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Success in any venture today is de-
pendent on a number of factors. Some
may appear to be unimportant in the
over-all operation, yet all have defi-
nite place and function and the.
amount of attention given to each of
these inter-related factors often af-
fects the degree of success n any
business.

Merchandising certainly cannot be
classified as 2 minor factor. American
businessmen have long been aware
that proper promotion of a product
not only is a necessity but might be

"likened to the foundation of success.

Home builders have never been par-
ticularly good merchandisers, at least
not in past years. As their particular
product was usually built to last a
lifetime- they thought that as long as
the quality was good it would prac-
tically sell itself. If they needed any
more argumenfs they pointed out
that their market would not disap-
pear overnight. As long as people in-
habited the earth homes would be
needed and the public didn't have to
be educated along these lines.

However, the past two decades have
seen radical changes in the home-
building industry. Techniques that
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MERCHANDISING

Continued from First Page When the developers first
were standard for centuries considered the merchandis-
gave way to improved meth- ing aspect of the operation,
ods and most home build- they called in an established
ers discovered that in order agency and gave them a free
to succeed they must apply hand on all phases of adver-
all the new technological tising and promotion. Re-
advances 1o the operation Sults were even better than

of their business. Thus they anticipated and although

. the agency and the develop-
turned to assembly-line pro- ¢r.¢ hgd p¥epared for a ﬁvg-

duction of components, in- year campaign, the entire de-
creasing use of new materi- velopment, with the excep-
als and construction meth- tion of about 100 homes,
ods and other innovations to was sold out in a little more
keep pace with increased than three vears.
competition. - _The success of the opera-
Not only did the builder tion and the close coopera-
have to find new and more:tion between all phases of
eficient methods of con- the project, led to the ap-
struction;, he also had to ar-'Pointment of Bill Brangham
range for financing and ac-'0f Fallon, Brangham &
celerated sales programs and oon, the agency handling
thus automatically became the program, as an officer
involved in merchandising Of the developing concern.
on a large scale, “The execution of the en-
. tire program was perfect
Sound Program from all standards,” Brang-
Today, merchandising is ham said. “The developers
accepted hy all builders as a had complete confidence in
facet of the operation that is all denartments to handle
of almost equal importance
to the actual construction.
No longer is it considered an
after-thought, but in many
instances is part of the pre-
liminary planning of a de-
velopment.
One of the hest examples
of merchandising and its
proper relationship with the
development of a residential
project is the program car-
ried out by the Rossmoor
Realty, Inc., in connection
with its $200 million devel-
opment near Long Beach
Listed as one of the larg-
est residential projects un-
der construction in the coun-
trv todav, the walled com-
munity occupying a 1.200-
acre site. contains 3.500
homes. three schools and a
shopping ‘center. Since its
ovenning- in November of
1258, home sales have totaled
K70 mitlion

their part in the best possi-
hle manner.

“After we studied all the
factors involved and decided
on how we were going to
handle the project, we sub-
mitted the program and it
was accepted without any
hesitation, They expected us
to know our business and
therefore our decisions, in
their opinion, were the hest.
There was never the slight.
est” interference on any oc-
casion.”

Such close co-operation
and support, as Brangham
pointed out, do not occur
every time, but when there
is such a complete under-
standing the results—as

.shown by the Rossmoor op-
‘eration—can only lead 1o
isuccess.
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