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The research forming the basis for this workshop was conducted
pursuant to grants between the U. S. Department of Housing and Urban
Development and the five universities 1isted on the page of acknowledge-
ments. Statements and information contained in this workshop are those
of the grantees who assume sole responsibility for their accuracy and
completeness.
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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.

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.

nzﬁvwhﬂ”t— 1Hc%Lv€~Q"hn

Donna E. Shalala
Assistant Secretary for
Policy Development and Research <  Housing -- Federal Housing
Commissioner




PREFACE

Each workbook in this series presents a number of learning
objectives targetted to a selected area of management. Successful
completion of the Tearning 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, 1ike any attempt to codify
knowledge in a particular field, the material presented in these workbooks
is open to differences of interpretation and emphasis. We 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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[NTRODUCTINN

Marketina and attractina prospective residents is an important func-
tion of the housina manacer. Although some managers have lona waiting
lists of eliaible applicants, other managers need an aagressive and care-
fully olanned marketinc strateay because of the aae, location or imace
of their development or because of the rent structure in their Tocal hous-
inc market. This workshop strives to enahle ranacers to prepare and
implement comnrehensive marketina plans. Accordinaly, it has four over-
all ocoals:

(1) To enakle manacers to locate prospective residents,

(2) To enable manaaers to adont the most economical method of
reachina the most qualified prospects,

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

(4) To enable manacers to successfully work with prospective
residents during the marketina orocess.

Each coal has several learning objectives. These learning objectives
are, simply, measurable statements about the specific knowledae partici-
pants are exnected to acquire in the workshop.

Each learnina objective, in turn, has what is called an anticipated
oractice outcome. Anticipated practice outcomes are those practical
skills a participant can be expected to implement 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, oraanized around the learning objectives and anticipated
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practice outcomes, requires two half-day sessions.
Session 1 - Goal Areas 1 and 2

Session 2 - Goal Areas 3 and 4
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HO¥ TO USE THE INSTPUCTOR'S GUIDE

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

for Housing Managers. In addition to listina goals, learnina objectives,

and anticipated practice outcomes, it contains a detailed content section,
discusses appropriate methodoloay 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 suagests criteria for evaluatina results of the skill-
test items.

The Participant's Vorkbook for the workshop contains the same intro-
duction and description of aoals, learninc objectives and anticipated
practice outcomes. However, the content énd methodoloay are less detail-
ed and only those materials required for participants in the oroup task,
post-test and skill-test are included.

The workshop is oraanized around learnina objectives and anticipated
practice outcomes. The overall workshop plan is presented in the matrix
on pages vi throuah x.

At the top of each pace is a box containing the overall problem. At
the far left of each pace is one of the overall coals of the workshop.
The goals state in broad terms how the workshop will address the prohlem.

To the riaht of each aoal 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 rioht, under "“Content,” is a list of the

material to be covered for each qoal.



Moving farther riaht, the next column contains methodoloay. Outlined
in this column are the teachina methods suagested 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, proaram staff can be used.

The next column to the riaht 1ists those correspondinag post-test
items which will measure how well participants met the learnina objectives.

This column is followed by the anticipated nractice outcomes, which
are more practical, job-related skills or attitudes the participant is
exnected to acquire.

Finally, the last column on each page lists correspondina skill-test
items which will measure how well participants met the anticipated prac-

tice outcomes.
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HORXSHOP MATRIX

PROBLEM ‘ Managers need skills for developing and implementina comprehensive marketing plans for their developments.

1. To enable
managers
to locate
prospec-
tive resi-
dents.

o}

1.

LEARNING

OBJECTIVES

Participants will
list five (5)

marketing methods.

. Participants will

list two (2)

advantages for
each marketing
method listed.

Participants will
list two (2)
disadvantaoes for
each marketing
method listed.

EVALUATION ANTICIPATED
= OF KNOWLEDGE PRACTICE
CONTENT METHODOLOGY RESOURCES ACQUIRED OUTCOMES
1. Word of mouth 1. Informal 1. Workshop 1. Completion 1. Participants will
2. Community contacts lecture Staff of post-test examine a hypo-
3. Cooperative referrals item 1. ‘thetical case study
4. Walk-ins and suqgest an
5. Promotional material appropriate market-
6. Newspaper ads ina strategy based
7. TV/radio ads on necessary condi-
8. General publicity tions.
9, Hiring an agent
1. Advantaces of methods 1. Informal 1. Workshop 1. Completion 2. Participants will
1-9 lecture Staff of post-test examine a hypo -
item 2. thetical case study
and suggest an
appropriate market-
ina strategy based
on necessary condi-
tions.
1. Disadvantages of 1. Informal 1. Horkshop 1. Completion 3. Participants will
methods 1-9 lecture Staff of post-test examine a hypo-

item 3.

thetical case study
and sugqest an

appropriate market-
ing strateqy based
on necessary condi-
tions.

1.

EVALUATION OF
IMPROVEMENTS
IN SKILL

Completion
of skill-
test item
1.

. Completion
of skill-
test item
2.

. Completion
of skill-
test item
3.
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PROBLEM

HORKSHOP MATRIX

Managers need skills for developing and imnlementing comprehensive marketing plans for their developments.

LEARNING

GOAL

2. To enable
managers
to adopt
the most
economical
method of
reaching
the most
qualified
prospects.

1.

A

OBJECTIVES

Participants will
list four (4)
factors which de-
termine the most
economical method
of reaching the
most qualified
prospects.

(%] E=3 [
M . . s

CONTENT

Target population
Fit with budget
Affirmative Fair
Housing

Immediate needs of

development

Individual nature of

development

METHODOLOGY

a[RESOURCES

EVALUATION
OF KNOWLEDGE
ACQUIRED

ANTICIPATED
PRACTICE

1.

Informal
discussion

2. Group task

1. Workshop
Staff

1. Completion
of post-test
item 4.

1.

EVALUATION OF
IMPROVEMENTS

OUTCCMES

Participants will
examine a hypo -
thetical case study
and determine the
most economical
marketing methods.

IN SKILL

1. Completion
of skill-
test item
q,

= LLLA -



PROBLEM

[;anagers need skills for developing and imnlementing conprehensive marketing plans for their developments.

LEARNING

GOALS

. To enable

managers to
comply with
Federal

Equal Employ-
ment Oppor-
tunity Re-
quirements.

|

OBJECTIVES

Participants will
cite the two (2)

types of discrim-
ination.

. Participants will
list five (5)
discriminatory
marketing prac-
tices.

. Participants will
list five (5)
discriminatory
advertising, mer-
chandising, and
promotion prac-
tices.

Th N & W P =
« & ® ® o8 @

CONTENT

. Differential

treatment

Differential
impact

Refusals/failures
NDiscriminations
Representations
Hindrances
Encouranements
Nthers

. Hords, phrases,

sentences

. Selective notice
. Federal and local

laws and require-
ments.

EVALUATION
OF KNOWLEDGE
METHODOLOG RESOURCES ACQUIRED
1. Informal 1. Workshop . Completion
lecture Staff of post-test
item 5.
1. Informal 1. Workshop . Completion
lecture Staff of post-test

. Informal 1.

lecture

Workshop
Staff

item 6.

. Completion

of post-test
item 7.

1

examples of dis-
criminatory adver-
tisina, merchan-
dising, and pro-
motion practices.

ANTICIPATED EVALUATION OF
PRACTICE IMPROVEMENTS
OUTCOMES IN SKILL
Participants will 1. Completion
examine two (2) of skill-
case studies and test item
test for the type 5.
of discrimination
present.

. Participants will . Completion
examine a case of skill-
study and cite at test item
least two (2) 6.
examples of dis-
criminatory market-
ing practices.

. Participants will . Completion
examine a case of skill-
study and cite at test item
least two (2) 7
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PROBLEM

HORKSHOP MATRIX

Managers need skills for developina and imnlementing comprehensive marketing plans for their developments.

LEARNING

GOAL

. To enable

managers to
successfully
work with
prospective
residents
during the
display and
sales pro-
cess.

1.

OBJECTIVES

Participants will
cite four (4)
important environ-
mental factors
which influence
the decisions of
prospective resi-
dents.

Participants will
cite four (4)
important consid-
erations in show-
ing a unit.

1

ad P -

CONTENT

Appearance of the
Grounds and Build-
ing

. Appearance of the

rental office.

. Appearance and

Attitude of Per-
sonnel

. Condition of the

units shown

. Renting Techniques
. Showing the Unit
. Point Out Values

in the Buildina

EVALUATION ANTICIPATED
__*- ) OF KNOWLEDGE PRACTICE
METHODOLOGY RESOURCES ACQUIRED OUTCOMES
1. Informal 1. Workshop 1. Completion 1. Participants will
lecture Staff of post-test examine a hypo -
item 8. thetical case study
and make four (4)
suggestions for
improving environ-
mental factors which
influence the deci-
sions of prospective
residents.
1. Informal 1. Workshop 1. Completion 2. Participants will ex-
lecture Staff of post-test amine a hypothetical

item 9.

case study and make
four (4) suagestions
for improvina the
way in which units
were shown to a pro-
spective resident.

1.

)

EVALUATION OF
IMPROVEMENTS
IN SKILL

Completion
of skill-
test item
8.

Completion
of skill-

test item

9.



GOAL AREA 1
TO ENABLE MANAGERS TO LOCATE PROSPECTIVE RESIDENTS



GOAL _AREA 1: TO ENASLE MAMAGEPS TO LOCATE PROSPECTIVE RESIDENTS

LEARMIMNG OBJECTIVES ANTICIPATED PRACTICE OQUTCOMES

1. Participants will list five 1. Participants will examine a hyoo-
(5) marketina methods. thetical case study and suggest an ap-
nropriate marketina strateay based
on necessary conditions.

2. Participants will list two 2. Participants will examine a hypo-
(2) advantaces for each thetical case study and suggest an ap-
marketing method listed. propriate marketina strateay based
on necessary conditions.
3. Participants will Tist two 3. Participants will examine a hypo-
(2) disadvantaces for each thetical case study and suggest an ap-
marketing method listed. pronpriate marketina strategy based

on necessary conditions.

Content

Identifyina Sources of Prospects

The first element of the marketino process is to locate prospective
residents. This task is less complex when a specific taraet population
(elderly, sinales, professionals) is souaht. In HUD proarams, HUD local
staff will have conducted a neighborhood and market analysis in decidina
whether to underwrite the loan. Althouah review of such an analysis is
very helpful, it cannot substitute for a review of current market condi-
tions.

Marketina Methods

There are a variety of marketinc methods a manacer may select to
carry out aood marketing plans. These are described below, together
with necessary conditions and advantages and disadvantaaes.

1. ‘tord of Mouth
(To fi11 turnover vacancies only.) Current residents spread the

word to their friends that the development is a gqood place to live and



that they should apply if interested. Pesidents may also aive the man-
ager names of people whom they think might be interested in 1iving in the
develooment. !Manaaers can motivate residents to encourage friends to
apply throuah casual conversation or through notices in the newsletter

or on the bulletin board.

llecessary condiiions. Satisfied residents who are willing to “spread
the word."

Advantages. Free of cost. This method obtains a aood response from
those it reaches because of its personal nature. It can be espe-
cially useful in building up a waiting 1ist of applicants.

Disadvantages. Reaches comparatively few people. It may also be
discriminatorily selective, since it is limited to the friends
and acquaintances of current residents. Response time may be too
slow if several vacancies must be filled.

2. Community Contacts

The manaaer contacts various social, relicious, aovernment, and other
oracanizations in the community that may be potential sources of new resi-
dents.

Jecessary conditions. Existence of appropriate orcanizations to con-
tact.

Advantages. Free of cost. Selective marketina because the manager
can direct efforts at organizations and activities that relate
to the development's taraet population.

Disacvantages. Takes considerable time and effort. Response tire
may be too slow if the manager needs to fill several vacancies

quickly.



3. Cooperative Referrals Amona Develonments

The manaaer establishes a cooperative relationship with the manaaers
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.

Vecessary conditions. 0Other develonpments in the area.

Advantages. Free of cost. This method may be particularly useful
for a new development.

Disadvantages. Competition for residents amonc developments may be
too keen. ONther manacers may not want to cooperate. Prospects
applyina to other develonments may not be part of the target
population.

4, Attractino Halk-ins

To attract walk-ins, manacement must rely on the appearance of the
development. Postina sians describing the units, rents, and amenities
arouses the interest of passers-by to come in and make inquires about
vacancies.

Tecessary conditions. Good, accessible location.

Advanteges. Costs little or nothina unless expensive signs are used.

Disadvantages. Passers-by may not be of the development's taraget
ponulation.

5. Distributing Promotional !Material

Particularly durina rent-up, promotional material is distributed to
the taraet population. This involves makina door-to-door delivery of
nromotional materials in a selected tarcet area or placinag promotional

materials in key locations such as laundromats, arocery stores, or



community centers, in an area with a hiah concentration of the taraet
population.

Jecessary conditions. Attractive promotional materials.

Advantages. Brochures can tell prospects important 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.

Discdvantages. Unless distribution is well taraeted, much of the
promotional material may be wasted. An attractive brochure may
cost $100 or more per 1,000 copies.

€. ‘ewspaper Advertisina

Placing classified "for rent” ads in newspapers. During rent-up or
if there are a larae number of vacancies, display ads with photos or
illustrations and floor plans may be piaced in other sections of the
newspaper.

VYecessary conditions. Good "ad" copy. ‘lide or well targeted news-
paper circulation.

Advantages. Classified ads in a larae circulation daily or Sunday
newspaper reach a large number of real orospects, because most
of the people looking in the classified section are interested
in rentina. Ads can be tailored either for rentina one unit or
several units and can include important details about vacancies.
NDisplay ads may be more attractive and reach an even larcer num-
ber of people for auick rent-up.

Disadvantages. Frequent advertisina can be expensive. Display ads

are even more expensive,



7. TV or Radio Advertisina

Placina 3N-to-60-second ads on either radio or television or both.

Necessary conditions. Catchy ads and a larce advertisina budaet.

Advantaces. Proper advertisement can reach a hiah concentration of
the taroet population. TV ads can visualize attractive features
of the develooment.

Disacvantages. Costly. Too expensive for advertisina one or two
vacancies. Durino rent-up, cost may be justifiable if other
methods are not working.

8. General Publicity

A well written news release that hichliaghts an unusual desian or
feature as the subject of a feature story on radio, teleyision, or
in the newspaper.

llecessary condition. Public relations experience.

Advantages. Free of cost. Favorable reports can arouse interest in
a considerable numher of prospects.

Disadvantages. There may not be anythina really newsworthy 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 necative aspects about the devel-
opment.

9. Hirina a Real Estate or Other Marketing Aaent

Contracts can be undertaken with professional marketina personnel to

desian and deliver a marketina proaram.

Necesscry conditions. A cavable firm at a reasonable price.

Advantages. The manager is free to focus on other tasks.

Disadvantaces. Expensive and loss of control over marketing efforts.



10. Model Apartment

At least one apartment is decorated to show to prospective residents.
Furnishinas are both attractive and within the reach and taste of the
tarcet pooulation.

Ylecessary cornditions. An availability of suitable units and ability
to lose rental income from those units.

Adventages. 1f a local department or furniture store coopnerates,
such a venture could cost nothina.

Disadvantaces. Expensive if the manaaer can't work out a cooperative
aacreerment for free or low-cost cdecoratina advice and furnishinas.
Requires daily maintenance to remain attractive.

Methodoloay
1. This material can be presented in an informal lecture.
Pesources

1. ‘tlorkshop staff can conduct the informal lecture.



GOAL AREA 2

TO ENADLE “AMAGERS TO ADOPT THE MOST ECONOMICAL METHOD OF REACHING
THE MOST QUALIFIED PROSPECTS



GOAL AREA 2: TO ENﬂ:LE MANMAGERS TO ANOPT THE MOST ECONOMICAL METHOD NF

LEARNIMNG ORJECTIVE AMTICIPATED PPACTICE OUTCOME

1. Participants will list four (4) 1. Participants will examine a

factors which determine the most hypothetical case study and

economical method of reachina determine the most economi-
the most qualified prosnects. cal marketing methods.

Centent

Evaluating Marketing Methods

There are a number of methods for identifyina and attractina 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. Manaacers should keep
a careful record of the responses to various marketina methods used.

One way of doina this is to orepare a weekly rental activity report not-
ing public response to various marketinc stratecies 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 evaluatinag marketina methods:

Is the method 1ikely to reach the income group identified
as the most 1ikely market, or the tarcet population?

How well does the cost of the method fit with the market-
ina budaet?

Wi1l the method satisfy affirmative fair housing regulations?
111 the method meet the immediate needs of the develooment?

Noes the method lend itself to the individual nature of the
development?



Methodoloay

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

RPesources

1. Yorkshop staff should conduct the informal lecture and
the aroup task.
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INSTRUCTIONAL AIN: TASK 2-A

1. Read the following case study.

—_—

Rouce House is located in Mason NDale, a suburban community in south-
ern 'ew Jersey, about 3N miles from Philadelphia. 1Its ponulation is
20,000. Mason Nale is laracely a middle-class community of white collar
workers who commute to the city for employment.

Rouae House is beina byilt as a 202 elderly development. Its non-
profit sponsor is the Mason Dale Methodist Church. V!hen construction is

completed (in approximately six months), the development will be a five- |

story elevator buildina with 146 units. There will be 46 efficiencies
and 100 one-bedroom units. Basic rents will be $28 and $115 per month
respectively.

Rouge House is in a heavily wooded area relatively isolated from
the rest of the neiahborhood. There is a one-mile lona access road to
the development from the main road. The rest of the neiahborhood con-
sists of new four and five bedroom sinale-family houses costina from
S60,000 to S90,00N. The manacer must find residents to move in as soon
as possible. His marketino budaet is $S200.
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2. Develop a potential marketing plen Dy corpleting the matriz below.
Tach of the various marketing methods listed vertically should be
enalyzed for appropriateness acecording to the criteria listed
horizontally. Shade the corresponding block if a particular method
seems prormising relative to a particular criterion. The more a
particular method is shaded, tne more likely i1t 18 to produce the
desired results.

ROUGE HOUSE

Target ! Equal Irmediate lature of

!
Population | Pudeet | Opoortunity |leeds (Time) |Development

tlord of
Mouth

Community
Contacts

Cooperative
Peferrals

Promotional
Materials

‘lewspapey

Padio and
Television

L~
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INSTRUCTOR'S GUIDE: TASK 2-A

2. Participants were asked to complete the following matrix:

POUGE HOUSE

Taraet Equal Immediate Mature of'T
Pnnulat1on| Budaet | Opportunityi ‘eeds (TIme) Development |

;{g:(tjht)f | l/ // i i i
| _ .
g
Y,

Television

. J}'Ad/
st ) //
Cooperative 12222;5?;
Referrals
Promotional ’ I
Materials ///// /ﬁ//
770
Newspaper <222222;/12222§Z?/ %;%i;i;jéffyf/égééfjiij/
Radio and ////////// //
// /

il

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

scores hiahly. The marketing plan should focus in this area. Of those
methods that cost money, newspaper and radio and TV ads score hiahly,

while promotional materials do not. Since newspaper ads are less expen-
sive than those on TV and radio, spendina should focus on newspaper ads.
The manacer should, however, seek free television exposure throuagh local

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

TO ENABLE MAMAGERS TO COMPLY WITH FEDERAL
EQUAL EMPLOYMENT OPPORTUNITY REQUIREMEMTS
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GOAL_AREA 3: T0O ENASLE MANAGERS TO COMPLY WITH FEDERAL EQUAL EMPLOYMEMT
OPPOPTUNITY PEOUIREMENTS

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

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

ino nractices.

3. Particinants will list five 3. Participants will examine a case

(5) discriminatory advertis- study and cite at least two (2)
ina, merchandising, and pro- examnles af discriminatory adver-
motion practices. tisinqg, merchandisina, and nromo-

tion practices,

Content

Nefinition of Discrimination

Any marketinc method must satisfy equal opportunity and affirmative

marketing reculations. MUD has developed an Affirmative Fair Hous-

ina Marketinc Plan.
In definino “discrimination,” one must first define "minority." A
minority is any aroup, or any member of a arouo, that can be identified

either:
- by race, color, relicion, sex, or national oricin: or

- by any other characteristic on the basis of which dis-
crimination is prohibited by a Federal, state or local
fair housina law. (This is primarily determined by the
law of your state or locality. lhere there is no state
or local fair housina law, "minority” would simply refer
to race, color, reliaion, sex or national origin. Else-
where, state, county, or city covernments have passed
laws for the protection of other aroups. fNependina on
the terms of those laws, "any other characteristic” may
include such characteristics as aoe, marital status,
personal appearance, sexual orientation, family resoon-
sibilities, nhysical handicap, matriculation, political
affiliation, source of income, or place of residence or
business.)
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There are two types of discrimination. Each has a different impact
and requires a different type of treatment. The first type of discrimi-
nation arises when people are treated differently because of their mi-
nority status. The second type of discrimination arises when uniform
arbitrary actions or nolicies have a discriminatory impact on minority
arouns.

To insure that a marketina plan does not violate fair housina laws,
all actions or nolicies which might possibly be discriminatory should
be tested. There are separate tests for each kind of discrimination.
Both should be anplied whenever there is a chance that any policies or
practices may be discriminatory.

Test for Discrimination by NIFFERENT TREATMEMT:

Would you be treating someone differently than you are now treating
that person if he or she had a different minority status? Yould I as a
housina manager treat this black aoplicant differently if he were white?"
"Would I treat this Chicano resident any differently if he were Anglo?"
If the answer is:

YES - you are discriminating because of minority status.

HO - you are not discriminatina because of minoritg status.

Test for Niscrimination by NIFFERENT IMPACT:

Even thouah a housina manaaer may not treat neople differently be-
cause of minority status, he could act in such a way that a hiacher per-
centaae of minority aroun members, or members of one particular minority
aroup, were excluded or otherwise harmed.

Does what you are doing really serve o valid business purpose?

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

10 - you are discriminatina because of minority status.

Is there any other way of accormlishing the same business purpose
without an exclusionary or harmful impact?
[f the answer is:

YES - you are discriminatinae because of minority status.

MO - you are not discriminatina tecause of minority status.

Discriminatory Marketina Practices

In marketina, it is unlawful to do any of the followinq:

1. Refuse or fail...
- to rent a dwelling after a bona fide offer has been accepted
- to re-negotiate for the rental of a dwellina

- to show a dwellina

to provide or volunteer information about a dwellina because
of minority status

2. Discriminate...
- in the terms, conditions, or privileces of the rental of a dwellina

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

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

- to make a dwellina unavailable for rental

- to avoid the rental of a dwellina because of minority status
4, Pepresent...

- that a dwelling is unavailable for inspection when in fact it
really is available because of minority status

5. Tlelay, hinder, avoid, ohstruct, or discourace...

- the rental of a dwellino because of minority status
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Encourage discrimination...
- in the showina or rental of a dwellino hecause of minority status
Channel or steer...

- a person away from a dwellina or neichborhood because of minority
status

Or otherwise...

- make a dwellina unavailahle for showina or rental

- avoid the showing or rental of a dwellina because of minority status
In advertisina, it is unlawful to do any of the followina:

- Make, print, or publish, or cause to he made, printed, or published,
a notice, statement, or advertiserent concernina the rental of hous-
ina that indicates either:

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

- any intention to such creference, limitation, discrimination

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

- Selectively use, place, or desian any such notice, statement, or
advertisement with the effect of discriminatorily limitina or en-
hancina its anpeal.

- Fail or refuse to imolement requirements under Federal, state, or
local fair housina laws, or under any rulina of a court or admin-
istrative agency based on Federal, state, or local fair housing laws
including such requirements as:

- to maintain or provide data on minority status.

- to display fair housing poster, equal housina loaotype, or
other such indicators.

- to advertise or otherwise proclaim nondiscriminatory real
estate policies and practices.

- Fail or refuse, when required by statute or administrative requla-
tion, or by order of any court or administrative aaency, to carrv
out an affirmative real estate marketina proaram to serve persons
of both minority and non-minority status with respect to housina
for rent.
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Methodoloay
1. This material can be presented in an informal lecture.
Resources

1. ‘lorkshop staff can conduct the informal lecture.



- 20 -

GOAL AREA 4

TO ENABLE MAMAGERS TO SUCCESSFULLY WORK WITH
PROSPECTIVE RESIDENTS DURING THE DISPLAY AND
SALES PROCESS



0

GOAL AREA 4: TO ENABLE MANAGERS TO SUCCESSFULLY WNPK WITH PROSPECTIVE
RESINENTS DURING THE NISPLAY AND SALES PROCESS

LEARMING NRJECTIVES ANTICIPATEN PPACTICE QUTCOMES
1. Participants will cite four 1. Participants will examine a hypo-
(4) important environmental thetical case study and make four (4)
factors which influence the suagestions for improvina environ-
decisions of nrospective mental factors which influence the
residents. decisions of orospective residents.

2. Participants will cite four 2. Participants will examine a hyoo-
(4) important considerations thetical case study and make four (4)
in showina a unit. suagestions for improving the way in
which units were shown to a prospec-
tive resident.

Content
lWhen inspectina units before rentina, potential residents form

opinions about the following physical aspects of the development:

Appearance of the grounds and buildina

Appearance and arrangement of the office

Appearance and attitude of the development's personnel

Condition of the units shown

Appearance of the Grounds and Buildina

At an established development, when the manacer makes an inspection
of the arounds and buildings prior to the arrival of prosnective resi-
dents, he should be especially watchful for anythina that miacht create
a poor impression. The manaaer should have problems taken care of imme-
diately and should make sure that walkways and hallwavs leadino to the
buildina are clear and clean. Inside the buildina, the hall and walk-
ways leadina from the entrance to the offices, and the halls and walk-
ways leadina from the office to the model apartments should receive

special attention. The laundry room closest to the rodel apartments and
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community rooms and cormon areas also merits special attention.

At a new development, the areatest problems arise from construction
materials and equinment still on the premises. Every effort should he
made to see that the paths from the parkinc lot to the office and from
the office to the model apartment(s) are kent clean and free of clutter
for safety 3s well as marketina considerations. Finally, the route from
the parkina areas to the office should be clearly marked,

fppearance of the Pental Office

The rental office should be easily located and identified hy simns.
The sian on the office door as well as the one in the parkina lot should
indicate the hours the office is open for rental business.

l'hen the prospective resident enters the rental office, he should
find it neat, clean, and efficiently arranced. It should look business-
like. The arrancement should nrovide either an office or private area
where confidential conversations may be held. 1Mo one likes to discuss
income, assets, or private details necessary for elicibility determina-
tion in front of others.

Popearance and Attitude of Personnel

The apoearance and attitude of personnel are major factors influenc-
ina the impression a nrospective resident forms of the develooment. A
potential resident knows the manacer is tryina to sell him on renting in
the development. He will expect the manaaer to have a good attitude.
[f the prospect feels the manacer's attitude is lax, he will probably
wonder what the manager's attitude would be 1like when he is not tryina
to sell prospects a unit. In addition to ceneral 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 te shown to potential residents should be in the best
possible condition. At times, this is not an easy task to accomnlish.
The manacer 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 been done, a unit must be inspected carefully before
actually presentina it. FEven if a unit needs no work, it should he
cleaned thorouahly.

‘lhen there are several units to show, it is bhest to concentrate
efforts on preparino one unit first in order to have one ready unit
rather than several half ready ones.

Finally, the manacer must do a complete check of all equipment
(1iahts, 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 develooment where the units have never been occunied, pre-
parina them for showina still involves havina them cleaned and insurina
that the equipment operates. Moreover, all construction debris should
be removed.

Pentina Techniques

Marketino is the process of creatino the desire to buy in people to
whom one has aiven 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 exnlanation of value by the person who exhibits the product.

Showina the Unit

Advertisina and referrals are desianed to produce prospects.



= 08 w

Manaaement personnel must oroduce residents from these preospects. Sellina
heains when the prospect arrives. The prospect needs housina. 'anacement
has it ready and available.

Yhen the prosoect comes to the rental office, the manaaer should oro-
ceed to determine his requirements with respect to price, space, and
equipment.

Manaaers should specifically ask what the prospect is seekina, (in a
nleasant way). If what the prospect seeks is not available, the manacer
should say so.

Point Qut Values in the Puildina

"ile proceedina to the unit to be shown, the manacer should hecin

by pointine out the values in the buildina:

Character of residents,

- Maintenance,

- Meatness of entrances, halls and corridors,

- Services offered and various facilities: Taundries, recreation roorms,

- Policies of manaaement which ensure pneace, quiet, and wholesome
comfort, and

- Safeauards which promote and maintain safety for the residents.

A critical time arrives when the ranacer actually starts to show
the model or rental unit. He should be positive and
show those features and details that appear most important to the indi-
vidual seekinc the accommodations: he should talk ahout closet space and
mention storaae lockers (if available). He should not just show the
kitchen, rather he should talk about the quality of the rance and other
- aopliances. The same holds true when showina bathrooms. ‘hen showina

the livina room, the ranaaer should point out the view or sucacest
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decoratina ideas. UYe should call attention to the convenient placement
of electrical outlets.

The manacer should avoid a bored attitude. Although he may actually
have shown similar anartments a thousand times, the process of selectina
a new residence is very impoortant to the prospect.

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

Resources

1. ‘Yorkshop staff should conduct the informal lecture.
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POST-TEST
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T: WHAT DID YOU LEARM?

1-2-3.

METHOD

Complete the following matriz:

JJECESSARY CONDITIOQNS

ADVANTAGES

DISADVANTAGES

Satisfied residents who
are willina to spread
the word

S e e ST

Appropriate oraaniza-

tions to contact

Sy

Nther developments in
the area

food accessible loca-
tion

“ttractive materials

- Good "ad" copy
- Well tarceted or
wide circulation

- Catchy "ads"
- Money

- Public relations
experience

———— e o

- A capable firm at
a reasonable price

- Mvailability of suit-
able units

- Ability to foreao in-
come from such units
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3
met

(a)
(b)

s

-2

four eriteria whicn cdetermine the most econorical merketing

10d for veaching the most qualified prospects:

(c) _

(d)

5. lihat are tnhe two types of Adiserimination?

(e)

(f)
(a)

(h)

(1)
(1)

(k)

ce a checl: next to those items which are discriminatory or
z

To fail to rent a dwelling after a bona fide offer has been

made,

To carry out executive directions to make a dwellinc unavail-
able for rental because of minority status.

To delay rentina a dwellina because of minority status.
To fail to advertise on minority owned TV or radio stations.

Te fail to mention affirmative fair marketing practices in
any advertisement.

To fail to rmaintain required data on minority status.

To fail to discuss elicibility criteria with any telephone
caller who so requests.

To fail to display a fair housing pnoster or equal housina
loaotyoe as required.

To fail to advertise in minorityv-oriented newspapers.

To fail to carry out an affirmative marketina proaram as
required,

To fail to advertise non-discriminatory real estate practices
as required.
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(1) To steer a person away from a neichborhood because of minority
tat P
status.

(m) To selectively advertise with discriminatory effect.

(n) To fail to advertise on minority-oriented TY shows.

(0) Te use words or phrases that have a discriminatory effect.
List four (4) aspects of a developrent which influence a prospect’s
dectsion to rent:

(a)

(b)

(a)

(d)

List four (4) irportant considerations in showing a wnit to a pro-
spective rentor:

(a)

(b)

(c)

(d)
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ANSWEPS TO POST-TEST
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ANSWERS TN POST-TEST:

1-2-3. Particinants were asked to cornlete the followina matrix:
METEOD JECESSARY COIIDITIONS ADVAIITAGES DISADVANTAGES
5 [Satisfied residents wha - Free - Slow
| iord of i are willing to spread | - personal - Peaches relatively
| mouth + the word i nature . few people -
! : 5 ~ Can be discrimina- |
i : I i_torily selective .
: - Appropriate oraaniza- : - Free - Slow
¢ Community tions to contact t - Selective to -~ Effort required to ;
| Contacts | Earnet popula-i coordinate contacts;
; | . ion :
5 i Other developments in | - Free ~ Competition might be
| Coonera- | the area - Good for new | too keen |
i tive developments ~ Effort to aain co- |
| referrals ! operation
! - Prospects may not
belona to taraet
population
Good accessible - Free g Passers-by may not
alk-ins | Tocation | belona to target
| population
Distri- | Attractive materials - Inexpensive = Nifficult to taraet
buting | - Selective to | Expenses can mount
nromo- taraet popu-
tional lation
material !
"lewspapen - Good "ad" cony - Reach larce |
advertis4 - tell targeted or wide numbers of | Eypensive
ina | circulation real prospectsl !
TV or | - Catchy "ads’ - Good selling . :
I; 3;3t1s-5' Money tachniques r Costly i
1 1ng | ; ! |
rGeneral . = Public relations { - Free ~ Requires aood PP \
Epubiicity: experience ' . skills .
! | % Other news stories |
i : : . may focus on nena- |
: | E . tive aspects of the .
I ' i . develonment :
. Hirina a, - A caoable firm at . = Manaagement - Expensive !
market1ng a reasonable price . free to focus ~ Loss of control :
|C°"SU]' ! on other ! over marketing :
| tant 1 i tasks . _efforts ;
Model i - Availability of su1t3' - Good selTina ~ Can be expensive |
apartment‘ able units i techniaue unless cooperative |

-
|

———

ARility to foreao in=-

come from such units

venture can he
orked out with
furniture retailers
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(a) Is the method most 1ikely to reach the income aroun identified
as the taroet population?

(b) How well does the cost of the method fit with the marketina
tudget?

(c) Will the method satisfy affirmative fair housing standards?
(d) Will the method meet the irmediate needs of the development?
(e) Dces the method lend itself to the individual nature of the

development?

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

(b) The second type arises when uniform arbitrarv actions or policies

have a discriminatory impact on minority oroups.

a, by, ¢, f, h, i, k, 1, m, o.

(a) Appearance of arounds and buildina
(b) Appearance and arrancement of the office
(c) Anpearance and attitude of the development's personnel

(d) Condition of the units shown

(a) Netermine prospect's needs
(b) State approach to prospect's needs
(c¢) Point out values in buildina

(d) Be positive, courteous. and enthusiastic
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SKILL-TEST
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SKILL-TEST: CAN YDU USE YHAT YOU HAVE LEARNED IN WORK SITUATINMNS?

1-2-3-4. Read the following case stucy.

1ilson Street Manor is located in the central area of a larce south-
eastern city. The city itself has a ponulation of 900,000 and the met-
ronclitan area has one of about 2,700,000 peonle.

The development, 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 crimes are much hiaher than in the rest of the
city. The buildinc itself is a 13-story hichrise with 180 units,
includine 120 efficiencies and A0 1-bedroom units., The hasic rents are
€95 and S110, respectively.

Two afficiencies are comina up for rent. The only names on the
waiting list want one-bedroom apartments.




(B)

Word of
Youth

Community
Contacts

Coonerative
Peferrals

Promotional
Materials

‘lewspaper

Padio and ]
Television | |
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|

evelop n potentiol marketing plom by corpleting the matrixz below.
Tash of the various ravieting rethois listed wertieally should be
cnalyzed for approvriateness according to the eriteria listed
ﬂgﬂ@portaz7_ c»aﬂe the corresponding block iF a particuler
rethod seems prorising relctive to a varticular criterion. The
rore a particular method is shaded, the more likely it is to pro-
duce the desired results.

I'e
.o

oT“*l

WILSOM STPEET MAMOR
| Taraet | Equal i Immediate | Mature of

i Population | Budaet |Noportunity ! Meeds (Time) |Neveloprent




5-6-7.

(a)

(b)

(c)

(d)
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Decd the following case studies.

i

! Mr. Jones manaaes a 450-unit housina develenment in the

| inner city. He prefers not to rent to non-blacks: in the past
t he has had trouble when white or Hispanic families lived in the
fdeve1onment. A woman with a Spanish accent calls to inquire

| about available anartments: he tells her none are available

| when in fact he has several vacancies.

|

Mr. Smith manaces a 235-unit intearated housina development

He is anproached by a minority newsnaper's sales representative
to place a real estate ad. He declines.

in a medium-sized city. He has two three bedroom units to rent.

]
Mr. Green manaces a medium-sized housina development in a
’1arne city in the southwest. He is aoproached by a Spanish-
lanauace newspaper to nlace a real estate ad. Althouch he has
Isevera1 units available, housina authority policy (reflective
of the mayor's wishes) states that advertisements are to he in
| Enalish only.
]

“r. Grey mananes a larece housina develonment in an inner
city ahetto. An elderly couple anplv to rent an anartment.
frey tells them of the units available, but steers them to
another neichtorhood. He states that crime is too hiah in the
area and that they wvould be particularly vulnerable because of
their ace. !e sucaests they apply in an elderly develooment on
the outskirts of town.

(X}

o———— . —————- . — i ——

r.
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corplete the Following motrizx:

Is there discrimination

Is there discrimination

. Case by treatment? by impact?

| ! i
! (a) "r. Jones i i
i |
! | |
| F |
i (b) ™. Smith E
’ l
*(c) Mr. Green

| (d) Mr. Grey
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8-9. You are the rarager of a large housing developrent. The Director of
your authority requires that you write a rarieting plan For pour
development. FEz provides you with overall focal area guidelines.
Frite two action steps for each foecal area:

FOCAL APEA ACTIOM STEPS
I l 1
| ¥ !
1. Sppearance of arounds . e.o l
and buildina i |
' ; (1) Insure walkways ocnd hallwaus are clean.|
1 i
@ |
! | ;
2. Pppearance of office | (1) L
!
| (2)
1
I
3. Appearance and atti- (1)
tude of nersonnel
(2)
4. Condition of units (1)
'
(2)
5. Salesmanship (1)
(2) ]
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ANSHERS TO SKILL-TEST

1-2-3-4, Participants were asked to complete the followina matrix.

| Target ! Equal | Immediate | Mature of
PopuTat1on Budopt ﬂpnortun1ty 'leeds (Time), DNevelopment |
- $ | I

H

Yord of

mouth ;

-

Communi ty
contacts

Cooperative
referrals

Promotional
material

Newspaner

// -

\ \
(N,

Padio and
television

Because of the limited number of units (and hence funds) available,
the prire focus of this marketinc strateay should focus on newspaner
ads. Time limits the ontions of word of mouth, cocperative refer-
rals and other nromotional materials.
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5-A-7. Participants were askad to comnlete the followino matrix:
Is there discrimination Is there discrirination
by treatment? bv imnact?
]
& | ?
, I i |
| (a) “r. Jones ! YES ! 0 :
| ! | '.
H ] T T
| | E |
| (b) Fr. Smith | 'n : o |
‘ |
| !
. . I |
L (c) “v. Green | 0 YES i
| i
| (d) "r. Grey ' Mo
!
L
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8-Q. DParticinants were asked to cormlete the following ratriz:
FOCAL AREA ACTIOMN STEPS
1 l
| I
1. Aopearance of arounds Insure walkways and halluays are clean.

Ca =
. .

and buildina Insure laurdry rooms and cormon areas

are clecn.

Appearance of office 1. Location of rental office should be
identified by sicn.

2. Office should te neat, clean, and
effictently arranced.

3. There should be arrangements for privacy.

Appearance and atti- i 1. Feat

tude of personnel 2. Courteous
3. Felpful

4, Interested

Condition of units 1. Inspect before showing.
2. Check that all equipment is working.

Salesmanship 1. Determine prospect's needs.

2. Slant approach to prospect'’s needs.
3. Point out values in butlding.
4

4, Be positive, courteous, and enthusiastic
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