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The first thing to write down is your Basic Offer. This is the most obvious top-line offer of your site, so don’t overthink it – you
already know what this is. It will be something like ‘2-bed apartments close to the city centre’, or ‘4-bedroom family homes in a
sought-after location’, or ‘5* properties overlooking the beach’. Your Basic Offer is simply a description of what you’re building,
and what’s good about it.
...EXAMPLE: ( YOUR BASIC OFFER:

4 - B E D RO O M ( FA M I LY ) H O M E S I N A S O U G H T-A F T E R LO C AT I O N E TC )

T H E

T A R G E T

M A R K E T

Next, write down, broadly speaking, your Target Market. This is likely to seem fairly obvious, because it’s something that was assumed or worked out much earlier in the
development process. When you were considering the land, or planning what to build on the site, you will have started with some idea, however vague, of the type of
person who might like to live here. This assessment will have been made on the basis of the location, the size and style of home, the value of the homes, and the nature of
the existing, surrounding communities. Your target might be one of the obvious ‘categories’ of buyer, or something similar.

FOR EXAMPLE:
FIRST TIME BUYERS

/

PROFESSIONAL COUPLES

/

STARTER FAMILIES

/

FAMILIES WITH OLDER KIDS

/ CAREER SUCCESS

/

DOWNSIZERS

If it’s not already obvious to you – perhaps you don’t know the area well enough, or there are a variety of different possibilities in your mind – you might consider talking
to your selling agent at this point, to get their expert assessment. Across the UK, many estate agents now have specialist New Homes divisions, and they’ll know who’s
buying what in your area. An experienced sales agent will be able to offer a reliable suggestion or two about who will want your homes.
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Defining a Customer Persona at the outset of your marketing campaign will provide a fundamental building block for everything that you do and say later. It makes it
10X easier to identify your key selling points, craft your promise, write your sales copy and design your materials, if you know who you are 'talking to'. When you are
able to clearly address yourself to a 'real person' – a character whose motivations and requirements you fully understand - you'll find the tools to trigger their Emotional
Engagement, Aspiration and Enthusiasm through the things you write and the vision you present them with.
So, now you know your 'target market', invent an imaginary person, maybe based on someone you know, and jot down a few details about them. If you think that you've
got more than one demographic that you want to appeal to, you might have two Ideal Buyer Personas. The point here is to get a 'real' person in mind when you think
about who is going to love your homes.
BEFORE

AFTER

WHAT THEY HAVE:

HOW THEY FEEL:

THEIR AVERAGE DAY:

THEIR STATUS:

For your offer to be really compelling, you need to speak to your ideal buyer's desired Outcome. What motivates them? Think about where your prospective buyer is
now, in terms of what they have, how they feel, what an average day is like for them, and how they see themselves; and then think about what they'll have, feel, do and
see once they're living in one of your new homes. The distance between those two states is the real Value of what you're offering, and the greatest motivator is the
change in their status. You are not selling a new house, you're selling a change in status, a change in how they see themselves.

T H E

F I V E

W H Y S

Having established the basic offer and the target market, you could run off and hire a graphic designer – and this is what many people do. But we believe its essential to
go deeper. The ICREATE Framework, as you will recall, is all about evoking the imagination, certainty, rationale, emotional engagement, aspiration, trust and enthusiasm
(ICREATE) that your buyers will need, if they are to make a buying decision any time soon. What do you currently know about your target market that’s going to ensure
you can inspire all this through your marketing? Not much, right? If you are going to ensure they fall in love with your homes, you need to really understand what they
want.
To get to know your target market better, you can use the ‘Five Whys’ system. The ‘five Whys’ is a technique that will enable you to quickly drill down in your
thinking, to get at the real emotions and aspirations of your perfect buyer. To do it, channel your inner three year-old and just keep asking why until it fries your
brain. Or until you arrive at something suddenly profound, and you know you’ve got down to something meaningful and human – some Emotional Engagement.
Trust the technique, and keep asking why. Your answers needn’t be strictly sequential, just let your thinking flow as you keep asking why, why else, why is that
important to them? You’ll be surprised at how quickly you arrive at some profound revelations about the motivations of your future homeowners.
So, start with what you know: your Basic Offer will appeal to your Target Market. Your 4-bed family homes in a sought-after location will appeal to
families with older children, and executives. The next step is to figure out Why. The conversation (in your mind) might go something like this. (Write
down your answers in a list, or do a spidergram, or better yet, a mind map – it’s not going to be an organised, sequential set of answers, its going to
be a record of everything that occurs to you as you go through this exercise).

So why will your homes appeal to families with older children, and executives? Because: 4-bedroom family homes in a sought-after location
Why is this important to your buyer? Because: It's a cut above most of the family properties in the area.
Why is this important to your buyer? Because: It's a home that reflects success in life – career status, happy family
Why else? Because it's a sign that they can relax, they've made it
Why else? Life is going to get better from here on in
Why? Convenience; Friends and socialising; Enjoying the ordinary day-to-day
Why? It's a great location.
Why? Looking over the city you love; Feeling rooted; Feeling safe

Go on asking Why until you feel you've got to something emotionally
engaging – a real feeling, association, need or aspiration. You can go back
to the first Why a few times to explore different aspects of why your target
market will like your basic offer. You'll be surprised at how quickly you can
get to something valuable. In the example above, there are just so many
insights that will be helpful when it comes to crafting your key marketing
messages.

W H Y S
SO WHY WILL YOUR [BASIC OFFER] APPEAL TO [YOUR IDEAL BUYER]?

W HY?

W HY?

W HY?

W HY?

W HY?
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Your brand is your promise. Its not a logo, a tagline or a colour-scheme, it's the promise you want to own in the minds of your potential buyers. Your Promise answers the
central question in a buyer's mind - Why Here? It's the emotional truth at the heart of that answer.
You can think about your Brand Promise as the emotional truth at the that guides your marketing decisions, or, if it makes more sense, as the 'theme' of your marketing
campaign. It's not necessarily a catchy tagline or a perfect form of words – this is not a copy-writing exercise (yet). For your purposes, this jumbled page of freelyassociated words, the 'theme' that emerges through all these interconnecting ideas: this is your Brand Promise. Well done!
This 'theme' is going to guide your creative work going forward, inform your sales copy, and enable you to build a cohesive and compelling property marketing campaign.
This exercise requires you to sustain a level of faith in your gut instincts – in your own vision. Find the nugget somewhere in what you've already written, the idea that
sparks your imagination or triggers an emotional reaction. Keep in mind that your job is to choose your brand theme from among any number of options – that the choice
you make is personal and subjective, and this is OK. In fact, it's the whole point – that's what leads you to an authentic brand promise. This is the creative process – the
bit you'd pay thousands to a branding agency to do for you. ;)

...Example: I felt like I'd hit on something when I wrote down “feeling rooted” during the 5 whys exercise. I had been thinking that the view over the city was going to be
the special thing about my project, but I hadn't been able to pin down Why until I wrote down “feeling rooted” - and then something clicked into place. I had been trying
to get at this idea - “a city that is full of all their memories and in which they feel rooted and at home.”
So, now that you have successfully hit upon a compelling idea, brainstorm some words and ideas around it – different ways of saying the same thing, different
twists. This is another free-association exercise, so just write down whatever connections your mind makes. I might start with “feeling rooted”, and go from there
to... memories, family, place, settled, settle down, connected to the place, community, at home, roots, trees, wood, cityscape, memory, history, pride, love, our
lives are bound up with the places we live in, a place to make new memories... )
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Get out your glue and scissors, grab a stack of architecture, interior and lifestyle brochures, it's time to create a Vision Board! If this is your first encounter with
vision boards (where have you been?), you may not be aware that a vision board, in any aspect of life, is a powerful tool for clarifying exactly what your goals are, and
setting yourself up, mentally, to successfully achieve them. The ability to Visualize the outcomes you want – in life, love and property development – is a powerful
determinant of success. Holding a clear vision of your desired outcome in mind, as though it is already completed, will focus your mind, motivate your actions, and steer
your decision-making – all in the pursuit of your end goal. Your Vision Board will be crucial for determining the visual approach of your marketing package, so it's an
important creative step.

You might prefer to approach this task digitally, by saving images from the internet into a folder on your computer, and then viewing these as a slide show or arranging
them on a page in Word or Photoshop. If that's your favoured approach, take a look at Pinterest and Houzz for starters.
As you look through your magazines and brochures, cut out anything that speaks to you. You're mainly looking for images of residential interiors, and
possibly gardens and landscaping – but also cut out any words, colour pallettes, pictures of products or bits of advertising that seem to resonate with your
vision and what you think your ideal buyer will respond to.
When you have clipped or collected as many images as you can find, spread them all out in front of you. Take an overview of
the whole collection and confirm that it's conveying the ambience and quality of your vision because this collection of visual
inspiration is going to guide the graphic design and interior design of your project.
The next step (nearly there!) is to start sticking your clippings down onto a larger sheet. The
objective here is not to create an artful display (although that can be a nice by-product!). The
main reason for sticking the images down is that you are then able to annotate them to specify
what it is about each image that made you choose it.
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You've done it! Thinking through your new development from the point of view of your ideal buyer is such an important process to go through, so congratulations for
getting your marketing off to the right start! This is what will enable you and your designers to craft a compelling and distinctive marketing package that really 'speaks'
to your ideal buyer!
This is probably the point at which you'll hand your PVD to your graphic designer, so they can get started on devising your logo concepts and an overall visual approach
for your project. Rest assured that you're already providing a much stronger brief than they typically receive from 95% of clients, and they'll be pleased to have so much
to go on in terms of Who they are speaking to and Why they will love your new homes. You've honed in on your brand promise, and put forward a 'theme' founded on a
genuine attempt to emotionally engage with what your buyers want. Well done, time for a cup of tea!

Let me know how you got on with this process! If you need some help or want to talk over some
ideas, I would love to hear from you. You can reach me directly at dawn@icreate.co.uk
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