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System Action Plan 

Title/Code: Creative Follow-Up / C-1-3-4



Date: February 26, 2010
	Result Statement

	Describe exactly the result this system must produce:

Follow up with prospective residents will be a myriad of relentless, personalized, outrageous, and amazing creative, pro-active selling initiatives.


	Accountable Positions

	Position with overall accountability:

Sales Manager

Participating Positions:

Sales Manager

Leasing Counselor

Sales Support

Move-In Coordinator


	System Diagram
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	Description of System Benchmarks

	#
	Benchmarks
	Accountable Position
	Timing

	1.
	Review the sales notes on the prospective resident.
	Leasing Counselor
	Before Prospect Case Study

	2.
	Prospect Case Study.  Follow the sheet.  Don’t skip ahead.
	As many members of the sales team as are available.
	After Step #1

	3.
	Personality.  Determine the prospect’s or influencer’s personality.
	As many members of the sales team as are available.
	After Step #2

	3.a.
	Open or Closed.                              OPEN: Relationship oriented, Self-Disclosing, Show and share feelings, Warm & relaxed, Flexible & outgoing, Seek consensus.                         CLOSED: Task oriented, Stick to the subject, Guarded, Formal and proper, Disciplined and goal oriented, Seek consistency.
	As many members of the sales team as are available.
	After Step #3

	3.b.
	Direct or Indirect: 

DIRECT:  Faster, more aggressive pace, Approach decisions and change quickly; Take-charge individuals, Less patient, more competitive.

INDIRECT: Prefer slower, more easy going pace; Tactful and consider actions; Avoid risk; Patient and diplomatic; slow paced.


	As many members of the sales team as are available.
	After Step #4

	4.
	Action Plan Worksheet.  Complete this by following steps 4.a – 4.e.
	As many members of the sales team as are available.
	After Step #5

	4.a.
	Commitment Options.  Based on the prospect’s current knowledge and level of trust, what specific commitments could I ask for?
	As many members of the sales team as are available.
	After Step #6

	4.b.
	Advance?  Will it advance the sales?  Advance is with a specific commitment to further the relationship.  If it won’t advance the sale, do not continue with that option.
	As many members of the sales team as are available.
	After Step #7

	4.c.
	Difficulty.  Will it be easy or hard to achieve?
	As many members of the sales team as are available.
	After Step #8

	4.d.
	Rank Choices.  Number then in the order that you will do them.
	As many members of the sales team as are available.
	After Step #9

	4.e.
	Creative.  How can I present this option in a creative way?
	As many members of the sales team as are available.
	After Step #10

	5.
	DO IT!!!  Get it done and delivered.
	As many members of the sales team as are available.
	After Step #11
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	Resource Requirements

	Staffing
	Sales Staff 

	Space and Facilities
	Sales Office

	Equipment
	Computer, printer, internet access

	Supplies
	Cards (Thank You, Birthday, Anniversary, Get Well); baskets and other supplies.

	Information
	


	System Quantification

	Describe how you will quantify and evaluate the effectiveness of this system on an ongoing basis:

· Increase face to face encounters, 
· increase sales
· reduce marketing costs.
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	System Standards

	1. Create urgency by acting urgently.

	2. Delivery.  Whenever possible deliver by hand.  If not possible, use Fed-Ex overnight.  If that isn’t possible use USPS.

	3. Today is better then tomorrow.

	4. Adapt to the prospect’s style.

	5. Implement Cialdini’s Principles of Influence whenever possible:

· Scarcity

· Commitment / Consistency

· Reciprocation

· Social Proof

· Authority

· Liking

	6. Anytime is a good time for creative follow-up.  These are not limited to the following, but among them are: 

· After an inquiry

· After a prospect says yes

· After a prospect says no

· Before an on-site visit

· After an on-site visit

· After a telephone conversation

	7. Pre-Prepared Items.  Only pre-purchase certain items.  These items include:

· Cards (get well, thank you, birthday, anniversary).

· Baskets (get well, pet care)

· Books (Alzheimer’s, Chicken Soup for the Soul).

	8. Review “Tactical Plans for Creative Prospect Follow-Up and 50 Field Tested Follow-Up Campaigns.


Use additional sheets as needed
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