321
positioning, 323, 324
primary business specialties of
practitioners, 317
programs, 323, 324
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properties, types of, 316-317
residential real estate versus, 313-318
selling ability, 314
services, types of, 317-318
Situation Analysis, 319
target market, 323
use analysis, 318
Commercial real estate, selling, 325-335
advertisements by others, 329-330
call-ins, 326
Capitalization (Cap) Ratio, 332-333
Cash on Cash Return, 333
Centers of influence (COlIs), 329
communications, 327
Competitive Market Analysis (CMA),
331,334
expired listings, 329
farming, 330
following up, 334
Gross Incorae Multiplier (GIM), 332
marketin p'an, 326
Multip'e Listing Service, 334
Me: Uperating Income (NOI), 332-333
programs, 325-326
prospecting, 327-331
referrals, 335
for sale by owner (FSBOs), 330
selling process, 333-334
showing, 331-332
walk-ins, 326
Communications
advertising, objectives, 186, 188
advertising, role in, 183-185
commercial real estate, selling, 327
with customers, 146 (see also Customer
communications, integrating)
with customer servers, 145
residential real estate, selling, 300-303
Communications Analysis
soap example, 178-179
Communications gap, 49, 177
Community support
residential real estate, selling, 303
Comparative parity pricing, 251
Competition. See also Competitors,
understanding
cost theme, perceived value, 44-45
and perceived value, 44-46
strategic themes, perceived value, 44-46
value theme, perceived value, 44
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Competitive Advantage Analysis
benefits and capabilities, 104
economic downturns, during, 366
positioning product or service, 103-104

Competitive environment, understanding,

69-77
current competitors, 72-73
end-users, 74
entry barriers, 72-73
exit barriers, 72-73
key planning assumptions, 69, 76
macro trends, 75-76
organization performance, factors
affecting, 71
potential entrants, 73
resellers, 74
Situation Analysis, 70
substitute products or services, 73
suppliers, 73-74

Competitive Market Analysis (CMA), 292
commercial real estate, selling, 331, 334
residential real estate, selling, 307, 308

Competitors. See also Competitors,

understanding
commercial real estate, marketing,
319,320
identifying, building market strategy, 26
market research, 385
and pricing, 258
residential real estate, marketiig;
288, 291

Competitors, understanding, 51-60
Actual Value Analysic. 5160
analyzing competicois; 52-54
business objectives of, 53-54
capabilities of, 54
information on competitor, 59-60
perceived value analysis, 55
predicting actions, 57-59
price wars, 58
strengths and weaknesses, 55
who are competitors, 53

Conference board, 121

Confidence, motivation and, 416, 419

Conflict, reseller, 268-269

Conglomerates, 128-129

Conjoint analysis, 43, 353

Consistency, 114

Consultative selling, residential real

estate, 310

Consumer-oriented sales promotions, 209
Continental Airlines, 48
Contribution format. See Income
statement, contribution format
Coordination, marketing programs,
151-152
Cost-plus pricing, 252
Costs during economic downturns
current customers, managing, 352-355
cutting costs, 341-342
Cost theme, perceived value, 44—45
Cover Girl, 207-208
Credibility, public relations, 226
Crisis management, public relations,
232,234
Cross selling, 355-356
Cufflinks (Signature Co.lection), 351
Culture and customer catisfaction,
143-144
Current custerners, managing during
econo1nic Gownturns, 348-360
costs, 252355
cross seiling, 355-356
eveoraating customers by
contribution, 359
loyalty, 356-358
personalized service, 349
price, 351-352
products or services, evaluating changes
in, 354
share, 350-351
switching costs, 358
targeting, 358-360
total unit usage, 350
unit, price less cost per, 353-355
Current market, forecasting, 398-399
Custodial income statement, financial
analysis, 372-373
Customer-centered strategy, 147
Customer communications, integrating,
171-182
business objectives, 173, 175-177
Communications Analysis, 178-179
communications gap, 177-178
communications message, determining,
177-178
establishing strategy, 172
integrated communications strategy,
assembling, 179-180, 182
intermediate objectives, 175
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marketing strategy, relationship, 173-177
perceptual map, 179
positioning, 177
soap example, 178-181
tactics, 173
target customers, 179
target market, 173-175
Customer-driven organizations, 142,
144-145
Customers
commercial real estate, marketing,
319,320
communications (see Customer
communications, integrating)
current customers, managing during
economic downturns, 348-360
defining, building market strategy, 26
and design of product/service, 161-163
evaluating by contribution, 359
and growth focus, determining (see
Growth focus)
and growth path (see Growth plan,
developing)
knowledge and behavior, sales
promotion and, 206
perceptions of, 13
residential real estate, marketing, 288-29¢
satisfaction (see Customer satisfactici)
understanding (see Customers,
understanding)
Customer satisfaction, 140-148
best practices, 146
communications with' customers, 146
communication with customer
servers, 145
and culture, 143-144
customer-centered strategy, 147
customer-driven organizations, 142,
144-145
employee morale, 144-145
empowerment of employees, 144-145
and financial performance, 142-143
increasing, 143
indicators, leading, 148
and marketing strategy, 147
objectives, hierarchy, 140, 142
organization, 144-145
passion for perfection, 144
process for customer satisfaction,

145-146
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strategy, 146-148
training of customer servers, 145
20/20 rule, 143
Customers, understanding, 28-38
benefits, 30-32, 47
current customers, 37-38
decision-making unit, 33-34
defining customer, 33
economic benefits, 32
emotional benefits, 32
features versus benefits, 33
forgetting to talk to customers, reasons,
28-30
functional benefits, 32
heavy users, 38
high-tech users, 38
lost customers, 38
new customers, 35
perceived value, components of, 34-37
potential custcuers, 38
psycholopicor benefits, 32

Decider,.2ecision-making unit, 34
Decceizion-making unit, 33-34

cegments and, 84-86
Decision-making unit member

(DMU), 101

positioning product or service, 108
Decisions

financial analysis for (see Financial

analysis)

marketing, 12
Design. See Product/service design
Design gaps, 164
Direct customer response, 42
Direct fixed costs, 377-378
Discipline, creating brand, 119
Distribution, 261-272

allocating, 261

assembling strategy, 269-270

assorting, 262

choice of reseller, 268

conflict, reseller, 268-269

coverage, 267

distribution chains, 261-262

levels, 267

marketing programs, 156

objectives, 262, 265

strategy, 262-267, 269-270

type, 262, 265-267
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Distribution chains, 261-262
DMU. See Decision-making unit member
(DMU)
“Dogs,” 94
Dogster, 247
Domino Printing Sciences, 357-358
Dow Corning, 58, 352
Doyle Dane Bernbach, 47
Dress shirts (Signature Collection), 70,
115,264
Dreyer’s Grand Light Slow-Churned Ice
Cream, 32
Drinks America, 52
Dry-cleaning example
actual value analysis (see Dry-
cleaning example, actual value
analysis)
forecasting, 401
identifiers, 199
perceived value analysis (see Dry-
cleaning example, perceived value
analysis)
Dry cleaning example, actual value
analysis, 56-57
benefit advantage, 67-68
capabilities, evaluating, 6668
predicting actions, 58-59
Dry cleaning example, perceived value
analysis, 35-37
increasing perceived value, 49
strategic themes, 46
DuPont, 43, 74

Economic downturrs, See wlso Economic

times

advertising, 343-344

budget, reactionary cuts, 343

cost cutting, 341-342

growth during, 130-131

growth focus during, 139

growth matrix, 345

layofts, 343

management during, 341-344

marketing during (see Economic
downturns, marketing during)

new businesses, strategies for, 367-368

new projects, 345

partnering with customers, 344

prices, 342

price wars, 342

receivables, 344
suppliers, payment, 344
surviving, 345-346
targeting during, 80-81
thriving during, 345-346
and training, 343
and Trump property, 340
Economic downturns, marketing
during
current customers, managing, 348-360
dos and don’ts, 339-347
impact of tough economic times,
339-341
new customers during, 361-368
Economic times
and capabilities, 63-64
and marketing, 10-11
Edsel, 163
Effort
blogs, 245
e-mail, 244
Internct marketing, 239, 242, 244, 245
personal selling, 216-217, 220-222
public relations, 227, 234-235
ond sales promotion, 210-212
Web site, 242
E-mail
effort, 244
Internet marketing, 243-244
successful, 243-244
Emerson, Ralph Waldo, 184
Employee morale, 144-145
Empowerment of employees, 144-145
Empty nesters, 94
Endurance, marketing commercial real
estate, 314, 316
End-users, competitive environment, 74
Entry barriers, 72-73
Environment
commercial real estate, marketing, 319,
321-323
residential real estate, marketing, 288,
291-292
Environment Analysis
commercial real estate, marketing, 321
Estimating sales promotion
results, 211
Evaluating customers by contribution, 359
Events, public relations, 231-232
Exhibits, public relations, 231
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Exit barriers, 72-73
Expected value, marketing programs
and, 157
Expensive models or versions, purchase
of, 135
Expired listings
commercial real estate, selling, 329
residential real estate, 304
Exponential smoothing, forecasting, 400
Eyeware Designs Ltd., 233
Eyeware (Signature Collection),
133-134, 233

Facebook, 247
Face of the growth plan, 139
Family businesses, marketing mistakes,
9-10
Farming
commercial real estate, selling, 330
residential real estate, selling, 305-306
Fazio, Tom, 408
Feature, defined, 65
Federated Department Stores, 70,
115, 264
FIABCI. See International Real Estate
Federation (FTABCI)
Financial analysis, 371-383
accounting systems, types of, 372-373
break-even level, 378
commercial real estate, marketing; 318
custodial income statemert;372-373
direct fixed costs, 377-27Q
fixed costs, 373, 377-372
formulas, 377
frame store exaiole, 373-377, 379-382
income statement, contribution format,
373-375
indirect fixed costs, 377-378
marketing decisions, evaluating financial
impact of, 380-382
minimum level of sales change needed,
381-382
sales levels, 377, 379-380
shutdown level, 377-378
variable margin or contribution,
374-377
and variable market rate, 371
Financial performance, customer
satisfaction and, 142-143
Fingerhut, 358

Fixed costs, financial analysis, 373,
377-378
Focus groups, market research, 387
Following up
commercial real estate, marketing, 314
commercial real estate, selling, 334
residential real estate, marketing, 297
residential real estate, selling, 312
Ford, 163
Forecasting, 396-403
alternative sales forecasts, 399
current market, determination, 398-399
dry-cleaning example, 401
exponential smoothing, 400
future market, 399-400
long-term forecasts, 402-403
market share, estimztng; 402
moving average, 795
Multiple Regression Analysis, 400-401
objectives, 297-398
outcomer o1 strategy, 26
potertial, 397-398
Pegression Analysis, 400
recults, 397-398
caies over time, 399
sales potential, 398—400
short-term forecasts, 402-403
and strategy, 26, 396-397, 400-402
For sale by owner (FSBOs)
commercial real estate, selling, 330
residential real estate, selling, 303-304
For sale signs, residential real estate, 302
Fortune 500 companies, 20
4Ps, 11
Frame store example
financial analysis, 373-377, 379-382
income statement, contribution format,
373-375
marketing decisions, evaluating financial
impact of, 381
sales levels, 379-380
variable margin rate, 376-377
Frankfort, Lew, 118
Friden, 129
FSBO:s. See For sale by owner
(FSBOs)
Future market, forecasting, 399-400

Gatekeeper, decision-making unit, 33
GDP, 75
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General Electric (GE), 23, 357
General Motors, 356
Georges, Jean, 17
Gerstner, Lou, 143
Gillette, 43
GIM. See Gross Income Multiplier (GIM)
Global Licensing, 52
Glosser, Cathy Hoffman, 52, 99, 233
Gluck, Andrea, 233
Golden Eye (movie), 210, 226
Gold, Harry, 246
Golf Digest, 408
Golf Magazine, 408
Gross Income Multiplier (GIM), 332
Growth
developing growth plan (see Growth
plan, developing)
focus, determining (see Growth focus)
Growth focus, 132-139
and accepting less value, 136
brand trial, 137
current customers, 134-137
current products, 134-136
current products and related or new
customers, 137-138
and economic downturns, 139
expensive models or versions, purchase
of, 135
face of the growth plan, 139
health club example, 136-138
and loyalty, 135
model shift, 135
new uses for product:/scrvices, 135
prices, payment o: higher, 136
product trial, 155-137
related or new customers, 137-138
related or new customers and related or
new products, 138
related or new products and current
customers, 136-137
reminders to use products/ services, 135
up-selling, 135
value engineering, 136
Growth matrix, 124, 126, 130
economic downturns, 345
personal selling, 219-220
Growth plan, developing, 124-131
alternative growth paths, 126-127,
129-131
conglomerates, 128-129
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current customers, 125
current products or services, 125
customer expertise, 128
and economic downturns, 130-131
focusing strategies, 131
growth matrix, 124, 126, 130
health club example, 126-127, 129-130
new customers, 125
new product or service expertise,
127-128

new products or services, 126
related customers, 125
related products or services, 126
risk in growth, 127-129

Gucci, 328

Guerrilla marketing, 272-282
advertising, 276-277
bookstore example, 73-274
and branding, 275-276
and commuaieations, 273, 276
concentratii g strategy, 273
coord:nating strategy, 273
Intérnes, 279-280, 282
me1keting research, 281
positioning, 274-275
pricing, 280-281
promotions, 278-279
public relations, 279
restaurant example, 274-275
and selling, 278
and service, 276
strategy, 273-274
target market, 274

Hall’s, 128

Harley-Davidson, 367

Hart, Rupert, 357

Harvard Business School, 45

Haste, John, 99

Health club example
growth focus, 136-138
growth plan, developing, 126-127,

129-130

sales promotion, 211-212

Hertz, 128

Heterogeneous target population, 389-390

Hierarchy of strategies, 21-23
marketing programs, 152
product/market strategy, 23-26
strategic business units (SBUs), 22
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Hispanic diet, research, 75, 90 Improving market strategy
Holiday Inn, 117 brand, creating, 113-123
Home Decor, 99 customer satisfaction, 140-148
Honesty, 295 growth focus, 132-139
Hotel Delmonico, 252 growth plan, developing, 124-131
H&R Block, 208 marketing programs, 149-158
Income statement, contribution format,
Idea generation funnel, 362 373-375
Ideal values, 164 frame store example, 373-375
Ideas, finding, 364-367 reorganizing into, 373
Identification of markets, 78-87 variable margin or contribution,
decision-making unit, segments and, 374-375
84-86 Indirect customer response, perceived
economic downturn, targeting during, value, 42-43
80-81 Indirect fixed costs, financial analysis,
failure to target markets, 78-80 377-378
issues, 86 Individuals
market segmentation, 81-82 managing, 41641/
problem, defined, 81 motivating, 421
real estate segments, 83-84 performancz, {actors affecting, 417
Segment Identification Analysis, 82—-84 Influencing op'itons, public relations, 228
segments, role of, 80-81 Information on competitor, 59-60
strategy, market segments and, 86-87 Initator, aecision-making unit, 34
target markets, 80-81 Incel, 117
VIP segment, 79 (niernational Council of Shopping
Identifiers, 197-204 Centers, 321
assembling strategy, 204 International Real Estate Federation
components of strategy, 198-200 (FTABCI), 150-151
developing, 200-201 Internet marketing, 238-249
dry-cleaning example, 199 advertising, 244-245
and marketing programs, 178 blogs, 244-245
media, 200 effort, 239, 242, 244, 245
message, 198-199 e-mail, 243-244
naming, 201-204 generally, 246-249
objectives, 198 media, 245-247
Tkea, 192 message, 239
IMAX Corporation, 99 objectives, 239
Implementing strategy social media, 245-247
advertising, 183-196 speaker example, 241, 243
customer communications, integrating, strategy, 239
171-182 Web site, 239-243, 249
distribution, 261-272 Investors, encouraging, 228
guerrilla marketing, 272-282 Isaac Mizrahi, 115
identifiers, 197-204
Internet marketing, 238-249 Jack Daniel’s, 192
personal selling, 215-224 Jaguar, 357
pricing, 250-261 Japanese companies, business objectives,
product/service design, 161-170 53-54
public relations, 225-237 J.C. Penney, 118
sales promotion, 205-214 “Junkyard Dogs,” 94
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Kawasaki, 48
Kellogg, 75, 90
Kenny, J. Patrick, 52
Key planning
building market strategy, 26
competitive environment, 76
Key target markets, selection of.
See Target markets, selection of
KFC, 127-128
Kodak, 117-118
Komatsu, 62

Land Rover, 48, 209

Layofts, 343

Levi’s, 118

LifeSavers, 165

Listing, residential real estate, 307-308
Loyalty, 135, 356-358

Macroenvironment, exploring change
in, 26
Macro trends, 75-76
Macy’s, 70
Manhattan waterfront (photo), 5
Mar-a-Lago, 63-64, 85
Marketing. See also Guerrilla marketing
decisions, evaluating financial impact of,
380-382
described (see Marketing, descrihed)
plan (see Marketing plan)
programs (see Marketing pregrams)
ratios, 157-158
real estate (see Marketing; real estate)
research (see Market vesearch)
with social mediz, 246-247
Marketing, described, 7-14
changes in since 1950s and 1960s, 12-13
customers’ perceptions, 13
decisions, 12
definition of marketing, 14
and economic times, 10-11
failures, 9
4Ps, 11
market segments, defined, 13
responsibilities, 12
select actions, 12
small business marketing mistakes, 9-10
strategy, 11-12
tactics, 11-12
Marketing mix, and market strategy, 20, 24

Marketing plan, 407-415
commercial real estate, marketing, 322
commercial real estate, selling, 326
improving, 413
marketing areas and planning
analysis, 410
overview, 409-410
planning ahead, 407, 409
planning analysis, 410-411
position, 412, 414-415
process, 410-411
residential real estate, marketing, 293
restaurant example, 414415
Situation Analysis, 412
Marketing programs, 149-158
actual value, 157
advertising, 155
budgets, determiration, 155
business objectives, 150, 154-155
component< of marketing strategy, 153
coordinatiny, 151-152
design, 155
distritizcon, 156
expected value, 157
hierarchy of strategies, 152
identifiers, 155
marketing ratios, 157-158
marketing strategy, 153
and marketing strategy, 149-150
perceived value, 157
personal selling, 156
positioning of product or service,
150, 154
pricing, 156
programs, described, 155-157
public relations, 156
sales promotion, 156
target customers, 149
target market, 152-154
Marketing ratios, 157-158
Marketing real estate
commercial real estate, marketing,
313-324
commercial real estate, selling, 325-335
residential real estate, marketing,
285-297
residential real estate, selling, 298-312
Marketing strategy. See also Powerful
market strategy, building
and capabilities, 62
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commercial real estate, marketing, 323
customer communications, relationship,
173-177
and customer satisfaction, 147
and marketing programs, 149-150, 153
Market research, 384-395
advertising copy, 385
analyzing data, 391
art association example, 391-394
Atlantic City resorts, 386-387
bias, 388-389
brand, 385
buying behavior, 385
competitors, 385
focus groups, 387
focus of, 384-385
heterogeneous target population,
389-390
media, 385
method of contact, 390
needs, 385
non-response bias, 388
perceived value, 385
Perceived Value Analysis, 386
population, 388
pricing, 385
primary data, 387
product, 385
questionnaire design, 390-394
random and nonrandom sampiig;,
387-389
random errors, 389
resellers, 385
response bias, 38&
sales calls, 385
sample size, 388-390
secondary data, 385-386
segmentation, 385
selection bias, 388
suppliers, 385
trends, 385
types of data, 385-387
Markets
failure to target, 78-80
identification (see Identification of
markets)
Market segments
characteristics of, 82
decision-making unit, segments and,
84-86

defined, 13

and identification of markets, 81-82

real estate segments, 8384

and strategy, 86-87

target markets, selection of, 94-96
Market share, estimating, 402
Marlboro, 208
Marriott, 43
MasterCard, 23
Mature markets, sales promotion and, 206
McDonald%, 114, 275, 350-351
McKinsey, 75, 91
Media

advertising, 191-192

and identifiers, 200

Internet marketing, 245-247

market research, 385

public relations, 229 -234

and sales promatien, 206, 209-210
Merriwether, Murjorie, 63
Message

advertizing, 189-191

identificrs, 198-199

incernet marketing, 239

public relations, 227

and sales promotion, 208-209
Methods

public relations, 227, 229-234

sales promotion, 209-210
Miss Universe Organization, 207-208
Model shift, 135
Moments of Truth (Carlzon), 146147
Motel 6, 24
Motivating people, 416-425

ability, 417, 420

aptitude, 417, 420

bonuses, 419-420

clarity, 416419

confidence, 416, 419

individual performance, factors

affecting, 417

individuals, managing, 416-417

individuals, motivating, 421

rewards, 417, 419-420

team, managing and motivating,

421-425

value, 417, 420
Moving average, forecasting, 399
Multiple Listing Service, 334
Multiple Regression Analysis, 400-401
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Muschamp, Herbert, 151 Objections, selling residential real
Museum of Modern Art, 151 estate, 311
MySpace, 247 Objective and task method
budget (advertising), 193-194
Naming, 201-204 and sales promotion, 210
National Association of REALTORS, 289, Objectives
294,296, 304, 317 advertising, 185
NBC Universal, 207 advertising, action objectives, 186-189
Neckwear (Signature Collection), 70, advertising, communications, 186, 188
115, 264 commercial real estate, marketing, 323
Needs, market research, 385 distribution, 262, 265
Neighborhood choice, factors forecasting, 397-398
influencing, 290 identifiers, 198
Neiman Marcus, 24 Internet marketing, 239
Net Operating Income (NOI), Japanese companies, 53-54
332-333 personal selling, 216-220
New businesses, strategies for during pricing, 257-258
economic downturns, 367-368 public relations, 227 -229
New customers residential real =state, marketing,
during economic downturns (see 292,294
New customers during economic sales promorian, 207-208
downturns) Observzt.on, marketing commercial real
growth plan, developing, 125 ¢stare, 314
understanding, 38 Ofne= calls, selling residential real
New customers during economic estate, 302
downturns, 361-368 Olympic Games
new businesses, strategies for, Summer Olympics, 176-177
367-368 Open house, residential real estate, 301
new products or services, strategies, 563 Organizations
strategies, 361-363 capabilities (see Organization’s
New products or services, stiatezies for capabilities, understanding)
economic downturns, 362 commercial real estate, marketing,
ideas, finding, 364-347 319-321
New projects during ecenomic and customer satisfaction, 144-145
downturns, 3:15 evaluating, building market strategy, 26
News, creation of, 228 performance, factors affecting, 71
Newsletters, 232 residential real estate, marketing,
New York Trump International Hotel & 288,291
Tower. See Trump International Organization’s capabilities, understanding,
Hotel & Tower 61-68
Nintendo, 75 benefit advantage, 67-68
NOL See Net Operating Income (NOI) competitive advantage, 67-68
Non-response bias, 388 dry cleaning example, actual value
Northrop Tigershark fighter, 9, 163 analysis, 66-68
Northwest Mutual Life Insurance, and economic times, 63-64
176-177 evaluating capabilities, 65-66
Numbers, understanding feature, defined, 65
financial analysis, 371-383 and marketing strategy, 62
forecasting, 396-403 resource, defined, 65
market research, conducting, 384-395 skills, defined, 65
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Strength/Weakness analysis, 64—66
types of capabilities, 65

Pacult, F. Paul, 52
Panke, Helmut, 119
Partnering with customers during
economic downturns, 344
Passion for perfection, 144
Peckham, John, 320
Penetration strategy, pricing, 254
Perceived value. See also Perceived
Value Analysis; Perceived value,
components of; Perceived value,
measuring and managing
and marketing programs, 157
market research, 385
Perceived Value Analysis
market research, 386
Perceived value, components of, 34-37
analysis of perceived value, 34-35
dry cleaning example, 35-37
Perceived value, measuring and managing,
39-50
competition, role of in perceived value,
44-46
conjoint analysis, 43
cost theme, 44-45
direct customer response, 42
increasing perceived value, 47-49
indirect customer response, 422
managing, 39
measuring, 40-44
positioning product et szivice, 109
strategic themes, 14-15
subjective estime.tion, 43-44
trade-off analysis, 43
value engineering, 49
value-in-use, 41-42
value theme, 44
Perceptual map, 179
Performance
organization performance, factors
affecting, 71
Personal contact, selling residential real
estate, 302
Personalized service, 349
Personal selling, 215-224
AIDA model (attention/interest/desire/
action), 222
assembling strategy, 223-224

components of, 216-217
effort allocation, 216-217, 220-222
growth matrix, 219-220
and marketing programs, 156
objectives, 216-220
product and market, sales objectives by,
219-220
sales manager, 216
strategy, 216-217, 222
support, 216-217, 223
and time, 215
Personal services, marketing residential
real estate, 287-288
Petrus, Jim, 349
Phillips-Van Heusen Corporation,
70, 351
Pillsbury, 208
Pizza Hut, 75
Polaroid, 9, 163
Population, mariet research, 388
Porter, Michacl, 45, 70
Positior:ag ot product or service, 98-109
berlentadvantages, 102, 106-107
capebilities, evaluating, 105-106
commercial real estate, marketing,
323,324
competitive advantage, 102-103,
106-107
Competitive Advantage Analysis,
103-104
components of positioning, 100-104
customer communications,
integrating, 177
decision-making unit member (DMU),
101, 108
definition of positioning, 99-100
description of positioning, 101
determining positioning, 108
evaluating capabilities, 105-106
marketing plan, 412, 414-415
and marketing programs, 150, 154
and market strategy, 20, 24
no competitive advantage, 107
perceived value, 109
real estate example, 104, 106-2-9
residential real estate, marketing, 292,
294-296
segments, other, 108
target competitors, 101-102, 108
Potential, forecasting, 397-398
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Powerful marketing strategy, building. “Problem Children,” 93-94
See also Building market strategy for Problem, defined, 81
detailed treatment Procter & Gamble, 29
building marketing strategy, 15-27 Product and market, sales objectives by,
competitive environment, 219-220
understanding, 69-77 Product, market research, 385
competitors, understanding, 39-50 Product/market strategy
customers, understanding, 28-38 developing, 24-26
identification of markets, 78-87 role of, 23-24
marketing, described, 7-14 Product/service design, 161-170
organization’s capabilities, actual value analysis, 164-165
understanding, 61-68 analysis, 163-164
perceived value, measuring and and customers, 161-163
managing, 39-50 design decisions, 170
positioning product or service, 98-109 design gaps, 164
target markets, selection of, 88-97 determining design, 163-164
Trump, Donald, on marketing, 3-6 ideal values, 164
Power of the trade, sales promotion and, 206 LifeSavers, 165
Press, dealing with, 229-230 marketing prograras, 155
Price wars, 58 product spa’e, 165-170
during economic downturns, 342 service srace, 165-170
Pricing, 250-261 soap eaample, 164-170
approaches to, 251-253 Producteor services
assembling strategy, 260-261 economic downturns, changes
comparitive parity pricing, 251 during, 354
and competitors, 258 and growth focus, determining (see
cost-plus pricing, 252 Growth focus)
current customers, managing during and growth path (see Growth plan,
economic downturns, 351-352 developing)
determinants of price, 253 Product Space Analysis, soap example,
during economic downtur:is, 342, 165-170
351-352 Product trial, 136-137
financial consequences ¢f price, Profit
258-259 components and communication action
higher prices, paviment of, 136 objectives, advertising, 187
how price works, 253-255 current customers, increasing from, 350
and marketing programs, 156 Programs
market research, 385 commercial real estate, marketing,
objectives, 257-258 323,324
penetration strategy, 254 commercial real estate, selling, 325-326
roles of, 250-251 residential real estate, marketing, 292,
skimming strategy, 254 296-297
soap example, 259-260 residental real estate, selling, 298-300
strategies, 254 Program strategies, 24-26
target return on investment (ROI), 251 Progress, team, 424
tentative price, 258 Promotion
value/cost pricing, 255-259 objectives, and sales promotion,
Primary business specialties of 207-208
practitioners, 317 Trump, Donald on, 4
Primary data, market research, 387 Properties, types of
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commercial real estate, marketing,
316-317

Prospecting

commercial real estate, selling, 327-331

residential real estate, marketing, 287

residential real estate, selling, 303-307
Prudential Insurance Company, 117
Public relations, 225-237

advantages of, 225-226

assembling strategy, 235-236

beauty salon example, 234-235

brand building, 228

budget, 234-235

credibility, 226

crisis management, 232, 234

disadvantages, 226-227

effort, 227, 234-235

events, 231-232

exhibits, 231

influencing opinions, 228

investors, encouraging, 228

and marketing programs, 156

media, 229-234

message, 227

methods, 227, 229-234

news, creation of, 228

newsletters, 232

objectives, 227-229

press, dealing with, 229-230

strategy, 227, 235-236

target audiences, 227

Qualifying prospects
residential real estote; selling, 306-307
Questionnaire design
art association example, 391-394
closed-end questions, 391
market research, 390-394
open-ended questions, 390-391

Ralph Lauren, 115
Random and nonrandom sampling,
387-389
Random errors, market research, 389
RCA VideoDisc, 9, 163
Real estate
brand, building, 121
commercial real estate (see Commercial
real estate, marketing; Commercial
real estate, selling)
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example (see Real estate example)
marketing (see Commercial real estate,
marketing; Residential real estate,
marketing)
residential real estate (see Residential
real estate, marketing; Residential
real estate, selling)
Real estate example
capabilities, evaluating, 106
competitive and benefit advantages,
identifying, 107
identification of markets, 83-84
positioning product or service, 104,
106-108
target markets, selection of, 91-96
Receivables, during economic
downturns, 344
Reeves, Rosser, 189
Referrals
commercial real estate, selling, 335
residentit | r>u! estate, marketing, 297
reside:.tial real estate, selling, 312
Regression Analysis, forecasting, 400
Reiability, 358
Remunders to use products/services, 135
Resellers
competitive environment,
understanding, 74
distribution (see Distribution)
market research, 385
and sales promotion, 210
Residential real estate, marketing, 285-297
business objectives, 292, 294
buyer versus seller, 286-287
Capability Chart, 291
commercial real estate versus, 313-318
Competitive Market Analysis
(CMA), 292
competitors, 288, 291
customers, 288-290
environment, 288, 291-292
factors when buyers choose real estate
agent, 295-296
follow-up, 297
and honesty, 295
marketing plan, 293
neighborhood choice, factors
influencing, 290
objectives, 292, 294
organization, 288, 291
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Residential real estate, marketing ROI. See Return on investment (ROI)
(continued) Ross, George, 8, 17
personal services, 287-288 Trump Strategies for Real Estate, 63
positioning, 292, 294-296
programs, 292, 296-297 Sales calls, market research, 385
prospecting, 287 Sales funnel, advertising, 189
referrals, 297 Sales levels
Situation Analysis, 288-292 financial analysis, 377, 379-380
special nature of, 286-287 frame store example, 379-380
strategy, 292-296 Sales manager, personal selling, 216
target market, 292, 294 Sales potential, forecasting, 398-400
testimonials, 288 Sales promotion, 205-214
Residential real estate, selling, 298-312 accountability, need for, 206
advertising, 302 and advertising clutter, 205-206
centers of influence (COls), 305 assembling strategy, 212-213
communications, 300-303 brand proliferation, 206
community support, 303 consumer-oriented pion.otions, 209
Competitive Market Analysis (CMA), customer knowledge and behavior, 206
307, 308 effort, 210-212
consultative selling, 310 estimating nircmotion results, 211
expired listings, 304 health club example, 211-212
farming, 305-306 and murketing programs, 156
following up, 312 mature markets, 206
listing, 307-308 media, 206, 209-210
objections, dealing with, 311 iuessage, 208-209
office calls, 302 method, 209-210
open house, 301 objective and task method, 210
personal contact, 302 power of the trade, 206
programs, 298-300 promotion objectives, 207-208
prospecting, 303-307 and resellers, 210
qualifying prospects, 306-327 sales promotion budgeting, 210-212
referrals, 312 shorter term focus, 206
for sale by owner (FSBQs), 303-304 strategy, 206-207, 212-213
for sale signs, 302 trade-oriented promotions, 210
selling process, 20%-312 Sample size, market research, 388-390
showing, 308 Sanity Music, 144
signals, 310 SBUs. See Strategic business units (SBUs)
walk-ins, 302 Schlitz, 106-107
Web site, 301 Schutzenhofer, David, 408
Resource, defined, 65 Sears, 118
Response bias, market research, 388 Secondary data, market research, 385-386
Responsibilities, marketing, 12 Second Melody, 172-173
Restaurant example Segmentation
building market strategy, 18-19 building market strategy, 26
marketing plan, 414-415 market research, 385
Return on investment (ROI), 251 Segment Identification Analysis, 82-84
Rewards, motivation and, 417, 419-420 real estate segments, 8384
Risk, developing growth plan, 127-129 Segment Selection Analysis
Ritz-Carlton Hotels, 24 target markets, selection of, 91
Rogers, Buck, 144 Selecting market segments, 26
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Selection bias, market research, 388
Selection of key target market. See Target
markets, selection of
Selling ability, commercial real estate, 314
Selling process
commercial real estate, selling, 333-334
residential real estate, 309-312
Selling residential real estate. See
Residential real estate, selling
Service design. See Product/service design
Service space, 165-170
Services, types of
commercial real estate, marketing,
317-318
Share, current customers, 350-351
Shorter term focus and sales promotion, 206
Showing
commercial real estate, selling, 331-332
residential real estate, 308
Shugart, Paula, 208
Shutdown level, financial analysis,
377-378
Signals, selling residential real estate, 310
Signature Collection, 70, 115
advertising, 184
cufflinks, 351
distribution, 264
eyeware, 133-134, 233
identifiers, 202
Simons, Paul, 13
Sims, Molly, 208
Sirkin, Allan, 351
Situation Analysis
building market strategy, 26
commercial real esiate, marketing, 319
competitive environment,
understanding, 70
marketing plan, 412
residential real estate, marketing,
288-292
Skills, defined, 65
Skimming strategy, 254
Small businesses, marketing mistakes,
9-10
Smirnoff, 58
Soap example
advertising, 194-195
budget (advertising), 194-195
customer communications, integrating,

178-181
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pricing, 259-260
product or service space, 166-170,
180-181
Social media
Internet marketing, 245-247
marketing with, 246-247
success of, 247
Southwest Airlines, 45, 46
Speaker example
Internet marketing, 241, 243
Web site, 241, 243
Spirit Fournal (Pacult), 52
Stainmaster, 74
Strategic business units (SBUs), 22
Strategic themes, perceived value, 44-46
Strategy. See also Powerful market strategy,
building
current customers, 11anaging during
economic downturns, 348, 350
customer satsfaction, 146-148
distribution; 262-267, 269-270
forecasting, 396-397, 400402
identificrs, 204
imylementing (see Implementing
strategy)
Internet marketing, 239
and market segments, 86-87
new customers during economic
downturns, 361-363
personal selling, 216-217
pricing, 254
public relations, 227, 235-236
residential real estate, marketing,
292-296
sales promotion, 206-207, 212-213
Strength/Weakness analysis, 64-66
Substitute products or services, 73
Success
e-mail, 243-244
market strategy (see Success, market
strategy)
social media, 247
Web site, 241-242
Success, market strategy
marketing plan, 407-415
motivating people, 416-425
Suits (Signature Collection), 184, 264
Suppliers
competitive environment,

understanding, 73-74
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Suppliers (continued)

economic downturns, payment during,

344

market research, 385
Support, personal selling, 216-217, 223
Surviving economic downturns, 345-346
Swank, 351
Switching costs, 358

Target customers, marketing programs
and, 149
Targeting
current customers, managing during
economic downturns, 358-360
during economic downturn, 80-81
Target markets. See also Target markets,
selection of
advertising, 185
commercial real estate, marketing, 323
determining, 81
and marketing programs, 152-154
residential real estate, 292, 294
role of, 80-81
Target markets, selection of, 88-97
attractiveness, 90
business opportunities, systems for
selecting, 91
“Cash Cows,” 94
criteria, 89-90
“Dogs,” 94
empty nesters, 94
“Junkyard Dogs,” 94
market segments, typ=s of, 92-94
“Problem Children, " 03-94
real estate example, 91-96
relative ability, 90
Segment Selection Analysis, 91
segment selection chart, 94-96
Target return on investment (ROI), 251
"Team, managing and motivating, 421-425
Teflon, 74
Testimonials, marketing residential real
estate, 288
Texas Instruments, 117
3M, 210
Thriving during economic downturns,
345-346
Tiffany, 328
Time, personal selling, 215
Total unit usage, current customers, 350

"Toyota, 90
Trade-off analysis

perceived value, measuring and

managing, 43

Trade-oriented sales promotions, 210
Training

of customer servers, 145

during economic downturns, 343
Travel & Leisure magazine, 8
Trends, market research, 385
Trump Building (New York City), 202
Trump, Donald J.

The Apprentice (tv show), 3, 8, 218, 363

blog, 246
brand, 115

The Celebrity Apprentice (tv show), 246

and golf, 408
on location, 40
and Mar-a-Lagh, 65-64, 85
on marketirg, 36
and Miss Universe Organization,
207-208
cn resicential real estate, selling, 300
“Iramp Formula,” 315
‘trump Home, 85, 99
Wollman Skating Rink (New York
City), 230-231
“Trump Formula,” 315
Trump Golf Properties, 173
Trump Home, 85, 99
Trump Ice, 363
Trump International Hotel Management
LLC, 349
Trump International Hotel & Tower
attache service, 349
building market strategy, 17-18
cleanliness, priority of, 18
customer satisfaction, 141
growth path, 125
Las Vegas, 218
marketing, 8-9
New York City, 8-9, 17-18, 141, 418
orientation program, 418
personal selling, 218
residential real estate, selling, 299-300
Sisli, Istanbul, 364-365
Waikiki, 299
Trump, Ivanka, 365
Trump National Golf Club, Bedminster,
172-173, 408
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Trump Ocean Club International
Hotel & Tower Panama, 40
The Trump Organization, 8, 17, 52
casino suite, 162
Donald J. Trump Signature Collection,
70, 115, 133-134, 184, 233, 264
Istanbul hotel, 365
and Mar-a-Lago, 65
Trump Home, 85, 99
West Side Apartments (New York
City), 89
Wollman Skating Rink (New York
City), 230-231
Trump Park Avenue, 40, 252
Trump Premium Vodka, 52
Trump SoHo New York, 285-286
Trump Strategies for Real Estate (Ross), 63
Trump Taj Mahal, 30-31
Trump Tower, 328
Trump World Tower, 40
overall performance award, 150-151
skyline (photo), 5
20/20 rule, customer satisfaction, 143

Unique Selling Proposition, 189-190

United States Figure Skating (USFS), 230

Up-selling, 135

USAA, 145

U.S. Air Force, 9

U.S. Airways, 46

Use analysis, marketing com:tievcial real
estate, 318

User, decision-making 'n1y, 34

USFS. See United States riigure Skaing
(USFS)

U.S. Navy, 9

Value/cost pricing, 255-259
competitors, determining likely actions
of, 258
financial consequences of price,
258-259
incremental cost per unit,
determination, 256-257
market strategy, determining, 258
objectives for overall contribution,
257-258
perceived value, estimating, 255-256
Value engineering, 49, 136
Value-in-use, 41-42

Value Managed Relationship (VMR), 357
Value, motivation and, 417, 420
Value theme, perceived value, 44
Variable margin or contribution
financial analysis, 374-377
income statement, 374-375
Variable margin rate, frame store example,
376-377
Variable market rate, 371
Vega, Amelia, 207
Verizon Wireless, 87, 90
Vetoer, decision-making unit, 34
Victoria’s Secret, 115
VIP segment, 79
Virgin Atlantic, 192
Visa, 53, 114-115
VMR. See Value Managued Relationship
(VMR)
Volkswagen Beetl?, 27-48

Vuitton, Louis, 117

Walk-ing
commeycial real estate,
selling, 326
residential real estate, selling, 302
‘Val-Mart, 24, 355
Web site, 239-243
building, 240
effort, 242
estimating results, 243
marketing, 239-243, 249
residential real estate, selling, 301
speaker example, 241, 243
successful, 241-242
Wendy’s, 275
Westin Hotels and Resorts, 33
West Side Apartments (New York
City), 89
Wine Enthusiast Magazine, 52
Winick Realty Group, 328
Wolfie’s Grill (Sydney, Australia), 147-148
Wolfschmidt vodka, 58
Wollman, Kate, 230
Wollman Skating Rink (New York City),
230-231
Woolworth (Australia), 13

Xerox, 29, 146

Yankee Group, 87
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