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The Internet has been available as a sales and marketing tool for about a 
decade now. This essential technology is at the core of the information 
revolution and has become an integral and growing part of the mar-
keting plans in most industries. For example, Ford Motors dramati-
cally increased their Internet budget last year after establishing that 
the online marketing cost per vehicle sold is about one fourth that 
of traditional marketing channels. According to PriceWaterhouse-

Coopers, Internet advertising spending last year grew 30 percent 
over the previous year while television advertising was 

flat. This year is expected to see an acceleration 
of that online spending trend, punctuated 
by a decline in television ad revenue.

Given the maturity and demonstrated 
benefits of this revolution, why do so 
many manufactured housing professionals 
think the Internet is a waste of time? Even 
a casual conversation will yield the answer: 
they tried it, it didn’t work. Despite a few 
high-profile successes, the information 
superhighway is littered with the unsuc-
cessful marketing efforts of manufactured 
housing professionals. But the problem 

is not with the Internet, but with 
how most manufactured housing 

professionals interact with 
it. After reviewing the 

actions and results of 
many manufac-
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tured housing companies over the years, 
I conclude that the lack of success is the 
result of losing qualified online leads by: 
1) slow initial response, 2) poor quality 
initial response, and/or 3) lack of proper 
lead cultivation and follow up.

ru l e  #  1 — B e  P r o M PT

The first way to lose sales is by not 
responding to leads promptly; every 
salesperson knows that. The problem 
concerns the Internet definition of 
“prompt.” The moment a shopper sub-
mits an online form they are interacting 
with you and your products. They are in 
your virtual store; treat them that way. 
E-mail is their choice of communica-
tion; otherwise they would call or walk 
in. It should not be your excuse to give a 
delayed response. Progressive marketers 
understand this and try to reply while 
the prospect is still at their computer (i.e. 
still in your store). This means replying 
in minutes, not hours or days. By reply-
ing immediately, you can keep the pros-
pect away from your competitors until 
you’ve had an opportunity to positively 
present your product. By waiting until 
the next day, you miss this initial golden 
opportunity. Wait longer than a day and 
you appear unprofessional. 

I observed this from a finance broker 
who purchased leads from me some 
time ago. After a couple months he 
wrote me: “These leads stink. I haven’t 
closed a single one. Every time I call, 
they either don’t qualify or they already 
have financing.” His comments were 
interesting because I knew other people 
were successful—with the same leads. 
I delivered the leads in real time, and 
sold each one only three times. This 

Three rules 
broker had at most two competitors. So 
what was his problem? The answer lies 
in the end of the broker’s e-mail: “… 
they already had financing.” Well, they 
clearly didn’t when they filled out the 
form! I am not sure how slow this broker 
was, but it’s clear his competition was 
contacting them immediately and clos-
ing the quality leads. If your goal is to 
have short conversations with above-700 
FICO score prospects, and long conver-
sations with below-500 score prospects, 
wait a day before contacting them; bet-
ter yet, wait two or three days. By then 
all of the quality leads will be gone.

ru l e  #  2— Cu sTo M I z e  

T h e  P I TC h

The second way to lose an Internet sale 
is if your initial e-mail reply is untargeted 
or illiterate. Every reply must be custom-
ized (targeted) based on the information 
submitted by the prospect. Also, make 
sure spelling and grammar are correct and 
appropriate for your audience. Failure to 
observe this last point can be disastrous.

My favorite example here concerned a 
retailer in the Southwest who complained 
that the best prospects never responded 
to his e-mail replies. He was getting lots 
of replies and call backs, but not from 
the retiring engineers and managers who 
were a perfect fit for his development. 
I reviewed some of the forms originally 
submitted by the prospects, and he was 
right, these appeared to be well-quali-
fied, interested prospects. So what was 
the problem? One glance at what was he 
sent out and I knew the answer. The writ-
ing was inarticulate and grammatically 
challenged and became a perfect filter: 
qualified buyers disappeared, unqualified 
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shoppers promptly picked up the phone.
We changed the responses to these 

leads and quickly achieved a near 100 
percent reply rate from most qualified 
inquiries. The salesperson originally in 
charge was a top-performing agent with 
excellent phone and in-person skills, but 
his written communication skills left 
much to be desired.

If you are selling $250,000 homes 
in an upscale retirement community, 
you need someone who can write on a 
par with the professionals who are your 
prime prospects. Whatever your audi-
ence, write at the appropriate level. Keep 
a copy of all e-mails and review what was 
sent out to specific requests. Evaluate 
what was effective at collecting qualified 
prospects while reducing contact with 
unqualified shoppers. From this analysis 
you should be able to standardize three 
to five letters which can be custom-
ized as needed. Large organizations with 
adequate resources should have the letters 
professionally written.

ru l e  #  3 — Q ua l I f Y, 

Cu lT I vaT e ,  a n d  C los e

The final way to lose an Internet sale is by 
not understanding the extended timeline 
of an Internet shopper. People shopping 
on the Internet for capital goods, like 
homes, tend to start six months sooner 
than those who start by visiting a physical 
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store. Salespeople frequently believe that a 
prospective homebuyer will see a home on 
the Web site, walk into the sales location 
and buy the home on the spot. The quick 
sale is nice, but it is the exception. If you 
immediately push for a quick sale, you 
will alienate the vast majority of online 
shoppers who would have bought from 
you within a year. A successful approach 
I call “Qualify, Cultivate & Close” works 
very effectively with this growing popula-
tion of shoppers. 

Start with immediate and appropriate 
correspondence as discussed earlier, then 
let time and automated electronic com-
munication develop the relationship. To 
illustrate, a retail sales location should 
post the actual homes and preferably 
the base price of these homes you have 
in inventory to the Web site, not just 
your model lines. This gives you a rea-
son to send ongoing e-mail correspon-
dence to your prospects as the inventory 
changes. People no longer in the market 
can unsubscribe at any time leaving an 
increasingly Qualified pool of prospects. 
The remaining prospects get a monthly 
update containing new and interesting 
content. This interaction Cultivates an 
ongoing relationship while building trust 
and interest in your company. And finally, 
after the initial, crucial contact, all further 
contact is done through bulk e-mail and 
dynamic Web content. When the pros-
pect is ready to purchase, they will initiate 
the person-to-person contact, at which 
time you can quickly Close the sale.

I M P l e M e n TaT I o n  

a n d  To o l s

Fundamental to this system is a Web site 
that allows retailers and community own-
ers to present their products and homes. 
The site must be easy for non-technical 
users to create new content and update 
existing entries. 

One such site is MHVillage, of which I 
serve as Internet operations manager. Using 
the “Neighborhood” feature, a broker’s 
listings can be presented without reference 
to competing listings. A more advanced 
implementation called an “I-Frame” allows 
a broker to present their MHVillage list-
ings directly on their own Web site with-

• New, lower pricing for
   stabilized properties.

• Adjustable and Fixed-Rate
   loans available.

• Amortized up to 30 years.

• $1,000,000 to $30,000,000 smaller
   and larger loans may be considered.

• LTV’s up to 75%.

• 1-5 Star Communities.

Flexible Programs for Manufactured
Home Community Financing

Imperial Capital Bank offers flexible program options, quick answers and fast closings.

David A. Burt, Senior Financial Executive

877-487-4852 x22318
dburt@imperialcapitalbank.com

www.imperialcapitalbank.com
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self evaluaTIon: 
Whose Problem Is It?
If you have been previously unsuccessful 
with Internet marketing, ask yourself the 
following questions: 

1. do I use Internet-generated leads in 
real-time? 

2. do I respond to them immediately? 

3. do I carefully create, evaluate and 
develop my e-mail correspondence? 

4. do I invite the prospects to interact 
with my continually updated Internet 
material? 

5. do I give developing prospects the 
time they need to make a decision? 

Tally up the number of questions  
to which you answered yes.

5  If you said yes to all five, you are a pro 
at closing Internet leads

3–4 If you said yes to three or four, you 
are starting to get the hang of Internet 
sales, but you could improve your close 
rate significantly by making just a few 
changes

0–2 If you said yes to two or less, you 
need to develop your Internet skills. you 
are missing out on many sales

out any reference to MHVillage.
These capabilities can be used in a 

variety of additional ways. One broker 
on MHVillage put the date and location 
of an upcoming Open House on all the 
applicable listings. This was a perfect time 
to send out an additional e-mail with 
a link to her neighborhood. Not only 
did this get the short-term activity she 
sought, but conveyed that the Web site 
is dynamic and actively maintained; in 
short, there is now a reason to bookmark 
it and frequently return.

Without training, salespeople do com-
pletely predictable things with Internet 
leads which are known to fail. Conversely, 
systematic application of the principles 
outlined here should begin to deliver the 
Internet’s promise of qualified leads at 
dramatically lower costs. In the examples 
sited above, using the wrong approach pro-
duced no results while the right approach 
produced 20-plus percent closings from 
the same population of leads. 

Jason Adams is the Internet Opera-
tions Manager for MHVillage. He can  
be reached at 877-853-0298 or jra@
mhvillage.com. ■


