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You don't sell property — you sell the lifestyle that revolves around it. Are marketers doing all

they can to paint the perfect picture? Gabey Goh takes a look.

In August this year, Bank Negara announced
strong economic growth of 8.9% vear-on-year
in the second quarter, dnven by sustained
expansion in domestic demand and continued
robust growth in external dernand.

“The announcement was a good indicalion
to the beanng of properly business,” says Anne
Tong, assistant general manager of branding and
community development, at Sunrise Berhad.

Further endorsement came when Abu
Dhabi-based Tasweek Real Estate Development
and Marketing recently explored the property
and financial markets of Singapore and Malaysia
to assess business opporiunities and local
market trends.

Affirming the sustainability of the property
sectors in both markets, the adwser and

solulions provider also found that the Malaysian
market has been expenencng a property
upsurge, particulardy in its high-end residential
segmant.

The firm credits this spe to the availability
of cheap financing, new launches, favourable
regulations and enticing promotions.

From ail angles, it appears players in ihe
property sector have all the ingredients to tap
into the consumer psyche and close the deal.
Yel, with an upsurge comes added competition
for a slice of the property buyer pie.

So what are the tricks to standing ouk in this
sector?

CONNECTING WITHTHE SAVWVY
The consumer on the huni for property ioday is

a different breed. They are belter educated, weli-
read, well-travelled, better exposed and hence
more disgerning in thew choice of producls and
senices.

In reaching buyers, it 15 & combinalion of market
awareness, brand-building and promotions for
any development that holds the key.

“Property buyers have
evolved in the past few years
Moving forward, pricing and
location may not be the only
considerations for buyers when
Date Neoh making purchasing decisions,”
Soo Keat says Dato’ Nech Soo Keat,
founder and managing director of Trinity Graup.

Branding and reputation takes on an added
significance in the property sector. Companies

The iProperty.com Group operates

10 property portals across key Asian cities
serving over 2.5 million property hunters
who view over 450,000 properties and send
over 300,000 leads to our advertisers.
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are not only selling a lifestyle, but they are asking
consumers {o trust that, n a few years, their new
home will not just be ready, but will mest every
expectation.

Neoh says: “We believe other factors such as
ihe developer’s brand strength, product design
and features will become impartant factors for
purchase considerations.”

According to Tong, the biggest change to
property marketing compared with five years
ago is the deepening realisation that emotional
connection often makes the difference.

“Properly marketing is seeing a sirong
emphasis by good brands on nurturing and
expanding their friendship st through a
wide vanety of means, both traditional and
innovative.

“Customners prefer relationships as they want
lo feel connected to a brand that delivers on its
promise, that provides real satisfaclion and even

Going digital: Sunrise makes full use of the inlernat to reach its potential customers.
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“Customers prefer relationships as they want
to feel connected to a brand that delivers on its
promise, that provides real satisfaction and that
even anticipates their unexpressed needs.”

Anne Tong - assistant GM of branding and development at Sunrise Berhad

anticipates their unexpressed needs.

“They prefer treading on known ground
rather than unknown ground, or o put it simply,
1hey prefer buying from & friend or upon referral
by a friend rather than buying from a complete
stranger.

“50 a brand has to make
friends with prospects and

strengthen  inendships  with
existing customers.”
Judy Loo, senior vice

president of sales and marketing

ji E]

at Ireka Development Management, agrees and
adds 1hat the most effective approach has been
direct personalised marketing to home buyers
and investors.

“Qur growing list of current actve buyers will
always be ihe first people we approach. When
a new property or buyer becomes active the
properties that match the requirements of the
buyers can be sent to the buyers by email or
alternatively they can visit our show gallery for a
sales presentation.”

DIGITAL IS WHERETHE HOME IS

In much the same way the digital age has
ransformed the consumer approach to travel
and leisure, the property sector has undergone
the same revolution. While real estate brands still
focus heavily on print and TV, there has been
a gradual shiit to digital and mobile advertising
becavse more consumers are taking to the
digital space when searching for information on
properties.

And what's fuelled the process has been the
success of property portals such as Fullhouse,
Estate123 and iProperty, which have become
1he first port of call for buyers,

“Previously, property hunters used to trawl
through newspaper classifieds, which have
limited information and, at most, a single black
and white picture. Today, visitors can now view
hundreds of thousands of properbes for rent
and sale with pictures, details and other useful
information in a single click,” says Timothy Hor,
country manager of iProperty.com Malaysia.

Given these facts, Hor adds lhat 1t is not
surprising to see more property portals sprnging
up and henzontal classifieds portals adding a
property category to their product offenngs.

Marketers are not unaware of this shift in
direction and realise \he potential of digital media.
It is an avenue made all ihe more attractve in
the current soft market situation where every
advertising ringgit counts.

Hor confirms the shift, noting that property
developers are seeing the importance of new
media and the role it plays m their marketing
mix.

“Advertisers have recognised that online
advertising gives them measurable resulls and
huge returns on iheir investment,” Hor says.

“While traditional media gives them reach
and brand awareness, online markeing allows
advertisers to communicate with an audience of
ready or interested buyers.”
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are getting cients. Onine searching of our i-ZEN
properties for sale can quickly filter down to a
handful that meets the buyers’ requirernents in
terms of location, price and accommodation.

“Qur properties can be advertised faster on
the internet, often appearing days earlier than in
pubucations.”

For Ireka’s SENI Mont' Kiara project, a
website has been set up specifically to market
the property and provide information so that
buyers can have a good look at the development
before deciding whether they are interested,

This onine effort, coupled with roadshows
in Singapore, China and Dhaka in Bangladesh

PROPERTY PURCHASE MCTIVATION
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SOURCE: IPROPERTY.COM CONSUMER
TRENDS SURVEY [1H. 2010}
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“What marketers should not forget is that future
home buyers are not the same home buyers of
today. They are clearly going to be more digital,

more mobile and more connected.”

Timothy Hor - country manager of iProperty.com Malaysia

during the past ihree months, has garnered
much interest and provided the brand the means
of tapping into high-net-worth individuals within
these markets.

IT'S ALL INTHE PACKAGE

Marketers interviewed all agreed that one of
the most essential factors thai needs to be
established before reaching prospeclive buyers
is financing.

“We are constantly working with financial
institutions to provide sound financial support
and easy access to home loans for both local
and mnternational markets,” says Ireka's Loo,
adding that there must be flexility to allow more
relaxed loan quantum if the market needs it.

At Sunrise Berhad, the company promotes
s “Flexible Financial Package', which i
introduced in 2008 offering financial flexibilty
and capital returns to 4s customers.

*The scheme was introduced to encourage
potential customers to purchase high-quality
homes developed by Sunrise. Our current
offering of 28 Monl' Kiara also offers an amazing
financial package,” Tong says.

In the case of SP Setia, the property group
enjoyed great success wilh the introduclion
of its “5/95 Home Loan Package” in January
2009. The package worked on the premise
of a 5% down payment with no other cash
oulflow required from the purchaser during
construction.

During the construction periad, the developer

bears all legal fees and stamp duty on the sale
and purchase agreement, loan agreement and
memgcrandumn of transfer, in addition to servicing
the interest.

The company was able to persuade four
major banks to back the venture.

“We launched this at a time when the market
was sluggish. Despite the economic turmoil, we
had a strong belief that there were stil buyers out
there, but they were holding back because of the

e, . 1 excessive negativity caused by
incessant bad news regarding
the financial metdown, We
needed to get people inierested
again,” says Norhayal Subali,
Norha y;“ general manager of group
Subali marketing at SP Sela.

Norhayaii notes that the programme helped
those on the margin who needed ihat extra
assistance over he next two years of uncertainty
to own their dream home. In the property
development business, the product 1s the most
important element in the marketing mix.

One of the most common challenges that
property developers face is to plan, design and
develop product concepts lhat will appeal to
target audiences.

“For us to achisve a strong market
position, wa need to be awars of the marketing
opportunities and emerging trends in the
industry to design and develop products that
are not only practical, but also up-to-date and
desirable to our target audience,” says Trinity
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He adds that online advertising spend on iProperty.com has grown by
141% in the first half of 2010 online compared with the first hatf of 2009,

Since the launch of iProperty.com’s real estate search applications
for the iPhone and iPad, the portal has seen encouraging demand for
sponsorships of the apps from property developers and banks.

However, Hor notes that a disparity remains in the property brand
cornmunity in regards to digital,

“Many brands are already seasoned veterans in the new media space,
while some are only just jumping onto the bandwagon.”

Sunrise’s Tong says that online property marketing used to only be
about putting mformation on a company's websita.

“Now the effort is on establishing links so that your product is writien
about in somebody else’s website or blog. If that other website, blog
or Facebook has good things to say about your product, then they are
bringing friends over to you and thai's one way of expanding your client
database.”

Al Sunrise, every possible effort is put in place to explore digital
channels and this will be further intensified in ihe near future to Jeverage
this highly viable marketing channel without compromising on the personal
touch-aspect that the company takes pride in.

According to Ireka's Loo, internet rmarketing has revolutionised the
marketing of real estate and can be a valuable tool for marketing a high-
end property, since it has global reach,

"It is cheaper than printed markeling and enables us to present the
property more fully without major expense.”

Specifically, the biggest change is buyers having access to the multiple
listing services via property portals, to valuation data and educational
information on the web.

“Buyers are hungry for information and this has affected the way we

Best of Zest: Trinity Group executed an Integrated marketing mix for its
Zost project.
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Some fish blow
themselves up to

look bigger

than they actually are
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KEYTRENDS

1. More Malaysians are looking to invest in property
2. Investment for capital appreciation is increasingly popular

3. Investors are looking for high-end properties
{RMS500,000 to RM1,000,000)

IPROPERTY COM CONSUMER TRENDS SURVEY (1H, 2010)

Group's Neoh.

The boutique developer has found that using a carefully crafted
integrated marketing mix from the start is a sure-fire formula, especally in
the case of therr latest development, The Zest @ Kinrara 9 in Puchong.

“From designing the right offenngs at the most competitive price-
points right down 10 developing an effeclive marketing sltrategy to push
sales to ensure that the project achieved success in the condominium
segment,” says Neoh, adding the project was well-received in the market
place and was sold out in six months.

Another key trend is the mcreased demand for luxury properties, which
Ireka’s Loo credits to rising property prices, better rental returns and higher
resale profits.

Loo observes that investors are looking for smaller urits that are fully
furmshed and fitted with room for rental income and capital appracialion in
prime areas such as Mont Kiara and Kuala Lumpur's city centre.

“Buyers are prepared to pay a premum on views and this is evident
from our sales of SENI Mant’ Kiara, where a majorily of the 605 residences
command a view of the Kuala Lumnpur city skyline and Twin Towers,” she
says,

THROUGH THE LOOKING GLASS

The eventual domnance of digital media in marketing properties is onty a
matter of tirne, gwen the rate of adaption of new smartphone technologies
and increased access to better internet across all demographics.

“Despile the sophisticated methods 1hat are avaidable m digital
channels to track wisitors and measure their activi ty, the balance of control
over the buying process 1s moving towards the buyer,” Ireka’s Loo says.

Virtual tours of properties, which are BlackBerry and iPhone-enabled,
are not out of the question in the future, where customers are able to
“buitd” ther home online, showing the cost of their choices as they are
made.

However, she warns the real-time interactions with prospects require
maore {rust, not less.

Loo says brands will need to give confidence that custorers will see
the interaction as a chance to specify iheir homa valus rather than adding
to its cost, and trust that personal preferences and infarmation will not be
betrayed.

“What marketers should not forget is that future home buyers are not
ihe same home buyers of today. They are clearly going to be more digital,
more mobile and more connected,” iProperty's Hor says.

“Given that fact, it is only logical that the future of property marketing
will be driven and shaped accordmgly by ihe consumers of the future.”

However, it is also important to remember that, despite all the buzz
with new melhods and modes of marketing, 1he basics must not be
forgotten.

This point was highlighted by Sunrise’s Tong, who says successful
campaigns ihat have stood out, were generally driven by attractive financial
schermes offered to customers and augmented with effective marketing
channels to reach the right audience.

“This underlying prmciple has stood its ground and 1 do not think it wal
change anytime soon.” she says. F
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We believe

size only
matters

when you are having
fish head curry

(which is very bad news
if you're a big fish!}

We also think the facts matter more
than looking big.

We can deliver access to 62% of all
hypermarkets nationwide with o reach of
874,800 shoppers PER DAY offering more than
25.8 MILLION impressions per month. Need
more? How about, 71% of Malaysians have
visited a hypermarket in the past 4 weeks
and this is where the most spending takes
place. To get the FACTS not just fish tales,
call at 03 - 2287 4130 or email Katie at
katie@magigads.com.
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Advertising + Marketing editor Gabey Goh (top
centre) played quizmaster.

The New York Times Global's Dominic Ciafardini
welcomes the teams.

Team Arachnid: The Mew York Times Global
Club Cranium Challenge champlons.
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VENUE:

Twenty One Tabies and Terrace
Bangsar Shopping Centre
Kuala Lurnpur

DATE:
Trwursday 11 Nov 2010

SPONSOR:

This event was rmade possible uy

€he New York Eimes [GLosAL

4
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THE NEW YORK TIMES
GLOBAL CLUB CRANIUM

CHALLENGE

A healthy competitive spirit is not lacking in Malaysia, if The New York
Times Global Cluly Cranium Challenge was anything to go by,

Held at Twenty One Tables and Terrace, this battle of wits saw eleven
agency teams don their thinking caps for a test of knowledge, creativity and
quick thinking as they competed to dsetermine Malaysia's number one "whole-
brain” agency. In the end, it was home-grown agency Arachnid who emerged
as champions.

Hosted by Advertising + Marketing’s editor Gabey Goh, and supported by a team of neutral
‘judges’ — there tc ensure the rules were understood and followed correctly - the contest consisted
of four rounds, each one designed afier ihe classic board game, ranging from taking turns with
team members to spell ‘nostril’ backwards, o using one team member as a puppet to act out
the Macarena. Stop watches were used to rank the teams based on correct answers and fastest
fimes.

Arachnid quickly confirmed themselves as a serious contender by scoring 48 points in the first
round. Krakatua and Neo@Qgilvy cleared the 40 point mark as well, but were unable to overcome
the initial deficit set by the leaders, and found lhemselves unmoved in the rankings table at the end
of the night.

BBDO/Proximity displayed flashes of brilliance, but sealed their fate just outside the medal
standings with a low scoring effort in the third round. Left deploring their decision to compete without
a client and more than four supporters — which would have eamned them enough bonus paints to
edge out Krakatua for second place - they had to seitle for fourth.

“It was a fantastic night,” said event director Soren Beaulieu. *I've never seen lhe agency
community so engaged before. The energy levels were off the charts.”

Dominic Ciafardini, The New York Times Global's regional advertising director affirmed Beaulieu's
clatm by saying he was "pleasantly surprised with the unbridled enthusiasm in the room”.

“We're delighted everyone got into the spirt of the competition and really enjoyed themselves,”
said The New York Times Global deputy advertising director Eileen Soh. “We're happy we were able
to say thank you to the agency community here by helping to make The New York Times Global Club
Cranium Challenge such a success.”

Organised by Advertising + Marketing, The New York Times Global Club Cranium Chaftange
is set to take plage in one year's iime, where Arachnid will be invited to defend its title against all
challengers. F

SCOREBOARD
AGENCY NAME | ‘Bonus: | mOUNDH | RoUND2 | ROUNDA | ROUMDM || TOTAL
AFAEHNIC B [e} A8 el 32 18 151
KFARATLIA 5 a4 7 e} 1A 107
NEDROGINY/ OGN ONE 18 A 12 26 15 103
BEDGPRORIMITY a o 45 18 i o
E’EﬂfFLE-‘_I'-I-"FUt_‘.H 1a 85 i) 18 16 =)
ETARGOM) 10 ae = 14 0 an
CARAT - a3 12 2 1 b
METHAREZ: 5 25 g 4 fl a
VIZEUM 0 14 15 0 10 1
MEDIA CONTAGTS i 11 " 8 38
TERAA B L 13 B a8
LINIVERBAL MEGARN o o o ) a

* Tearms coukl aam a fotal of 10 bonus pomts. Fa # a client was on thaw team and five for bingug four oF OB SuppOrters to
choer them on.
* Unfortunately, the tearn from Universat MoCann did not amwve to challange for honours.
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