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Before we begin, I want you to think about how many times you actually sought out an advertisement.
How did you know where to look for it? Why did you choose that one? Whether you know it or not, the
number of times you were exposed to the message has a huge impact on you. Also, the message
and how it made you feel had a large influence on your response.

On the other side of the table, how do you know how well people are responding to your
advertisement? If you are spending your hard earned cash advertising, you should be able to tell
exactly what type of response you are getting and be able to track the performance of your ads.

The above are two separate but related topics that need to be evaluated when developing an
advertising campaign. And as with all marketing programs, it begins with demographics and your
expected return on investment.

Step One: Know your audience. Once again, what is your target audience? For a real estate investor,
what type of property and owner situation are you looking for? What are your customer's hot buttons?
Back to the initial question in this article, if you responded to a print ad, you responded to the one that
stuck you emotionally and fills a need.

Step Two: Speak to your customer's needs. Think about this, if you are facing a foreclosure and need
to sell your home yesterday, to which ad would you personally respond:

"I buy ugly houses. Fast Closing, Call our 24 hour recording (800) 668−6688"

Or

"Need To Sell Your Home For Cash? Let me help you. If I can't buy your house I will find someone
who will. Foreclosure? Not a problem. Call me right now (949) 858−1877"
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If I were in dire straights, I would choose a real person over a 24 hour recording and a local number
over an 800 number. Also, I would be more likely to respond to the advertisement that is offering an
action (to help) instead of just stating what they do. Finally, I would probably be more likely to respond
to the ad that has a call to action "Call me right now" simply because it told me to do so.

What is the moral of this story? Make sure your ads speak to your prospect's emotions. Always have
a call to action in the ad, and always be available to receive the call. If a prospect takes the steps to
call you, they are in the mood to deal right then. If you don't answer the phone, they may or may not
leave a message before moving on to the next advertisement.

Step Three: Periodicity: One of the first questions that I asked in this article was how would you know
where to look for an ad? The answer is periodicity. If an ad has been run continuously, prospects will
know where to look for it when they need it. Rarely will a prospect take action when they are first

exposed to your message. However, if it is in front of them on a weekly basis and they need your
services, they will immediately know where to look for your info. Run your ads continually. If your
placement is correct, you should be making a return on investment from your advertising so keep your
message out there.

As a personal example of the necessity of continual advertising, I found a local pizza place through our
local Pennysaver. They run the same ad every week. After a couple of months of scanning the
periodical for investment opportunities, I ended up ordering pizza from this place. Their food turned out
to be great however, I did not write down the number. Their advertising worked, they recruited a
customer.

However, the next week I was in the same scenario and was craving their pizza. I flipped opened the
Pennysaver looking for their ad so that I could get the number and order dinner. That week they had
discontinued placement and their as was not running. Instead of going to the hassle of calling
information or opening a the phone book, that night I ended up grabbing a bag of chips and proceeding
with my routine of looking for deals in the Pennysaver. They lost a sale simply because they
discontinued ad placement and I, like most people, didn't have the motivation to go searching for their
information.

To summarize the message, repeat your advertising enough to make your customers know where to
find you. They will call when they are ready.

Step 4: Tracking Response: If you are spending money advertising your services, you should be able
to know the exact response per ad you are getting. With that in mind, find a way to track the calls to
your specific advertisements. For me I use different telephone numbers for different ads. Also, know
the circulation of your advertisement so that you can gauge how well the masses respond to your
message. Finally, know what return on investment you are getting for each month's worth of
advertising. More to the point, know how much money in the form of deals or purchases is coming in
as a result of your advertising.

In summary, make sure your print advertisements and classified ads speak to your prospects'
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emotions. Include a call to action in your ad, and always include a way to track your response. Finally,
remember that you must run your advertisements often to grow the response that you need.

+++++++++++++

Barrett Niehus is a principal in IP Ware Real Estate Investment Software

and a part time real estate investor. Mr. Niehus has served as a marketing consultant for a number of
product launches and has written extensively on the topics of marketing, sales and business
development.
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"Get your positioning and your programs implemented properly, and the numbers will come. But you've
got to have some patience."
- Jack Trout with Steve Rivkin
"The New Positioning. The Latest on the World's #1 Business Strategy"

One of the biggest derailers of successful marketing is the process of continually changing your
marketing strategy. According to Jay Levinson, author of the Guerilla Marketing series of books, says
in the book "Guerilla Advertising", that many great advertising campaigns are abandoned much to early
before they have a chance to produce great results.

Understand that because consumers are bombarded by advertising images and messages constantly,
they will perceive those messages and images that are consistent. You need to slowly work your way
into the brain of the consumer. Bullying your way in may produce some short term results but given the
way consumers think, a bullying approach will soon be dismissed and filtered out.

The key to great marketing is simplicity, focus, and patience. Continually being in the consumer's
awareness with a simply message and a strong focus will yield better long term results than a
complicated, bullying message that slaps the consumer alongside their frontal cortex.

Again, referencing Jay Levinson, you should consider your marketing and advertising as a
conservative investment that you expect to yield big payoff over time. Marketing and advertising is not
a speculative investment, in which you win or lose big.
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As you develop your marketing plan, build in patience and consistency. Consumers like stability in a
business and one way to build stability is a consistent marketing message that they are able to get
used to seeing and processing. This type of campaign is comforting to the consumer who is used to in
your face advertising being blasted at them over multiple media channels. You may not see the
numbers change immediately but they will come with patience.

************************
Darrin F. Coe, MA holds a master's degree in psychology and is the operator of "The Center For
Understanding Consumer Thinking" at www.consumer−thinking.com. His most recent special report,
"The Internet Consumer Exposed" is available at www.consumer−thinking.com/exposed1. Contact him
for consulting at coe@ris.net or 1−719−275−5907 after 5:00 PM mountain standard time.
*************************
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