Pathway Communities - Integrated Marketing

Situation

McRae Communications was challenged by Pathway Communities to develop an integrated marketing campaign for one of its newest developments, SummerGrove at Newnan.  SummerGrove is a large master planned community that offers residents a host of technology options. These technology amenities are particularly attractive to telecommuters, people with home-based businesses, families with school-age children, and even Web-active seniors.  

Approach

McRae conducted in-depth consumer research to identify target audiences for SummerGrove’s technology message. Target publics included those listed above and were stratified by age, gender, geography, income, etc.  This research was used as the foundation for marketing efforts that included public relations, advertising and the Internet.

McRae created a print ad that touted the attributes of SummerGrove’s technology package, and placed the ad in publications that offered access to the target audiences.  These publications included the Atlanta Journal-Constitution.

Simultaneous to the running of the print ad, McRae’s public relations department arranged for a highly respected business reporter from the Atlanta Journal -Constitution to visit SummerGrove. The reporter wrote a long, very positive article about SummerGrove, and because he was provided with background information drawn from the same resources as the ad copy, the article incorporated key messages that were delivered via the ads.

On the day the article ran, the Journal-Constitution offered a link from its heavily promoted Web site to the SummerGrove Web site, which McRae also built.  As the same McRae advertising and public relations team members were involved in the creation of the Web site, the site delivered the same key messages in a way that targeted the same key publics.  

Visitors to the SummerGrove site were given the opportunity to request more information. This information again consistently delivered messaging regarding the SummerGrove technology components. Visitors to the site also were encouraged to come see SummerGrove in person.

Once an interested consumer saw the ad, read the article, and visited the Web site, their next step was to visit SummerGrove. When they did, they were greeted with a community Intranet, exclusive to SummerGrove that featured elements designed to appeal to the target publics. McRae also created this Intranet, which served as a terrific on-site “closer” in the fully integrated marketing and sales process.

Results

Traffic to the SummerGrove Web site increased by 200% on the day the Atlanta Journal-Constitution article appeared. Foot traffic to the community’s information center increased dramatically following the article, as well.  Most importantly, SummerGrove was one of the top-selling communities in the Southeast, an amazing feat given its conservative budget.  

The SummerGrove campaign was judged by the National Association of Home Builders to be among the nation’s top five residential real estate marketing campaigns.  Additionally, the Greater Atlanta Home Builders Association judged the SummerGrove campaign to be the most successful and creative marketing campaign of the year.

