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I ’ve found that many builders and their sales agents are somewhat out of 
touch with the fundamentals of how to implement great, yet inexpensive, 
marketing. Simply reading this article gives you a clear advantage over your 

competition. You’re taking the initiative to expand your business and increase your 
profits while your competition becomes stagnant and complains about how tough it is 
to merely find more business. No matter how many homes you build or how educated 
you are in marketing management, the strategies below are guaranteed to produce a 
windfall of new business in a short amount of time. 
 

“Fortunately, great 
marketing is more 
science than art” 

It doesn’t take a marketing genius to spend tens of thousands of dollars using a 
variety of market resources and mediums to get a message into the marketplace; 
however, great, budget-conscious 
marketers are made, not born. It 
requires discipline, a precise system 
and a highly strategic plan to really 
develop your business marketing 
savvy. If you want to grow your 
business, gain a decisive and competitive advantage, attract new customers in 
droves and double your profits – you need to open your mind and revamp outdated 
marketing ideas. 
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Fortunately, great marketing is more science than art and, like any scientific 
endeavor, the better your processes, procedures and techniques, the better your end 
results. To compete in today’s market builders need to find as many small niches as 
they can and excel in areas that cannot be filled by larger competitors. A niche 
marketer can grow and become very profitable, but still not appear on the big guy’s 
radar screen. 
 
To become a good niche marketer, companies must switch their mentalities from that 
of a seller to a marketer. Marketing is the opposite of selling. Find a need people 
have and make people aware of your solution, then selling becomes almost 
unnecessary. The following are 10 core strategy secrets that every top producing 
company I’ve worked with has learned to master.  They are: 
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1 
 
 Your goals – the simple setting and monitoring of goals for each area of 
your company can cause 150 – 200 percent increase in performance. Do 
you know how to set goals, reinforce goals or support a goal-oriented 

environment? The most important thing you can do for your company is to create a 
goal orientated environment. 
 

2 
 
 Hiring the best – making a wrong hiring decision can cost a company 
thousands of dollars. The secret weapon used by the “big dawgs” is 
advanced behavioral testing that helps them spot and hire star performers. 

They use a service that administers and interprets a behavioral profile for $200 – 
$400. The cost is minimal compared with a bad hiring decision. Visit 
salesDNAprofile.com to learn more about how to administer thorough sales profiles 
and hire the best applicant. You shouldn’t hurry through the hiring process without 
using these valuable tools – regardless of your company’s size. 

3 
 
 
 Strategy vs. Tactics – the first thing to understand is the difference 
between strategy and tactics. Developing a strategy means you have 

determined, in advance, an ultimate goal you would like to achieve for each tactic. 
Tactics are the things you do to achieve your goal. A tactic is a marketing effort such 
as: yellow page ad, newsletter, trade publication such as Builder Architect Magazine 
or speaking engagement. If you want to be the most respected company in your 
market, you should ask yourself, “Do my tactics reflect that desire?  “ 
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4 
 
 Understanding the sales process – if you don’t understand the 
sales process thoroughly, then you’re fooling yourself about being 
successful. There are numerous fundamental steps that every customer 

goes through in order to make a purchase decision. Understanding and mastering 
these steps is one of the more powerful things that can lead to greatness. Don’t just 
leave it to sales representatives to know those steps.  There are many great 
programs offered by the Homebuilders Association and various outside programs to 
help reinforce the sales process.   

 
 
 Keep ’em curious – in his book, Accidental Magic, Roy Williams asks 
the question, “What was the last movie you paid to see twice?” It was 
probably a movie that made you curious . . . one that was thought 

provoking because you didn’t know exactly what was happening until the end of the 
movie. In the same way, if you’re not sure where an advertisement is heading, it’s 
more interesting. An example of such an ad is a radio advertisement that has no 
ending. The next time you hear that particular ad you’ll likely turn up the radio to get 
additional details. Wouldn’t you want people to turn up your ads? 

5 

 

6 
 
 Profiting from co-op advertising and strategic alliances – if 
you had someone willing to pay postage costs for direct mail or foot the bill 
for half of every ad you ran, why would you pay for 100 percent of your 

advertising? That is exactly what co-op advertising is all about. Many vendors will 
gladly pay to put your name with theirs in trade magazine publications, newspapers 
and a variety of other marketing mediums. Increase your visibility, up your market 
awareness and slash your budget by letting your vendors pay for half of your 
advertising.  
 

7 
  
Million dollar e-mails – with technology advancing at the speed of a 
bullet, today’s marketers must accept the challenge of advancing with it. If 
you have been on the net for any time, I’m sure you’ve heard of SPAM or 

unsolicited commercial e-mail.  Many short-term minded marketers believe they can 
send out thousands of free messages hoping for a handful of sales; however, there is 
a huge difference between permission e-mail marketing and SPAMing. The fact is, 
without getting permission, you’re just sending out SPAM, and that will land you on a 
dead end street. There’s no need to go down that road when getting permission is 



easy once you start using a strategy for opt-in e-mail marketing. Below are seven 
ways to collect e-mail addresses on and offline from an article by Jim Daniels called, 
“Bulk E-mail vs. Opt-in E-mail.” 

• Pop Ups – create a pop up window on your web site to effectively capture       
e-mail addresses. 

• Subscriber Box –prominently provide an e-mail subscriber box on each of your 
site’s web pages. 

• Post Card – send out cards offering an incentive for customers to send back 
their e-mail addresses. 

• Contest – people will ensure that you have a correct address so they can 
receive winner notification. 

• Give Aways (free books, software, etc.) – give aways or “ethical bribes,” are 
highly effective means for capturing e-mail addresses because an incentive is 
provided for giving an e-mail address. People are becoming more hesitant to 
hand out e-mail addresses for fear of rampant SPAMing, but if an incentive is 
good enough, you’ll get many e-mail addresses to add to your distribution list. 

• Simple Forms – many companies completely miss opportunities to capture e-
mail addresses. Any time a customer walks into your model home, your 
people should get his/her e-mail address along with phone number and 
physical address. Salespeople should be trained to get this information when 
they are on the telephone with customers, as well. 

• Auto-responders – a smart way to run an ad is to use an auto-responder – this 
way you can capture the e-mail addresses from interested prospects. The 
auto-responder will be set up to automatically deliver your promotion to people 
who request it. 
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8 
 
Post card marketing – while one of the most cost-effective strategies 
for marketing is using post cards, it is also the least understood tool.  
There are local companies that can print and mail post cards for the same 

price it would cost to do it yourself . . . a huge money and time saver!  But, one thing 
post cards allow you to do is stay in front of the customer.  I strongly recommend that 
you design and work around a post card campaign – not just one card, but a series of 
cards that deliver a message and create curiosity.  First, design the cards yourself or 
get someone to help you.  Second, make sure the sequence of post cards includes a 
call-to-action.  Third, try test marketing in small quantities and areas.  Finally, 
remember that post card marketing is just one more step in achieving top of mind 
dominance in the marketplace so people think of you when they purchase.  All 



marketing relies on repetition – post cards are one part of the formula that can be 
done on a shoestring budget.   
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9 
 
 
 Master the telephone – it is the most valuable weapon in today’s 
business arsenal. Yet, many salespeople do not use it effectively. Learn to 

master the telephone and you can accomplish almost anything in the world of sales. 
It is the additional ingredient needed in a high-tech, high-touch world.   
 

10 
 
Third party endorsements – one of the budget marketing 
secrets is making yourself available for articles and news stories and 
becoming a spokesperson in trade publications. The combination of 

a small ad, along with a story written about you, your company or your area of 
expertise carries more weight than a pot of gold.  ₪ 
 
 
 
 
 
 

Continue to learn from the sales master,  
John A. Palumbo, in his recently published book 
that is certain to help you improve your sales! 

 
Author:  John A. Palumbo 
Publisher:  The Sterling   
     Learning Group 
Date of Publication:  2007 
ISBN:  978-1-934381-00-7 
Number of Pages:  205 pages 
 
Order today at 
www.MySalesDNA.com
 
 

John Palumbo is CEO of 
The Sales DNA Institute, an 
idea studio and research 
laboratory for sales and 
marketing management. He 
has presented hundreds of 

speeches and seminars internationally on 
the science of sales and influence. He has 
been instrumental in restructuring the 
Sales DNA or thousands of individuals 
from small, family-run companies to large-
scale developers such as Trump Grande 
International. Visit SellingOnStage.com or 
e-mail PalumboJ@aol.com for more 
information. 
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