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Let's pot thiz oul of thie wary, e, teaffic has slowed aned ves,
cales are down.

Cheap MOortgage manay attracted lats of bareers, laks of invesiors
and s of imventory. NMow builders are scrambling after a smaller
|:-cu.;| of huyers, many af whom cant purchase a new homme until they
sell their old one. But, we've been here before (1980 was much
worssl and we koo what 1o do.

This newsletter is about word-of-mouth marketing. . .the voice of
your customer. People who talk about brands or services they have
experienced. The goal is 1o find the right people and connect them
with each athes. Form new communities.

In Septemsher, Frily Johnson and [illian Yodice of Taylor Johneon
connected maore than 500 puests at a private reception we recently
staged for a Gold Coast high-rise development. If even one-tenth of
these guests told two of their friends abowt the project, and they told
pwerr or three of their friends. _well, you get the idea.

Wiord-oi-mouth marketing is self-palicing, honost and onfiltored,
Cin Page 3 yvou will learn about a telephone survey we conducted
ior o client who had great tratfic but few sales to show for it S0 we
apened a dialogue with 50 of their prospects and acted on the
feedhiack we received.

Il is important to make word-of-mouth marketing casy to take
place. In the world of PR that means simplifying
access for the media. Vanessa Irving did just that
when she produced a video news release (WSED
which can be passed along exponentially,
resulting in television coverage, podoasts and
virtually anything that has electonic
enlertainment potential,

Pulbalic relations ._|.':|||J||I'||_"_-. thies v ol vearg-
cl-mouth marketing. W yvouw ane simply pumping
oul press releases, you are missing many
[Medwarah fiohedn |:||I[:HI:|;I||i[iI_'!1 1e1 bk VO CUSTGCT Loy
Chmmun, CEO branrd. 1T wow want o embrace word-od-mouth

marketing, read an, then give us o call,

180 M Wacker = Chicapo, IL GD60G = 3122450202 = faylorjohnson.onm




. LISTEN TO YOUR CUSTOMER

While ruch of what we do communicates o home buying prospects,
freedback frome them is equally imporant. For many of our clients,
Taylor [ohnson conducts sunveys to leam if the marketing is hiting or
missirng the mark,

Recently, ane of our clients was experiencing hiph salies traffic but a lona
cowneersion rabe, Befone blarming the sales efford of thiowing mone money al
achertising, our advice was 10 tlk directly with those who had expericnoed
thes sabes process and pinpoirt exactly what was, and was nol, resonaling
wiith 1hem.

I towdany's Caller 100 and o il erviremrmeent, we wene pleased Bo haee honest andd
opent conversations with 5000 the 250 e wh had visited the community within the
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PUBLICITY...
IT KEEPS
' GOING,
AND GOING,
AND GOING.

Sarali Lyores
SNl
Esdv i

hatt Lactuesy One of the many bonefits | P! Jour months, W were then able to idlertify e suppores, detracion and neutrals,
ni= o Ehea marmy be ! ;
Swcount £ ey 1 1 Tl:'lﬂ 0 arwd revamg il marketing plan based on their valuable feedback, And the clien has a
of publicity is is abi B, ; i 3
Exeridrar I ol ! richer underszaniding of who his custones we and b 1o connect with them,

repenerate isedf

O Awgust 3, we placed Meumann
Homes In The Wall Street krmal's “Money's
Warlh® section, Coci Rodgers, Midveest
conrespandent of BusinesstVeook Wioakemd,
the nationally syndicated felevision amm of
Fusiressiook Magazing, read the column
anc called us fo rexquiest an inderview vith
Keen Meumaien S her ielevision ssgment on
b binving Incentives. The intervaew was
held at Medimann Homes' “Theam Cerres™
and foowsed on thie builders sales prormolion

NEW MEDIA

As nenspapser readership
checline=, Pusime buibders ane
sevkimg additional ways 1o
reach buyers. Tavlor Johnson's
P Meclia Deparlment
harlps our clients navigate this
e meewy wa el

CInes wuch exarmple s 2
video news release, (WREL whech
accorenndates odays hishly sisoal buver
wln wants instant idonmation acoessikle at
all times, We mecently ||r|u]|r_|:-c| a VIR o
Mlinnls dirst resideniial FREED- (Leadeship in
Ervergy and Ervironmental Designg conified
Bunldlirg, Green huilding and LEELY, a
desrpnation granted by the LS. Green
Fuileing Counil, is o hot news topic, which
jitakes the WRE A kewv foal for g witinning our
client as an experrl source loe reporiers.

The WHE was alwo subenmined by HGTWS
mational Cipen Flogse, o F0-misute program
teal exarmines real estote markets aomss the
country, & program foousing on the
Chicagolond arca is planned for nest year
And finalky, the WVHE will hocome a podeast,
dipnlosdable froem the clipnt's vl site, This
albors e piece o bea “po 10" source for
prowsptive buyers, a5 well o reporics,

Waresan Irving
ACOOENT
Furaiing:
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PERSONAL FINAMCE |

fxr six months of free modgage parmenls,
0 August 12, Fodpers” television
segrrverd aired in 136 markets, including
Chicaga, Denver and Detrost, where
paegemann Homes builds. sddditionalby,
each of the top 20 national markets abed
thi [rogmm. e minube of the five-
menuile segment was deoted eatirely to
Eeumann Homes amd included vigneties
in the: Cieam Center, as well as foofage of
Beumann'’s new communiny in Crasego.
Talk about return an swestomen!

f One unassailable strenpth of PR is its credibility.
The following is an unsolicited email from one of our clients.
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Hi Emity,

1 had a couple who came in two wesks
#ga and an their frst vist, Bought o hemi.
That part s very rare, ) The reason they
came in to see pur office was bechuse of an
ariche they s i the Dady Herld on
Saturday, August 15,

The article was sbaut & coupks who lived
in thee suburts amd ywanted 0D Loy anomn
towm conda which woald alcra them o visit
thie gty on weskends arcd have & place o

make & mane conyersent

Whaen they resad this article ihey both sad
to each other “That's us!™ He ld mo ho
clipped it out ard read it ever and aver
again. Firaly, they decided they were going
to come in and See i o they tould decide B
’ was tornething they wanted (o do. They
did and it wasl

[ just wanbed 1o thamk you guys for the
artscle and let yea know thak &% working?!
It's sbways nice (o knaw e people find us
and what mokes them want to find us.

Keep up Uie godsl wairk]



12 HOUR SALE BUZZ IN THE
Talk adsena hig shopping hags! This summes we GOLD COAST

'.r.li.'.wl :|..1 Ham ke :'7I_|'|rr| CGrand t:]pr'mn!!_ fear erie el Staging el
Chicagn's largest planned dovelopments. Ve used 1
i ; i L A el Bresad way 1o
human signs™ 1o help drive tradfic inie the event. ¥
gt people alking about
your project. Whether
Emiily Jolnson  yi0ad Wit 1o celebrale a
Tosithent muilesione ar faramobe &

I A MNEW CEM SOFTWARE PROGEAM new incentive, engaging peaple in the
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FOR HOME BUILDERS ENIENer] o bier
Oz of our cliemts waanded o wow
Given 1|.r|:|.]'r"5. shirinki fig}, 1Tl kil il & crucial b create ProCesses g |:II.I}1£T5,. [rrospects, WiPs, and brokers h:,l
customer relationship management, This takes continual in-depih hosting a private, imvitation-only
analysis ol your sales, your pricing and the rate in which you close o deal, reception for dls wecale Gold Coast
Sonoima Fartihers has developed a software tool for builders sath mali sine project. Held in the ssles center and
called CRM Elements for Beal Estate designed to miosdels, we showeased the quality of the
& Halp captune greater sales revense building by focusing on details, From
& o chsals mone r||.|i-:'l:|§,-' liveried dooermen who mict BuEsls on this
& Ky cuslnmdir databases up fo date read carpr:l e ai albenedance of frech
¢ Keal-time reporing of sales statistics flnwprs, |:|-.]‘.Sl!|! hawrs ff oervres and
Far ioigemalion comdct Aike Snwder (5200 B70-R105) Elr;::::ITELT Lj.l:::d'fn;rﬁi W
couledn's ket the: 5004 pucsts beave without
= an eac s e 'l.-'iriﬂn chocnlate E‘:I'[

AMERICAN HOUSING CONFERENCE The satiaiied sk wal lod sway Hial

. evening with seven contracts and a new
Far those who couldn’t attend Hankey Wood's American Hessing Confererse aspect for word-of-mouth ma rketing,

in Seplember, beses an: some highlights from the panel discussion, featuring
Boyce Thompeon, editorial direcor of Buitder and Big Builder magaeims;
Lance Ramella, managing director of Hanley Wood Market Intelligence; and
Sharon Slangenes, reporter from the Chicigo Tubme,

Two questions the panel focused on were “How long will the curren
huilding slowedonwny Lase?™ amul L

“What can butlders oo (o comeecl - b
it?" Bioth Thormpson and Ramella “HOW CAN | REDUCE
sugoeshed that the downium CANCELLATIOMNS?"

I'I'Ii.El'll conbinue ||'|r-:||.|_!l,|| 27
with the patential of correcting
itseli |:|:|' HI0R. And, swhile no
builder is immune from hoising

This quesstion is askoed of us weekly during this
tirme of transition, While there s no swe fie sy
o efiminae cancellations, there are some
rreasures that can heldp
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eyelos, the following stops can be = Take bigger ceposits, if vou can,
taken o improve their situalion: « Take feswer contingencics and never take a
* Find ways to achieve lower conlEngency sm g forSale-By-Chaner,
PRI points. = Check periodically on the
® Mass over YLV siles in Lavesr o shatiis of the sale of their exdsting home
A" liscations = Make sure that option selections ans
o Resisl ihscounting, procesding on schisdule,
* Aecimulale = Schedule as many meelmges as v o with |
cash [¥] r|1.1|-.;|_= YO _I'"n‘“‘" . :
stratepic = Slop Eecreasing discounts amd incengives :
- each weeke =
SRRk, = Hild frequent Buiyer mestings and sents, 3
* Appeal 1o baby = Make sune the buyers messd their .
Feacsin, 44 hs ey I'H."i|.."|i|!'rl.|-|5-. 5
bercs, avred -
ity biiyers, Laace Baeneda g_
- FI|||:|||.:|-3.':.5|_- e Mameging (inector E
advantages of new over [ Hanley Winnd Marker tntelligence =
existing homes ' F
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BRAND ON DEMAND

by Lisa BAarguis fackeon

SilvorStome Comerunitios ancd
laylor Inhnson team wp o creale
a “posileon” posveriully,

Foar Tosm Bruin, CEC ol Chic apee sl
SilverSione Commmunilies, amd theee
associales of Chicapn pubdic relations and
lrand corsultant T Taylor fohnson, the
wovk of March 13 was a road Irip that
weolel pul amy lounng rock skar o
shamee, Fresh on the heels of the
COITIpRLIY S ERPInsIon into thres mews
markets this vear, Bruem is now diving
heacdbire] imbo g Corporate imfiatve b
Brand By company's Tnee independent
wrhan infill cperations.

With stops in Depwver, San Fancisoo,
andd %anm Diego, the newdy anoinled feam
wasteel o lnme paulling thas whsisels in
mation for SikeerSiones brand
develonment and iI'I1|:I|l.'I'Il.'I1|.'t|l"'ll"l
imitiofive .'-.-1|1'Ii|||:=. with diwision
presidents at cach o of the sops, the group
interviewed eooeculives, toured product
trom Silverbinone and ols comgelios,
izt weilh r|1._;i.|.'|.:.| ageEncy cowitacls, amd
corducted foces proups of buyers and
ruitsicde hrokers

Fr urs, Bl chidination of leand’ s 1=
|1-r|_'u'ri||n that ke builchsr can own in the
11'|-'|r|-:-r'q1|.1.|:'-e'.' sy Fioder | Wik, Inylnr
fofirsnn’s esecutive vice presicent. b
baikar, it% thee sapeeslar alhlets mall of ws"
Bt for SilverSecme, that posiiven has yet to
e chetemrmiinesd. “We hogpe o be ina
pestion o make actionaa
recomnmenclalions watlaiin a |'|||_|||:|'|__" VR
Ole=iker, And Bauin predicts e
compary will b abhe to arsculate that
visitan in e rest sis onlhs

“le's a competitiye environment out
theee" says Brubn of his madivation

THE BUILDERS
PUBLICITY BUILDER

“Even thounh we ane off toa pood, fas)
sdar, | have tno dight both greenficld
busilders and these Svimal’ Boibder LLC for
Coansumer altention,”

And if the markes does bepin o slow
doven, Bruin sees his branding fonsight
as st gae anore advantage, “Itwill put
us ahead of the pame if athers star b
clecicle it rvighs be an anea o parsue, b
miore imprtantly, 0 puls ws ahead of the
eigththall nma”

Firaim achmins that evaluating the tanpike
parvhack o o brascl ampslementation
program may be a ough reasde o
cagsure, But alrsichy b can envisson ways
thiat Silver St wll eap reaaids,
“Liirmatedy, we bive 1o corse up with a
Ty B et e etric. Bl if weo can
eslablish a bron el cnabdes us 10 Capiune
e market share or even cornmand an
et §5 miore peer spare kol that's an
i|'.|;'rr_'-;:lil'-l:.' strong; sof ol rwelrics in ksl

e

Lizarm o 1o

j o & publicity program

= YWirlte a 4_'r_|:11F|1_'||ing news release
; = Man on-site evenls

= Handle media intendews

= [Deal with crisis coommunicalion
* Hire and budget for PR

Real-life examples, helpful hinis
and expert advice from some of the
country's most respeectied real estate
journalists.

- Cirdier at Lay lorjotins
REALRY T3 BRAMD: The Tavlor [ohnsun team Inehicsd -

Sl Sl Cumiminilies new slioet, el o eighl:
ebeesh Inhnson, LD Kathrn Kjarggaard, amd
Patier Dy, execiilive vaoe presidend

Mew Faces at Taylor Johnson

Amanda Shawaluk

A g Fuidnilier

Uniwersity o Wiruss.
Former secount cxoulnd
al Chpilley Mubilic

Eclabans Wislchwli,
where she was
spnsihle for medu relabinns of

naricnal consumier marketing clisnts,
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