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Marketing and Selling

What's The Difference?

The hiteblood of hoth the time-
share and Mractional businesses is lead
flove. Both forms of interval o nership
require a pipeline flled with qualified
prospects. 5o, what's different between
the two! A fractional is a sought prod-
uet, Yes, a buyer gets up in the morning
and really does decide to buy a fractional
that day! This fact changes the market-
ing dynamic 180 degrees.

With a fractional oflering, the market-
ing process includes branding, Web-site
presence, collateral materials, electronic
mailings, and print advertising, These
components play a role in “putting a
sale in play™—a two- to three-month
process meended to secure a “hard de-
posit” [or a praject in pre-sale or to take
the purchase “to clase™ if’ the project is
completed.

With waditional tmeshare, it's the
short-cvele sales presentation thar ges
the sale. This front-end product presen-
tation does not hayve to be as elaborate
lor the timeshare buyer, Product po-
sitioning for a $150,000-plus sale, as
compared with an under 75,000
sale, are two very differen processes,
Many fractionals sell in the $250,000
to 3450,000 range. While the numbers
are less than the price of a whole unit,
it’s still a large chunk of change 1o those
with high disposable income. Some 69
percent of those with wealth have had i
for less than 15 vears, so they are delib-
erate with their spending decisions.!

For this category of purchase, full-
disclosure Web sites and materials are
the norm. This acknowledges the rela-
tive sophistication of the buver and the
[act that 59 percent of the wealthy use
the Internet to compare products and

prices, " The fractional sales executive
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wants the customer o know about the
product; the more known, the better
chance to make the sale,

A traditional timeshare purchase
{li”i"'l'.\. While some weeks are north
of 550, the great majority (all into
the 15,000-30,000 range, with modes:
down payments and developer-offered
hnancing. In addition, todayv’s buying
public understands tmeshare. Use plans,
brands and independents, and exchange
are understoodd 10 some extent by the
prospect. Plus, most prospects have heen
to a number of sales presentations.

So, what does it take to appeal (o
a family with annual discretionar,
imcome levels of $123.000 and above?
What about the prime fractional huyving
group with discretionary income of up
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well-integrated, and global marketing
plan that delivers qualified leads for both

|J|m||||'l Catemories,

Get the Sale on Paper

Geet the sale on paper! That mantra
resonates throughout both fractionals
and umeshares. What are the dilTerences
in how one goes about it? Mid-cvele sale
that’s the difter-

ence. The tmeshare sales executive has

versus short-cvele sali

a lirmted amount of tGme to move the
prospect along the buving track. The
[ractional sales executive has unlimited
time as the sale will not happen in one
day.

This contrast in prospect manage-
ment is the key difference between
the two products, cousins in shared
ovnership as they are. High-performing
timeshare sales people are wondrons
in their ability to get the sale and leave
the buyer pleased with their decision.

Fractional sales tactics are mare de-

liberate, due to the dollar value of the
product. 1s it necessary to try to get a
deposit while the customer is onsite?
You bet! But if not, all is not lost, as the
majority of sales occur after extensive
phoming, c-mail, and faxing following
prospect review of a document package
that is substantially more complicated
than tmeshare’s,

In timeshare, there is a truncated
sales/ prospect relationship because
of the time demands. Relatdonship
selling is mandatory with fractionals
Relationships in fractionals include not
only the buying couple but often their
lawver and/or CPA. . and maybe their
kids! Fractionals sales executives need to
manage long-distance relationships with
buvers one moment and at the next be
ntercepling and touring a prospect, This
may sound easy, but one task is more
mwardly focused, the other outwardly,
Changing gears 1s difficult.

Where do Tactonal sale executives

fail? Assuming marketing does its job 1o

deliver income- and activity-gualified
customers, faillure comes down to wo
clements: the use plan and the HOA
budeet. The sale sperson must know each
of these documents inside and out and
he able to go in depth with one spouse,
perhaps, while keeping the same infor-
mation in a summary form for the other
spouse, This kind of sale requires that
pertect balance,

Buyers often doubit that the use plan
can work for them, or that it's fully
transparent and not skewed o selected
owners, Assuming the basic elements of
the use plan can fit the buver's needs,
the sale 15 made or lost on how adept the
sales executive is in making it come alive
for the buver in a legitimate manner,

The bottom line is that buyers always







