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FOREWORD

This instructor's guide is one of eighteen in a housing-management
curriculum developed by HUD in conjunction with Temple University.

The guide reprints all the material in the participant's workbook.
but gives more detailed information where necessary and answers the
test questions.

,/

Donna E. Shalala
Assistant Secretary for

Policy Development and Research

Our hope is that with your help. the workshops using this
curriculum will advance professionalism in the field of housing
management. The lack of professionalism -- that is. the lack of
uniform standards which allows people of varying knowledge and
abilities to manage HUD-assisted and privately financed housing -­
has contributed to some serious problems: high default rates.
abandonments. and vandalism. To correct such problems is important.
We are glad to have you working with us.
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PREFACE 

Each workbook in this series presents a number of learning 
objectives targetted to a selected area of management. Successful 
completion of the learning objectives presented in each workbook provides 
a series of building blocks to buttress the spectrum of skills required 
of a housing manager. 

In preparing these workbooks, an attempt has been made to incorporate 
the range of knowledge that housing managers might be required to draw 
upon. Likewise, an attempt has been made to reflect the present state-of~ 

the-art of housing management. Inevitably, whatever is captured in print 
reflects a body of knowledge and practice up to the point of publication. 
Therefore, the students and instructors making use of these workbooks 
will want to keep alert to new developments that should be integrated 
into the workbook material. Furthermore, like any attempt to codify 
knowledge in a particular field, the material presented in these workbooks 
is open to differences of interpretation and emphasis. \.Ie are aware that 
there may be some techniques and procedures described in these workbooks 
with which some experts in the field might disagree. The best test of 
such procedures and techniques will come when they are applied in the 
field by housing management practitioners. Through this process, the 
state-of-the-art will continue to be improved. Instructors in the future 
will undoubtedly want to incorporate such acknowledged improvements into their 
delivery of the workbook material. 

One final point is worth mentioning. An initial impetus for these 
workbooks was the need to upgrade management skills in HUD-related housing. 
However, many of the principles presented should be viewed by students and 
instructors as applicable to multifamily housing management practices in 
the private sector. 
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INTRODUCTION

1Aarketing and attractino prospective residents is an important func-

tion of the housina manaoer. Although some ~anagers have long ~/aiting

lists of eliaible applicants, other managers need an aagressive and care-

fully olnnned marketin0 strategy because of the aqe, location or imaae

of their devp.lopment or because of the rent structure in their local ~ous-

ing market. This workshoo strives to enable nanagers to prepare and

i~plement comorehensive marketing plans. Accordin~ly, it has four over-

all ooals:

(1) To enable ~anaqers to locate prospective residents,

(2) To enable managers to adopt the most econonical method of
reaching the most qualified prospects,

(3) To enable managers to comply with Federal equal employment
opportunity requirements, and

(4) To enable manaaers to successfully work with prospective
residents during the marketing orocess.

Each goal has several learning objectives. These learning ohjectives

are, simply, measurable statements about the specific knowled0e partici-

pants are exrected to acquire in the workshop.

Each learning objective, in turn, has what is called an anticipated

practice outcome. Anticipated practice outcomes are those practical

skills a participant can be exoected to imple~ent on the job using the

information acquired in the workshop.

In other words, anticipated practice outcomes refer to the ways knowl-

edge acquired in the workshop can be applied to real problems and situa-

tions.

The workshop, organized around the learning objectives and anticioated
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practice outcomes, requires two hal~day sessions.

Session 1 - Goal Areas and 2

Session 2 - Goal Areas 3 and 4
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HO\>! TO USE THE INSTPUCTOR I S GU IDE 

This is the Instructor's Guide to the workshop on Marketina Procedures 

for Housing Managers. In addition to listing goals, learning objectives, 

and anticipated practice outcomes, it contains a detailed content section, 

discusses appropriate methodology and resources, and provides a 

rationale for the group task with suggested strategies for connecting the 

exercise to content items. It also provides answers to the post-test 

evaluation and suggests criteria for evaluatinq results of the skill­

test items. 

The Participant's Workbook for the workshop contains the same intro­

duction and description of ooals, learnina objectives and anticipated 

practice outcomes. However, the content and methodoloqy are less detail­

ed.and only those materials required for narticipants in the group task, 

post-test and skill-test are included. 

The workshop is organized around learninQ objectives and anticipated 

practice outcomes. The overall workshop plan is presented in the matrix 

on pages yi through x. 

At the top of each page is a box containing the overall problem. At 

the far left of each page is one of the overall goals of the workshop. 

The goals state in broad terms how the workshop will address the prohlem. 

To the right of each goal statement are its learning objectives. 

These objectives represent specific knowledge a participant is expected 

to acquire during the workshop. 

In the next column to the right, under "Content," is a list of tre 

material to be covered for each goal. 
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Moving farther ri9ht, the next column contains methodology. Outlinerl 

in this column are the teachinq methods suggested for the workshop. In 

this workshop a series of informal lectures will be used. 

The next column, labeled "Resources," contains a description of who 

will conduct the course. For this workshop, Drogram staff can be used. 

The next column to the ri9ht lists those correspondin0 post-test 

items which will measure how well participants met the learning objectives. 

This column is followed by the anticipated practice outcomes, which 

are more practical, job-related skills or attitudes the participant is 

expected to acquire. 

Finally, the last colu~n on each page lists corresponding skill-test 

items which will measure how well participants met the anticipated prac­

tice outcomes. 
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PROBLEM

.UORKSflOP .~TRI X

r-Man:gers need skills for developing and implementing cor.lprehensive marketing plans for their developments.

EVALUATION ANTICIPATEO EVALUATION OF
LEARNING J J RfSOURCES·~

OF KNONLEOGE PRACTICE IMPROVEMENTS
GOAL OBJECTIVES 1CONTENT 1METHOOOLOGY ACQIIl REO

--:j
OUTCOMES IN SKILL

l. To enable l. Participants will l. Word of mouth l. Infonnal l. ~'orkshop l. Completion 1. Participants will l. Completion
manaqers list five (5) 2. Community contacts lecture Staff of post-test exami ne a hypn. of sk111-
to locate marketinq methods. 3. Cooperative referrals item l. °thetical case stu<tY test item
prospec- 4. Walk-ins anti su!)qest an 1.
tive resi- 5. Promotional material appropriate market-
dents. 6. Newspaper ads inQ strategy based

7. TV/radio ads on necessary condi-
8. General publicity tions.
9. II i ri nq an aqen t <

~.

~.

2. Participants will 1. Arlvanta~es of methods 1. Informal 1. Workshop 1. Co~letion 2. Participants will 1. Completion
1ist two (2) 1-9 lecture Staff of post-test examine a hypo - of sk111-
advantages for item 2. thetical case study test item
each marketinq and suggest an 2.
method listed. appropriate market-

inq strateqy based
on necessary condi-
tions.

3. Participants will 1. Oisadvantages of 1. Infonnal 1. ~Iorkshop 1. Completion 3. Participants will l. Completion
11st two (2) methods l-q lecture Staff of post-test examine a hypn. of ski11-
disadvantaoes for item 3. thetical case stu<tY test item
each ~larket i ng and suggest an 3.
method listed. appropriate market-

in!) strateqy based
on necessary condi-
tions.



PROBLEM Managers need skills for developing and implementing cpmprehensive marketing plans for their developments.~
___________----J

l. Participants will l. Target population l. Informal l. Workshofl l. Completion l. Participants will 1. Completion
list four (4) 2. Fit with budget discussion Staff of post-test examine a hypo - of ski1l-
factors which de- 3. Affirmative Fair 2. Group tas~ item 4. thetical case stu~ test item
termine the most Housing and determine the 4.
economical method 4. Immediate needs of most economical
of reaching the development marketing methods.
most qualified 5. Individual nature of
prospects. development <

-0.

-
It ANTICIPATED EVALUATION OF
DGE PRACTICE "- IMPROVEMENTS

OUTCCf"ES IN SI;ILL

-

EVALlIATIO
OF KNO~'LE
ACQUIREDMETHOOOLOGY

LEARNING
~ OBJECTIVESEJ-

2. To enable
managers
to adopt
the most
economical
method of
reaching
the most
qual Hied
prospects.
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PROBLEM Managers need skills for developin9 and imnlementinq cOlI.prehensive marketing plans for their developments.

------_._--

EVALUATION ANTICIPATED EVALUATION OF
LEARNING

METHOOOW~ji RESOU;C~S
OF KNOWLEDGE PRACTICE It-1PROVEMENTS

OBJECTIVES ACQUIRED OUTCOMES IN SKILL

3. To enable l. Participants will l. Differential l. Informal l. ~'orkshop l. Completion l. Participants will l. Completion
managers to cite the two (2) treatment lecture Staff of post-test examine two (2) of skill-
comply with types of discrim- 2. Oifferenti a1 itp.m 5. case studies and test item
Ferleral ination. imnact test for the type 5.
Equal Employ- of discrimination
ment Oppor- present.
tunity Re-
quirements. 2. Participants will l. Refusals/failures l. Informal 1. Workshop 1. Completion 2. Participants will l. Completion ~.

list five (5) 2. Oisaiminations lecture Staff of post-test examine a case of sk111- )(

rliscriminatory 3. Representations item 6. study and cite at test item
marketing prac- 4. Hindrances least two (2) 6.
tices. 5. EncoUrallep1ents examples of dis-

6. Others criminatory market-
ing practices.

3. Participants will l. 1·/ords. phrases. l. Informal 1. Workshop 1- Completion 3. Participants will 1- Completion
list five (5) sentences lecture Staff of post-test examine a case of skill-
riiscriminatory 2. Selective notice item 7. study and cite at test item
advertisin9. mer- 3. Federal and local least two (2) 7.
chandisinq. and laws and require- examples of dis-
promotion prac- ments. criminatory adver-
tices. tisin!l. merchan-

dising. and pro-
motion practices.



PROrlLEM

HORI(SHOP IoIATRI X

r~anagers need skills for developing and imolementin~ cowrrehensive marketing olans for their developments.

EVALUATION ANTIC IPATEO EVALUATION OF
LEARNING OF KNOWLEOGE PRACTICE IMPROVEMENTS

GOAL OBJECTIVES METHODOLOGY ACQUIRED OUTCOMES HI SKILL

4. To enable 1. Participants will 1. Appearance of the 1. Informal 1. Workshop 1. Completion 1. Participants will l. Completion
managers to cite four (4) Grounds and ~uild- lecture Staff of post-test examine a hypo- of skill-
successfully important environ- ing item 8. thetical case study test item
work with mental factors 2. Appearance of the and make four (4) A.
prospective whi ch i nfl uence rental office. suggestions for
residents the decisions of 3. Appearance and improvin~ environ-
during the prospective resi- Attitude of Per- mental factors which
display and dents. sonnel influence the deci-
sales pro- 4. Condition of the sions of prospective )(

cess. units shown residents.

2. Participants will 1. Renting Techniques 1. Informal 1. Workshop 1. Completion 2. Participants will ex- 1. Completion
cite four (4) 2. Showing the Unit lecture Staff of post-test amine a hypothetical of skill-
important consid- 3. Point Out Values item 9. case study and make test item
erations in show- in the Building four (4) su~gestions 9.
ing a unit. for improvin~ the

way in which units
were shown to a pro-
spective resident.
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GOAL AREJl. 1

TO ENABLE r~ArlAGERS TO LOCATE PROSPECTIVE RESI~eITS
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GOAL AREA 1: TO Etlft.SLE r1A'Ll~.r,EPS TO LOCATE PPOSPECTI VE RES I DEiJTS

LU,R~IPIG OBJECTIVES ,l\ilTICIP.~TEO PRACTICE OUTCOMES

l. Participants will list five l. Participants will examine a hypo-
(5) marketino methods. thetical case study and suggest an ap-

oropriate marketing strateay based
on necessary conditions.

2. Participants will 1i st t\'Jo 2. Participants will examine a hYflo-
(2) advantages for each thetical case study and suggest an ap-
marketing method listed. propriate marketing strategy baser.

on necessary con~itions.

3. Pcrticipants will list two 3. Participants will examine a hypo-
(2) disadvantaaes for each thetical case study and suggest an ap-
marketing method listed. propriate marketing strategy based

on necessary conditions.

Content

Identifyina Sources of Prospects

The first eleMent of the marketing process is to locate prospective

residents. This task is less complex when a specific target population

(elrlerly, sinales, professionals) is sought. In HUn proarams, HIJD local

staff will have conducted a neiqhborhood and market analysis in decidino

whether to underwrite the loan. Although review of such an analysis is

very helpful, it cannot substitute for a review of current market condi-

tions.

Marketing Methods

There are a variety of ~arket;ng methods a manager may select to

carry out good marketing plans. These are described below, together

with necessary conditions and advantages nnd disadvantages.

,. Uord of ~.1outh

(To fill turnover vacancies only.) Current residents spread the

word to their friends that the development is a good place to live and
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that they should apply if interested. Pesirents may also oive the man­

ager names of people whom they think might be interested in living in the 

develooment. ;,1anagers can motivate residents to encourage friends to 

apply through casual conversation or through notices in the newsletter 

or on the bulletin board. 

Necessary conditions. Satisfied residents who are willing to "spread 

the word." 

Advantages. Free of cost. This method obtains a good response fro~ 

those it reaches because of its oersonal nature. It can be espe­

cially useful in building up a waiting list of applicants. 

Disadvantages. Reaches comparatively few people. It may also be 

discriminatorily selective, since it is limited to the frienrls 

and acquaintances of current residents. Response time may be too 

slow if several vacancies must be filled. 

2.	 r.onmunity Contacts 

The manager contacts various social, religious, government, and other 

organizations in the community that may be potential sources of new resi ­

dents. 

Necessary conditions. Existence of appropriate organizations to con­

tact. 

Advantages. Free of cost. Selective marketin9 because the manaaer 

can direct efforts at organizations and activities that relate 

to the development's target population. 

Disacv~atapes.	 Takes considerable ti~e and effort. Response ti~e 

may be too slow if the manager needs to fill several vacancies 

quickly. 
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3.	 Cooperative Referrals Among Developments 

The manager establishes a cooperative relationship with the managers 

of other developments to refer prospects to one another who do not meet 

their eligibility requirements or for whom they do not have suitable 

units. 

Necessary conditions. Other developments in the area. 

Advantages. Free of cost. This method may be particularly useful 

for a new development. 

Disadvantages.	 Co~petition for residents amona developments may be 

too keen. 0ther managers may not want to cooperate. Prospects 

applyinq to other dp.velonments may not be part of the target 

population. 

4.	 Attracting Walk-ins 

To attract walk-ins, manaqement ~ust rely on the appearance of the 

development. Posting signs describing the units, rents, and amenities 

arouses the interest of passers-by to come in and make inquires about 

vacancies. 

:!ecessary conditions. Good, accessible location.


Advantages. Costs little or nothinq unless expensive signs are used.


Disadvantages. Passers-by may not be of the development1s target


population. 

5.	 Distributing Promotional r1aterial 

Particularly during rent-up, promotional material is distributed to 

the target population. This involves makina door-to-door delivery of 

oromotional ~aterials in a selecterl target area or placing promotional 

materials in key locations such as laundromats, grocery stores, or 
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community centers, in an area ",lith a hiqh concentration of the taraet 

population. 

~ecessary conditions. Attractive promotional materials. 

Acvantages. Brochures can tell prospects i~portant information about 

a development quickly. Promotional material need not be expen­

sive. If distribution is well placed, promotional materials can 

reach a high concentration of the target population. 

Disadvantages. Unless distribution is well targeted, much of the 

promotional material may be wasted. An attractive brochure may 

cost SlOO or more per 1,000 copies. 

6.	 ~ewspaper Advertising 

Placing classified "for rent" ads in newspapers. During rent-up or 

if there are a large number of vacancies, display ads with photos or 

illustrations and floor plans may be placed in other sections of the 

newspaper. 

Necessary conditions. Good "ad" copy. ~{ide or well targeted news­

paper circulation. 

Advw~tages. Classified ads in a laroe circulation daily or Sunday 

newspaper reach a large number of real prospects, because most 

of the people looking in the classified section are interested 

in renting. Ads can be tailored either for renting one unit or 

several units and can include important details about vacancies. 

Display ads may be more attractive and reach an even larger nu~­

ber of neople for quick rent-up. 

Disadvantages.	 Frequent advertising can be expensive. Disolay ads 

are even more exoensive. 
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7. TV or Radio ftdvertisinq 

Placing 30-to-60-second ads on either radio or television or both. 

Necessary conditions. Catchy ads and a larae advertising budget. 

Advantages. Proper advertisement can reach a hiqh concentration of 

the target Dopulation. TV ads can visualize attractive features 

of the development. 

Disadvantages.	 Costly. Too expensive for advertising one or two 

vacancies. Durin0 rent-up, cost may be justifiable if other 

methods are not workinq. 

8.	 General Publicity 

A well written news release that highliahts an unusual design or 

feature as the subject of a feature story on radio, television, or 

in the newsparer. 

Necessa~j condition. Public relations experience. 

Advantages. Free of cost. Favorable reports can arouse interest in 

a considerable number of prospects. 

Disadvantages.	 There may not be anythi n9 rea 11 y ne\'/sworthy about 

the development. Development personnel may not have the skills 

to write news releases or to get news media interested. Other 

news stories May have reported neoative aspects about the devel­

opment. 

9.	 Hiring a Real Estate or Other Marketing Pgent 

Contracts can be undertaken with professional marketing personnel to 

design	 and deliver a marketinq proaram. 

Necesso.~1 conditions. A caoable firm at a reasonable price. 

Advantages. The ~anaaer is free to focus on other tasks. 

Di·sa,r1..vantaqes. Expensive anrl loss of control over marketin~ efforts. 
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10. Model Apartment 

At least one apart~ent is decorated to show to prospective residents. 

Furnishings are both attractive and within the reach and taste of the 

target population. 

i~cessa~d con~itions. An availability of suitable units and ahility 

to lose rental inco~e from those units. 

Advantages. If a local department or furniture store coooerates, 

such a venture could cost nothino. 

Disadvrratages. Expens i 'Ie if the manaqer can I t \·/ork out a cooperative 

aoree~ent for free or low-cost decorating advice and furnishin9s. 

Requires daily ~aintenance to remain attractive. 

i1ethodo1oqy 

1. This ~aterial can be presented in an informal lecture. 

qesources 

1. \'Iorkshop staff can conduct the i nforma1 1ecture. 
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GOAL AREA 2


TO EflA.8LE ~~ANA.GERS TO A.DOPT THE t'OST Er:ONO""ICAL METHOD OF PE,ACHHIG 
THE MOST QUALIFIED PROSPECTS 
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GOAL AREA 2: TO Ei!.Il.8LE ~~AJlfl.GEPS TO f'\DOPT Tf-lE ~,'nST ECO~lO~~I C,IlL t-.4ETHOO 0F 
RE,llCH PiG THE r'OST OUALI FI Efl PROSPECTS 

LEARNI~IG ORJECTIVE A~TICIPATED PRACTICE OUTCOME 

1. Particioants lA/ill list four (t~) 1. Participants will examine a 
factors which deter~ine the ~ost 

economical ~ethod of reachina 
hypothetical case study and 
determine the most economi­

the most qualified prosoects: cal rarketing methods. 

\.ontent 

Eva1uatinq ~arketinq ~ethods 

There are a number of methods for identifying and attracting pro­

spective residents. In evaluating the effectiveness of such methods, 

each method used should be reviewed in terms of the quality and number 

of prospects attracted and the associated costs. Managers should keep 

a careful record of the responses to various marketing methods used. 

One way of doinq this is to prepare a weekly rental activity report not­

inq public response to various marketing strateaies and inquiries about 

rentals. Such a report can also be used to measure market acceptance of 

the development. A large number of prospects with insufficient rental 

results indicates either that display and sales techniques are inappro­

priate or that rental rates are not properly established. 

There are several criteria for evaluating marketing methods: 

Is the method likely to reach the income group identified

as the most likely market, or the target population?


How well does the cost of the method fit with the market­

ing budget?


Will the method satisfy affinnative fair housing regulations?


\-fill the method meet the immediate needs of the development?


Does the method lend itself to the individual nature of the

development?
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r~ethodo 1Oqy 

1. This material can be presented in an informal lecture. 
Participants should then be asked to complete Task 2-A. 

Resources 

1. Workshop staff should conduct the 
the qroup task. 

informal lecture and 



Rouge ~ouse is in a heavily wooded area relatively isolated from
the rest of the neiahhorhood. There is a one-mile long access road to
the develooment from the main road. The rest of the neiohborhood con­
sists of new four and five bedroom single-family houses costina from
$60,000 to $90,000. The manaoer must find residents to move in as soon
as possible. His marketing bucqet is 5p.on.

- 11 -

INSTRUCTIONAL AIO: TASK 2-A

1. Read the follo~~nq case study.

~ouge House is located in Mason Dale, a suburban co~munity in south- !
ern New Jersey, ahout 30 miles from Philadelphia. Its population is I

i 20!OOO. Mason Dale is lar0ely a ~iddle-class community of white collar II

workers who commute to the city for emploYMent.
i

Rouge House is being built as a 202 elderly development. Its non- II

profit sponsor is the Mason Dale Methodist Church. When construction is .
completed (in approximately six months), the development will be a five- I
story elevator bui1din9 with 14? units. ~here will be 46 efficiencies I
and lOa one-bedroom unlts. Baslc rents wlll be ~98 and $115 per month I
respectively.

I
I
I
I
I--____________________________--i
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2. Develop a potentiaL ~arketinq plan by co~letinr the matrix below.
Each or the various marketing methoc.s listed verticaUy shoulc. be
analyzed for appropriateness according to the crite~~a listec.
horizontally. Shade the corresponding block if a particular method
seems pror.r~sing relative to a particular criterion. The more a
particular method is shaded~ the more likely it is to produce the
desired results.

ROUGE HOUSE

Equa 1Tar']et
Population 18udn et I Ooportuni ty rleeds (Ti~~ve,opment

I

I
I
!

--_.

I ..
I I
\

I
i

\-/ord of
~!outh

Corrmunity
Contacts

Cooperative
P.eferrals

Promotional
:'ateri a1s

?adio and
Television

!,
I

L__-----.J"--_""""'"-- --'-- --'- I
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INSTRUCTOR'S GUIDE: TASK 2-A

2. Participants were asked to complete the following matrix:

ROUGE HOUSE

~'Jord of
~,1outh

Community
Contacts

Cooperative
Referrals

Promotional
Materials

Newspaper

Radio and
Television

Equal
Opportunit I

Immedi ate i -~lature of I
~leeds (Ti me) i Deve1ooment !

I
I
!

I

Of those marketina methods that are free, only one, community contacts,

scores highly. The marketing plan should focus in this area. Of those

methods that cost money, newspaper and radio and TV ads score hiohly,

while pro~otional materials do not. Since newspaper ~ds are less expen-

sive than those on TV and radio, spendin9 should focus on newspaper arls.

The manaaer should, however, seek free television exposure through local

news shows. The manager should also post a sign prominently.
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GOAL AREA 3. 

TO ENABLE ~ANAGEPS TO COMPLY 
EQUAL H1PLOyr.1ENT OPPORTUNITY 

WITH FEDERAL 
REQUI REr"ErITS 

, 
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GOAL .AREA '3:	 TO ENABLE r-1AJ1.AGEQS TO COMPLY \·lITH FEDERAL EQUA.L E~·APLOn~Er!T 

OPPOPTLIN ITY PEQfIT PEr--'ENTS 

1.	 Participants will cite the 1. Particioants will examine two (2) 
two (2) types of discrimi­ case studies and test for the tyoe 
nation. of discrimination present. 

2.	 Particioants will list five 2. Participants will examine a case 
(5) discriminatory ~arket­	 study and cite at least two (2) 
ing	 practices. examples of discriminatory market­

ing oractices. 

3.	 Participants will list five 3. rarticioants will exanine a case 
(5) discriminatory advertis­ study and cite at least two (2) 
ing, merchandising, and pro­ examples of discriminatory adver­
motion practices. tisinq, merchandisina, and oromo­

tion practices. 

Content 

~efinition of Discrimination 

Any marketina	 method must satisfy equal opoortunity and affirmative 

~arketin9 regulations. HUD has developed an Affirmative Fair Hous­

in9 ~larketin9	 Plan. 

In	 defining r1discrirlination," one fT1ust first define "minority.r1 A 

minority is any orouo, or any ~ember of a Drouo, that can be identifie~ 

either: 

- by race, color, relioion, sex,	 or national oriain~ or 

- by any other characteristic on the basis of which dis­
crimination is prohibited by a Federal, state or local 
fair housin" law. (This is primarily determined by the 
law of your state or locality. l'lhere there is no state 
or local fair housina law, "minoritv'; It!ould sif:1plvrefer 
to race, color, reli<1ion, sex or national origin.~ Else­
where, state, county, or city Governments hav~ passed 
laws for the nrotection of other nroups. ~ependino on 
the terns of those laws, r1 any other characteristic" may 
include such characteristics as a0e, marital status, 
personal arpearance, sexual orientation, family resoon­
sibilities, physical handicap, matriculation, political 
affiliation, source of incone, or place of residence or 
business. ) 
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•


There are two types of discrimination. Each has a different i~pact 

and requires a different type of treatment. The first type of discrini­

nation arises when people are treated differently because of their mi­

nority s ta tus. The second type of di scri mi nati on ari ses when un iform 

arbitrary actions or oolicies have a discriminatory impact on minority 

groups. 

To insure that a marketina plan does not violate fair housing laws, 

all actions or Dolicies which miqht possibly be discriminatory should 

be tested. There are separate tests for each kind of discrimination. 

Both should be applied whenever there is a chance that any policies or 

practices may be discriminatory. 

Test for Discrimination by fHFFERDlT TRE,d.T~ENT: 

wouZd you be treating someone differentZy than you are now treatinp 

that person if he or she had a different minority status? Houl d I as a 

housing manager treat this black applicant differently if he ~lere It/hite?" 

"\4ould I treat this Chicano resident any differently if he were Anglo?1I 

If the answer is: 

YES - you are discriminatinq because of minority status. 

NO - you are not discriminatinn because of minority status. 

Test for n.iscrinination bv nIFFERE~T IMPACT: 

Even though a housina manaqer may not treat people differently be­

cause of minority status, he could act in such a way that a hi9her Der­

centa~e of minority grouo members, or members of one particular minority 

0roup, were excluded or otheY'\·dse harmed. 

Does what you are doinr really serve a valid business purpose? 

If the answer is: 
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YES - ask the next question.


~jQ - you are discriminating because of minority status.


Is there any other way of accomplishing the same business ptapose 

without an exclusionary or harmful impact? 

If the answer is: 

YES - you are discriminatina because of minority status. 

NO - you are not discriminatina because of minority status. 

Oiscriminatory Marketina Practices 

In marketing, it is unlawful to do any of the followin0: 

1.	 Refuse or fail ... 

- to rent a dwelling after a bona fide offer has been accepted 

- to re-negotiate for the rental of a dwellinq 

- to show a dwellina 

- to provi de or vol unteer i nformati on about a dv'ell i ng because 
of minority status 

2.	 Discriminate ... 

- in the terms, conditions, or nrivileges of the rental of a dwellina 

- in the provision of services or facilities in connection with the 
rental of a dwellino 

3.	 Carry out any instructions, explicit or understood ... 

- to make a dwell ina unavailable for rental 

- to avoid the rental of a dwell ina because of minority status 

LI. Represent ... 

that a dwellinq is unavailable ~or inspection when in fact it 
really is available because of ~inority status 

5.	 relay, hinder, avoid, obstruct, or ~iscouraqe... 

- the rental of a dwellina because of minority status 
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6. Encourage discri~ination ... 

- in the showina or rental of a dwellina because of minority status 

7. Channel or steer ... 

- a person away fro~ a dwellinn or neinhborhood because of minority 
status 

8. !')r otherwi se ... 

- make a dwellina un~vailable for showinq or rental 

- avoid the showing or rental of a dwellinG hecause of minority status 

9. In advertisin9, it is unlawful to do any of the followinq: 

- ~ake, print, or publish, or cause to he made, printed, or publishe~, 

a notice, statement, or advertise~ent concernino the rental of ~ous­
in9 that indicates either: 

- any Dreference, limitation, or discrimination because of minor­
ity status, or 

- any intention to such oreference, li~itation, discrimination 

- Use words, phrases. sentences, or visual aids that have discrimina­
tory effect in any such notice, statement, or advertisement. 

- Selectively use, rlace, or desiQn any stich notice, stater"ent, or 
advertisement with the effect of discriminatorily limitino or en­
hancing its appeal. 

- Failor refuse to i~plement requirements unrler Fereral, state, or 
local fair housinG la\'~s, or under any rulina Of a court or admin­
istrative agency based on Federal, state, or local fair hous;nq laws 
including such requirements as: . 

- to maintain or provide data on minority status. 

- to display fair housinq poster, equal houSin9 lo~otype, or 
other such indicators. 

- to advertise or othe~/ise proclaim nondiscriminatory real 
estate policies and practices. 

- Failor refuse, when required by statute or administrative regula­
tion, or by order of any court or administrative aaency, to carry 
out an affirmative real estate marketinq prooram to serve persons 
of both minority and non-minority status with respect to housino 
for rent. 
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r1ethodol~ 

1. This ~aterial can be presented in an informal lecture. 

Resources 

1. Workshop staff can conduct the informal lecture. 
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GOAL AREA 4 

TO EtlABLE r1MlAGERS TO SUCCESSFULLY HORK 1'IITH

PROSPECTIVE PESlnENTS DURING THE DISPLAY AND


SJ1.LES PROCESS
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GOAL AREA 4:	 TO ENABLE ~ANAGERS TO SUCCESSFULLY WORK WITH PROSPErTIVE 
RESIDENTS DURI~G THE nISPLAY AND SALES PROCESS 

LEARNING OBJECTIVES	 ~NTICIPATEO PRACTICE OUTCOMES 

1. Participants will cite four	 1. Participants will examine a hyp~ 

(4) imoortant environmental thetical case study and make four (4) 
factors which influence the suggestions for improving environ­
decisions of orospective mental factors which influence the 
residents. necisions of prospective resi~ents. 

2. Participants will cite four	 2. Participants will examine a hypo­
(4) i~portant	 considerations thet i ca1 case study and make four (4)
in	 showing a unit. suqgestions for i~proving the way in 

which units were shown to a prospec­
tive resident. 

Content 

When inspectinq units before rentin0, potential residents form 

opinions about the following physical aspects of the development: 

- Appearance of the grounds and buildinq 

- Appearance and arrange~ent of the office 

- Appearance and attitude of the development's personnel 

- Condition of the units shown 

?Dpearance of	 the Grounds and Buildino 

At an established development, when the manaaer makes an inspection 

of the ~rounds and buildings prior to the arrival of rrosoective resi ­

dents, he should be especially watchful for anythinq that might create 

a poor impression. The mananer should have problems taken care of imme­

diately and should make sure that walkways and hallways leading to the 

buildina are clear and clean. Inside the builrlin0, t~e hall and walk­

ways leadinn. from the entrance to the offices, and the halls and walv­

ways leadinq from the office to the model apartments should receive 

special attention. The laundry roo~ closest to the ~odel apartments and 
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cO~Munity rooms and co~mon areas also merits special attention. 

At a new development, the greatest problems arise from construction 

materials and equiQ~ent still on the ore~ises. Every effort should he 

nade to see thnt the paths froM the parkinc lot to the office and fro~ 

the office to the model apartment(s) are ~ept clenn and free of clutter 

for safety as well as Marketina considerations. Finally, the route fro~ 

the parkina areas to the office shoulrl he clearly narked. 

~poearance of the Rental Office 

The rental office should he easily located and identified by si~ns. 

The sian on the office door as well as the one in the oarkin~ lot should 

indicate the hours the office is open for rental business. 

When the prospective resident enters the rental office, he should 

find it neat, clean, anc efficiently arranged. It should look business­

like. The arranaement should provide either an office or private area 

where confidential conversations may be held. rio one likes to discuss 

income, assets, or private details necessary for eligibility determina­

tion in front of others. 

Aopearance and ~ttitude of Personnel 

The apoearance and attitude of personnel are ~ajor factors influenc­

ina the impression a nrospective resident forms of the development. ~ 

potential resident knov:s the manager is tryina to sell him on renting in 

the development. He will expect the manaoer to have a good attitude. 

If the prospect feels the manaoer's attitude is lax, he will probably 

wonder what the Manaqer's attitude would he like when he is not tryina 

to sell prospects a unit. In addition to oeneral courtesy, personnel 

should show a cenuine interest in a potential resident and be patient 

listeners. 
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Condition of the Units Shown 

The units to be shown to potential residents should be in the best 

possible condition. At times, this is not an easy task to accomn1ish. 

The manaqer must decide in advance which units will be shown, when they 

will be shown, and exactly what needs to be done to have them ready. 

Once the work has heen done, a unit must be inspected carefully before 

actually presentinq it. Even if a unit needs no work, it should be 

cleaned thoroughly. 

When there are several units to show, it is best to concentrate 

efforts on Dreparin~ one unit first in order to have one ready unit 

rather than several half ready ones. 

Finally, the manaqer must do a complete check of all equipment 

(li9hts, stoves, air conditioners, toilets, draperies, and blinds) to be 

sure that they are in working order. Prospects have been lost because 

a light would not turn on or a toilet would not work. 

At a new develop~ent where the units have never been occu~ied, pre­

parino them for showing still involves havina them cleaned and insurina 

that the equipment operates. Moreover, all construction debris should 

be removed. 

Rentina Techniques 

Marketing is the process of creatin0 the desire to buy in people to 

whom one has 9iven the opportunity to buy. This desire to buy results 

from the creation of maximum value in the product shown to the buyer nlus 

the complete exolanation of value by the person who exhibits the product. 

Showina the Unit 

Advertisina and referrals are designed to produce prospects. 
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Manaoement personnel must produce residents from these prospects. Sellina 

be9ins when the prospect arrives. The prospect needs housin9. Panaoement 

has it ready and available. 

When the prosoect co~es to the rental office, the manao~r s~ould oro­

ceed to determine his require~ents with resoect to price, space, and 

equipment. 

~anaoers should specifically ask what the prospect is seeking, (in a 

pleasant way). If what the prospect seeks is not available, the manaaer 

should say so. 

Point Dut Values in the 8uildina 

\l~ile oroceedinq to t~e unit to be shown, the manager should ~e0in 

by pointin~ out the values in the buildinq: 

- Character of residents, 

- r·~a i ntenance, 

- ~Ieatness of entrances, hall sand corri dors ~ 

- Services offered and various facilities: laundries, recreation roo~s, 

- Policies of ~ananement which ensure peace, quiet, and wholesome 
cOr1fort, and 

- Safeauards which promote and maintain safety for the resirlents. 

A critical ti~e arrivp.s when the ranaqer actually starts to sho\v 

the model or rental unit. He should be positive and 

show those features and details that appear most important to the indi­

vidual seeking the accommonations; he should talk ahout closet soace cn~ 

mention storaae lockers (if available). He should not just show the 

kitchen, rather ~e should talk about the quality of the ranee and other 

aopliances. The sa~e holds true when showina bathrooms. When showina 

the livina room, the ranaaer should point out the view or SUGoest 
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decoratina ideas. He should call attention to the convenient placement 

of electrical outlets. 

The manaaer should avoirl a bored attitude. Although he may actually 

have shown similar aoartments a thousand times, the process of selectina 

a new residence is very imoortant to the prospect. 

~.1ethodo1o~ 

1. This material can be rresented in an informal lecture. 

Resources 

1. Workshop staff should conduct the informal lecture. 
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POST-TEST
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POST-TEST: ~!HAT DID YOU LEAR~!?

1-2-3. Comvlete the ;ollowing mat~:x:

NETllOD F1ECESSARY CONDITIONS .ADVANTAGES DISADVANTAGES

ISatisfied rQsidents who I
lare willin9 to spread I
the word I

I I

I
!Aporopriate oraaniza-L----I tions to contact

, !nther developments in
!the area
I

-r
I

-f
I

---~
I,

I
I
I
I
I_or-

- Good "ad li copy
Well targeted or
wide circulation

I Attractive ~aterials

I~---I------------r--------
~ I

i
i

I
! i
If-!-------,-----------+-------..;---
I : - Ca tchy Ii ads"
! i- t~oney
I i
I
;...---

I
1- Public relationsi experience

I
!

1

!
i
1--'

:
! Ii- .f1. caD i'I b1e f i rr'1 at j \

I a reasonable price I i

---ir-----------.,...i--------~~_-----------~

,
~'_--_"::..;v::.;.a...:i;,...'..;..a;.-b'::.:..':.:..i..=t..=Y.;:.O:.:..f.....::..:..S:....;.U..=i.;:.t_-..l.! --1._________ jable units

Abi'ity to forego in­
come from such units
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4. List four CT"'~ter"':a eJhiCh G
7etern;:ne the rr:ost econor:cal rr:ar1-'.etinq

nethod for reaching the most qualified prospects:

(a)

(b)

( c)

(0)

(a)

(b)

6-7. Place a check next to those i terns IIJhich are discT"'~r:':natoY'1.J or
i ZZe(!al.

(a) To fail to rent a dwelling ~fter a bona fice offer has been
made.

(b) To carry out executi ve di recti ons to ["lake a d\'!e 11 i n~ unavai 1­
able for rental because of minority status.

(c) To delay renting a dwel1ina because of Minority status.

(d) To fail to advertise on minority owned TV or radio stations.

(e) To fail to ~ention affirmative fair marketing practices in
any arlvertise~er.t.

(f) To fail to raintain required dat~ on ~inority status.

(g) To fail to discuss eligibility criteria with any telephone
caller who so requests.

(h) To fail to diso1av a fair housinq poster or equal housina
10ootyoe as re~ui~ed.

(i) To fail to advertise in ~inority-oriented ne\'!spapers.----
(j) To fail to carry out an affirl11ative ~arketing progralT! as--- requirect.

(k) To fCli1 to advertise non-discriminatory real estate practices
as required.
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(1) To steer a person away from a neighborhood because of minority
status.

(m) To selectively advertise with discriminatory effect.

(n) To fail to advertise on minority~oriented TV shows.

(0) To use words or phrases that ~ave a discri~inatory effect.

8. List four (4J aspects of" a develoDl7':ent u)hich influence a prospect's
c:ecision to rent:

(aJ

(bJ

(cJ

(dJ

9. List .~our (4J iT!7portant considerations in sh01))1:n(; a unit to a pro­
spective rentor:

(aJ

(bJ

(cJ

(c?J
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ANSWEPS TO POST-TEST
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ANSWERS TO POST-TEST:

1-2-3. Particioants were ~sked to corolete the followinn ~atrix:

DISADVA:'7TAGES

SlolAl
Effort required to
coordinate contacts

L S10\·, ~lr Reaches relatively
I few people

Can be discrimina­
torily selective

Free i
Selective to I
tarC1et popul a-~
tion :

ADVAl.7TAGES
- Free
- personal

nature

Free I-
- Good for new I

idevelopments l­
I,

: ,ll.pprooriate oraaniza­
Communit~ tions' to contact
Contacts:

I
i-::O;-:-t-;-h-e-r---:-de-v-e""""'lc-o-o-fTl-e-n"-t-s-,7'"'n-

Coooera- I the area
ti ve I
referra 1si

I
I
I
I
I

Competition might be
too keen !
Effort to aai n co- I

operation
~ Prospects May not
I belonq to taraet I
I 0 ulation - I

Good accessible - Free r Passers-by ~ay no~
~'!alk-ins I location belong to target I

! DO ul ati on

!BTHOD :TECESSAPY CO!lDITIO!/S
1--- ! Sati sfi ed res i dents who!
I Uorri of ; are wi 11 i ng to soread i
! mouth the worri :
I

I
I

;~'10del 1- Availability of suit-l Good sellin9 ;- Can be-e-x-p-e-n-s7"iv-e-----,
I! I
! apartment able units i technique unless cooperative
i

l
L~- f,r.i 1i ty to foreno i n-! I venture can be

come from such units II i ,,:orked out "'lith
__________....... Li-uIn ituI.,e retailers

Distri- I I\ttractive rlaterials - Inexpensive '- !:'ifficult to tarqet I

~-:-:b_u_t_i_ng~-+:_.-::---...,......,.,.-.,..,,- -+_----=-s_e_le_c...,t...,':,-'v_e_t_O_l
L
,_Ex_p_e_n_s_e_s_c_a_n_rl_.o_u_~_-~promo- 'I tar<?et popu- I

tional lationImaterial
I ~!e\"spaoe~ - Good "ad" cony - Reach 1arae II ~dvertis1 - \-Jell taraeted or ,'driel nU!'1'1bers of I Expensive I
~ I ci rcul ati on I _re_a_l prospectsf I

; TVdor I ratchy ';a<1s" 'I - Good selling : -lI~av~~tis-i - Honey +F:\chniques r Costly i
1 ,ng I i
rGeneral ~ - Public relations - Free i- Requires 900d pp -;
! publicity' experience : skills I

i ; 1- Other ne'fJ$ star; es
I I may focus on nena-

ti ve aspects of the I

! , : deve 1OlJrlent
rHlrinaa; - .A caoable firm at I - r,lanaaernent I Expensive---"----~
i marketing; a reasonable price free to focus Loss of control
i consul- I on other r over marketing
I tant : ; tasks . efforts
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4.	 (a) Is the method most likely to reach the income groun identified 
as the taraet nopulation? 

(b)	 How well does the cost of the ~ethod fit with the marketin0 
budget? 

(c)	 ~Ji 11 the method sati sfy affirmative fa ir haus; n9 standards? 

(d)	 vlill the method meet the inmediate needs of the development? 

(e)	 Ooes the metrod lend itself to the individual nature of the 
development? 

5.	 (a) The first type arises wren people are treated differently be­
cause of their minority status. 

(b)	 The second type arises when uniform arbitrary actions or policies 
have a discriminatory impact on ~inority 9roUPS. 

6-7. a, b, c, f, h, .i , k, 1, m, o. 

8. (a)	 Appearance of orounds and buil di nq 

(b)	 Appearance and arranoement of t~e office 

(c)	 Ar)pearance and attitude of the developr.1ent ' s personnel 

(d)	 Condition of t~e units shown 

9. (a)	 ~etermine orospect1s needs 

(b)	 State approach to prospect1s needs 

(c)	 Point out values in building 

(d)	 Be positive, courteous, and enthusiastic 
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SKILL-TEST
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SKILL-TEST: CA.N YOU USE \·!H,l\,T YOU H~.\fE LEA.Rf'JED Hi V!0RK SITUATImiS?

(A) 1-2-3-4. Read the foUou'ing case stucy.

viilson Street MC\nor is located in the central area of a larae sotlth­
eastern city. The city itself has a population of 900,000 and the mpt­
ronclitan area has one of about 2,000,000 people.

The develooment, a four year old 235 unit elderly develooment, is
in a redevelonment area in which the number of one-parent homes, welfare­
assisted families, and cri~es are much hiaher than in the rest of the
city. The buildin9 itself is aD-story hiqhrise with 130 units,
includinG 120 efficiencies and 60 l-bedroo~ units. The basic rents are
S95 and $110, respectively.

T\"o efficiencies are comino uo for rent. The only names on the
waiting list want one-bedroom apartments.
-----_._-----------------
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(B) Deuelop ~ potential ~arketing plan by corpletinq the ~atrix belovo
Each of the '1)ar"~ov.s I""or;:eting methoc.s listed vertically should be
onabzec. for armroDriateness accord.inc to the c!'iter"~a lister!.oJ .. L ... _ ...

horizontally. Shade the corresponding block if a particular
~ethod seems nro~sir~ relc.tive to a narticular criterion. The
rore a partic~lar method is shacedJ the more likely it is to pro­
cuce the ?esired results.

I Equal i Immedi ate ! ~:ature of
,Ooportunity I Nf:'eds (Time) Inevelopment
I ' I
I I I

STPEET r~M!OR,
I

I EudaetI f

I

I,HLSON
TarGet

Population

I I I I I
I

I ! I I

I I
I

t I
I
I

I I ~ I
I I I

I I I
i Ij ,

II

Coonerative
Referrals

°adio rlnd
Television

Community
Contacts

'lev/sparer

Promotional
'1?teri al 5

I-ford of
'1outh
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5-6-7. _!:?ec.d the foll011iin(J case studies.

i Mr. Jones manaaes a 450-unit hOllsinn develop~ent in the
I inner ci ty. ~e prefers not to rent to non-blacks; in the past

(a) I he has had trouble \-then white or Hispanic faf11i1ies lived in the
i develooment. A woman with a Soanish accent calls to inquire
I about available aDart~ents: he tells her none are available
I when in fi'lct he has severa1 vacan ci es.
i

t-------------------------.
I

(b)

,

1
1 in
I He
! to
j

~-1r. Srrith r.1anages a 2J5-unit intearaterl housing developm~nt

a mp.dium-sizecl city. He has two three bedroom units to rent.
is aoproached by a minority newspaper's sales representative
place a real estate ad. ~e declines.

(c)

,
I

"

~r. Green manages a medium-sized housing developf11ent in a
laroe city in the southwest. He is approached by a Spanish­
lannuane newspaoer to olace a real estate arlo Althou0h he has

I
several units' available, housing authority policy (reflective
of the ~ayor's wishes) states that advertisements are to be in

i En~lish only.
!,

i

!-_. .---.4

~r. Grey Mananes a larce housin~ develonf11ent in an inner
cityanetto. A.n elderly couple apply to rent an anartment. "r.
Grey tells them of the units available, but steers theM to
another neiohborhoorl. He states that cri~e is too hioh in the
area and that they would be particularly vulnerable because of

! their ane. He SU(1gests they apply in an elrlerly develoor.ent on
I the outsk i rts of tm·m.
I
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•

0~W co~lete the following ~otrix:

r
Is there discri~ination Is there discrimination

Ca se. -=-b"-v_t::.:.r~ec.::a_t"::.rr.~"e.:..;-n-'-'t:;..:? ....-__--=...b'<-I._i~rr..:.;;...!J~(1...::.ct.=..?:-o ~

I (a) ~lro Jones
I
i
i I

I
I
j

'-1

I
! I
I (Ii) r':r ° Grp.y i
I . I
I I

._-~-------------"--_._----

!
• i

, I
: (h) ~lr ° S~i th I

I i
L-··-f--
I I
I (c) ~1r ° Green I

I i
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•

8-9. You are the f'7an.aper of a large housing developnent. The Director of
your authority requires that you write a .Y'?ar;~etinq pla-a for your
c.eve lopment. He provic?es you with overall focal area quideUnes.
~rite nJo dction steps for each focal area:

ACTION STEPS

e. p'.

FOCAL J\.PEl\.

!
(1 ) Insure walkwaus and hallways are clean. I
(2) I

i !
t

i-
II .l\opearance of oroundsI anrl buildino
~

(1)

(2)

3. Appearance and atti­
tude of oersonnel

i

12. Appearance of office

( 1)

(2) I
J-----------+------------------1!
14. Condition of units (1) 1

~------1-(_2)-------
,5. Salesmanship I ~:; ---------1
1__. . _
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,4iJSHERS TO SKILL-TEST

1-2-3-4. Particioants were asked to co~plete the followino matrix.

v!ord of
I1muth

COl"!munity
contacts

Cooperative
referrals

Promotional
r."aterial

Newspaper

Padio and
television

Inmedi ate T ~!ature of I
r:;,.-Po=":::'-:"':;:"::";"~~";:;';;";";'';'+~~':''''';;'~:..-:::..i.~-:.t1.;;:.e e;;;_d;:.;s~(.-:.T-.:.i.;..;l'1.::-!...e)i-r:leve10 ornent :

. I
!

i

I

~

Because of the limiter number of units (and hence funds) available,
the pri~e focus of this marketinq strategy should focus on newspaoer
ads. Ti~e linits the ootions of word of mouth, cooperative refer­
rals and other oronotional Materials.
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5-6-7. Particioants \'Jere askec to co".,nlete tre follO'.·dno fl'atrix:

Is there rliscri~inatior.

by treatment?
Is t~ere discri~ination

hy ir."ll')act?

(a) ~·1r . .Jones YES ~!n

------t
I

, 1. (b) r'r . Smith ~!O ~!o I
I

,
1I I

I I

I
---------r,

I;
I (c) ~'r . Green NO YES
I •I

I -~
I" t

I (d) f1r. Grey ;·!o no
I
;

L
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8-Q. Particinar.ts uere asked to co~~etg the fo~Zowinp ~atrix:

ACTIO~! STEPS

1. Insure [va~k.uays and haUuJays are clean.
2. Ins7_~re ZaundY'/.{ rooms and cOr."P'on areas

are clean. ~

_________--'"--- ---1

Aope?rance of arounds
an(i huildin~

,,
I
Il.
I
1

FOC.n.L AR~A,....----

14. Condition of units 1. Inspect before showing. It-------------+--2
-._Cl_n_e_c_k_t_h_a_+_v_a_l_l__e_q_u_'/,_'p_rr.__e_n_t_'/,_s_w_o_r_k_.'/,_.n_

p
_,'---Jf

i 5. Salesr.anship 1. Deterrmine prosvect's needs. II 2. Slant approach to prospect's needs.

"

3. Point out values in bui~dina. II

4. Be positive, cou:rteous~ and enthusiastic
!L __

I
I-1---
j

: 2. Appearance of office 1. Location of rental office shouZd be
i identified by sign.
: 2. Office shou~d be neat .. clean .• and
I efficiently arranped. I! 3. There should be arrangements for privacY'1

I i
; 3. Jl,ppearance and atti- 1. Neat II tude of personnel ~: ~~~;j~~US I
I 4. Interested --------l
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