Vacancy Marketing Ideas:

1. NEWSPAPER ADS

You may start to design just about any ad by keeping in mind the acronym A.I.D.A. which stands for Attention, Interest, Desire, Action. It’s what you want your ad to do. Now how will you create attention? I would say amenities play a fairly large roll with condo's, things like clubhouse, pool, tennis, private covered parking, quiet, close to shopping, schools, beaches, lakes, parks, police, fire or anything else of interest in the area. 

Attention = A pin point accurate description called the grabber is commonly used as your headline! (ie. immaculate, spacious, all new, all appliances, 5 minutes to beaches, etc.) You will also see people use borders or color in their ads to get the readers attention, however when people are really  looking for a place to live a small ad that is well written will get the response just as well, if you have stiff competition, you may use it to get read first.

Interest = comes second, what can you tell them that would be of strong interest to a condo dweller? upper/lower unit, the price per month, (editor's note - I suggest a price range) what is included, commute times to cities, special features of the unit or complex i.e. new, quaint, fully equipped etc.

Desire = use the word desirable area, beautiful view, peaceful and well appointed, spacious and clean etc.

Action = won't last long, first come first serve, this will not last! Hurry! You won't believe this! This is one great place! Only available for a limited time, this will be gone, If you see it you'll take it, taking applications today only, don't wait call now!

2. DON'T OFFER THE CHEAPEST HOUSE. INSTEAD OFFER SOMETHING UNIQUE:

The only person that can win at the price war is truly the person with the lowest rents. Concessions and apartment or rental specials are running out of control and everyone 
feels they must be a part of this trend. The problem is that your specials aren't getting any attention because everybody is doing the same thing.  
 

If you are having trouble filling a vacancy, I want to challenge you to be different from the norm. One of the fundamental keys to marketing is to be the first in something. So what can you do that will put you first in the minds of rental shoppers? 
 

Stop giving away rent. Lots of landlords do that, instead give away something else. Many people are concerned with the price of gasoline. Instead of giving away your rent, why not give away gas? Here's how it can work. You meet with the owner or manager of your local gas station, preferably one close to your rental and offer to buy gas cards/certificates in $25 increments. 
 

In all your rental advertisements include a phrase about FREE GASOLINE for renters! You also ask the gas station owner/manager if you can please post a flyer about your freegasoline offer at each of the gasoline pumps for one weekend.  If you have more than one rental, you can promise to purchase dozens of gas certificates. Every person that stops to buy gas that weekend sees your flyers (and the price of gas) and wonders about getting free gas. 
 

Your promotion is to give out the gas cards to new and/or renewing residents as incentives to rent your house and as an incentive to pay rent on time. Once the resident moves in, they must pay their rent on time in order to get the free gas card each month. Trust me, the number of people calling you will increase because many renters want free gas. More qualified prospects will read the Free Gas flyers at the nearby gas station than a lot of other advertising you can do and will definitely make prospects think of you uniquely because you were the ?first' in your area to offer renters free gas. 
 

If the gas station idea isn't going to work due to logistics beyond your control, then try the same concept with a local shoe store (free shoes) if you cater to women. The possibilities are endless. The key question is what would be appealing to the type of renters you are looking for? If you begin to use this marketing concept, it can totally revolutionize the way you fill your vacancies.

3. TARGETING LOCAL CHURCHES, EMPLOYEES AND EMPLOYERS

If you have properties that are located near universities, high schools or elementary schools, contact your local school districts. Let them know that you're interested in catering to teachers and educators. Let the school districts know that you have properties within walking distance. Just by doing this, if a question ever does come up, where a teacher is looking for an apartment, the name of your property will come to mind. 

If your buildings are near a specialized institution like a hospital, or a medical and dental health facility, often these organizations will have an internal newsletter that they generate on a weekly or bi-weekly basis. Usually there's a free column where you can place a brief advertisement. It never hurts to let the employees know that there is a nice apartment within walking distance. 
4. VIVID WORDS THAT WORK IN AD’S

Powerful, truthful adjectives added to your ads can make a big difference. Landlords have inserted ads that pulled no response, have changed the ad by inserting one vivid word, and have received dozen of replies. Probably one of the best-pulling words is "redecorated". Here are a few others that have worked well:


Affordable attractive charming comfortable convenient redecorated exceptional executive Extremely nice Friendly Immaculate lovely luxurious modern new On site laundry Desireable Spacious and clean peaceful plush quiet secluded spacious Gorgeous sparkling spotlessly clean view 

Below are HEADLINES that can add power to rental ads:
On Bus Line, Easy Access, Luxury Extras, Near Campus or Shops, Near Schools, Newly painted,  Fenced Yard, Special Rates, All Appliances, 5 minutes to transportation
