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Executive Summary

Russians have good reason to be dissatisfied with the general state of housing. There has never
been enough to meet demand; moreover, the current housing stock is aging and poorly
maintained. Clearly, there is an enormous latent demand for something better.

The USAID/PADCO Housing Sector Reform Project has been providing technical assistance to
assist Russians in the multiple, complex problems involved in making the transition from a
system of government-owned and government-controlled housing to a more open system with
housing that is increasingly privately owned and maintained. Although Russians are learning how
to make a living in a market economy, they are still, for the most part, living in state-owned
housing.

Task 1: Design a Marketing Campaign for Condominium Concept

The marketing campaign was devised to deal primarily with three target groups of widely
varying numbers and interests. In Ekaterinburg these groups were:

Housing cooperatives 300
Builders and developers of new housing 25
Private owners of former municipal building stock 500,000

For the first two groups, a multi-faceted marketing campaign was recommended that included

direct mail, phone follow-up, and customized presentations. The response rate improved with
each round.

Direct Mail Response Rate by Cooperatives

Ist mailing (61) 6.6 percent
2nd mailing, with enclosure — no calls (123) 12.2 percent
2nd mailing, with enclosure and calls (52) 19.2 percent

The project staff completed the first demonstration with cooperatives; PADCO staff members
are finishing their requirements for implementing a similar program for builders. One difference
in the two campaigns is the amount of emphasis on contact by direct mail versus telephone. The
number of cooperatives is too large to handle adequately without direct mail; builders are such
a select group that they require personal attention. ’

The third target group is large in number and thus requires an outreach campaign that includes
flyers, posters, and mass media. The marketing consultant worked with the PADCO team on
the development of four video spots, which were planned for airing in first quarter 1996.
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Task 2: Assess the Potential Demand for Training and Consulting Services

PADCO has been operating at the product marketing phases that precede commercialization —
product development and early introduction. The early adopters are for any product low in
number. Commercialization comes only when the early majority can see how the product is
applicable to their lives. It is therefore absolutely essential that successful experiences of the first
experimenters are studied and promoted.

The difficulties of establishing pricing for condominium training services were explored in inter-
views with users of such services who had gotten them for free. Interviews were held with the
heads of four condominiums, two in Ekaterinburg and two in Novosibirsk, with presidents of
two management and maintenance firms (one in each city), with representatives of four education
and training institutions (three in Ekaterinburg and one in Novosibirsk), and with one builder
and one enterprise with housing, both in Ekaterinburg. Those interviewed were all positive about
the usefulness of the training they had received and had high regard for the professionalism of
the PADCO staff. Nevertheless, they were not quick to assign a ruble value to the services they
had received. It was a question they had not considered before, and were hesitant to answer,
perhaps fearing in part that they would be charged that stated amount for any future services.
For condominiums, builders, and maintenance firms, the following general recommendation can
be made.

e The client group is quite willing to pay for programs that operate on a minimal cost-recovery
basis. Charges on the order of 10,000-50,000 rubles per person can be expected to cover
refreshment costs, meeting materials, etc. If dissemination of information is the top priority
and there is a desire to continue to offer programs that are entirely free, they can be
packaged with some optional materials, for instance, detailed handouts, for which there is
a premium charge.

e The business client group is receptive to relatively high fee programs if they are of
demonstrable relation to the client’s highest concerns — which frequently relate to revenue
or expenses. Therefore, if the clients believe that they are getting money-saving or revenue-
generating ideas that will more than cover the costs of the training/consulting program, they
will pay amounts that are 50,000 rubles and up.

e A price point that is recommended for builders is 3,000,000 rubles. It is not a high fee in
the mind of a builder in comparison to professional fees paid to lawyers and accountants;
what is unknown in the builder’s mind is the value of the service. A good presentation
package that stresses value can win this client. If the package includes a number of options,
pricing can be tested over a range of 2,000,000 to 5,000,000 rubles. Builders recognize that
time is money, and they routinely pay for expertise regarding the filing of documents and
registrations. The package of services offered to them can include a condominium concepts
program for owners of new units, and a board orientation program. Actual fees charged
might depend on the number of units in the building, complexity of the situation, etc.
Incentive discounts could be given — for example, an introductory low offer or a 20 percent
discount off regular price for contracts signed by a certain date. Pricing signals can be
structured to motivate buyers.
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In services marketing, pricing itself is a signal of quality. Since clients have a hard time
quantifying the value of services on a comparative basis, there is an expectation that the provider
has assessed the value when establishing price. Therefore, customers tend to assign higher value
to services of higher price — and for this reason, services that are offered for free do not drive
out of the market similar (but not identical) services for which there are associated fees.

¢ The implication of this finding is that there will be a market for high-quality training and
consulting services relating to self-managed housing even if municipal housing administra-
tions give away information and documents.

Task 3: One-Day Workshop on Marketing of Training

There were 25 participants at the seminar and workshop in Ekaterinburg on November 22. In
addition to PADCO staff from Ekaterinburg, Perm, and Orenburg, there were numerous
potential training partners for the institutionalization of PADCO programs with Russian organiza-
tions in Ekaterinburg. The workshop in Novosibirsk was held on November 30, with seven
people in attendance in the morning and nine in the afternoon. In addition to four PADCO staff
members, there were two representatives of condominiums, and in the afternoon, two repre-
sentatives of the institutional training partner. The PADCO staff plans to use the marketing
seminar material with their colleagues in other cities.

Recommendations
Core Recommendation from Task 1

A newsletter is highly recommended as a marketing tool for the condominium project. There are
two immediate target groups for readerships:

e qualified prospects who attended seminars; and
¢ condominium leaders and heads of cooperatives.

The newsletter can be a central point of information exchange and an encouragement for leaders
of self-managed housing to share their stories. The newsletter therefore demonstrates that
housing partnerships are real, and that they can help residents solve their housing problems.

The base of readership could be extended to include condominium dwellers, because increasing
the size of readership would increase the value of commercial advertising that could be used to
underwrite newsletter expenses. Others that could be added to the list would be cooperative
association leaders and residents, government officials interested in housing reform, and private
enterprises interested in housing reform and self-managed housing partnerships. This group
includes enterprises with housing to divest, management and maintenance firms interested in
business, and retailers with products to sell to homeowners.

Core Recommendations from Task 2

Price elasticity and other factors can be tested by direct experimentation once PADCO begins
charging for skill-based programs. There can be a stated price for a seminar, and discounts for
early registration, for multiple registrations, and for special promotional offers.
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For residents of cooperatives or of housing that might form condominiums, the recommendation
is to offer programs at close to cost recovery of direct expenses. Charges on the order of
10,000-50,000 rubles would not be a barrier — they would be “low-cost leaders” that would
develop a base of interest in self-managed housing. For businesses that are interested in being
management and maintenance providers, seminar fees can be 50,000 rubles and up. These clients
will need to feel that they are getting money-saving or revenue-generating ideas that will more
than cover the costs of the training/consulting program. Builders can afford to pay much more,
assuming that they will see concomitant value. A price point that is recommended for builders
is 3,000,000 rubles, with options that may reduce the fee to 2,000,000 or augment it to
5,000,000.

Core Recommendations from Task 3

¢ Role Play Cold Calling. Set up a scenario with a colleague whenever there is a new product
to pitch or a difficult type of person to call upon (one participant said she found it hard to
speak with older women who act intimidating in positions of authority).

¢ Periodically Conduct a S.W.0O.T. Analysis. A process involving a balanced assessment of
strengths, weaknesses, opportunities, and threats can be useful, particularly in a brain-
storming session and/or when thinking gets “stuck” in either a pattern of negative thoughts
or wishful thinking.

e Prepare an Appropriate Marketing Plan. Be clear on goals and set strategies accordingly.
With recordkeeping of prospect generation, qualification, and conversion to customers,
feedback on effectiveness will lead to system improvements.

e Prepare a Presentation Package. This can be a particularly effective tool for one-on-one
selling.

e Take Action to Get Close to Your Customer. Ask yourself daily (and report weekly): What
have I learned from a customer? Note: Complaints from your customer can be useful; they
may:

» show you how to improve your product;

» enable you to please a client by simply showing that you listen; and

» lead you to develop new products (what is a problem for one person may be an oppor-
tunity for another).

¢ Develop or Improve the Marketing Information System
» Decide what one needs to track (refer to the “Marketing Machine™).
» Decide who needs access to this information.
» Decide on tools to use (computer programs, such as database software; wall charts;
written reports).
¢ Work on Establishing Alliances that Can Be Profitable
» Think about what you have to offer and what would be helpful to you in a partner.



Introduction

Russians have good reason to be dissatisfied with the general state of housing. There has never
been enough to meet demand; moreover, the current housing stock is aging and poorly
maintained. Clearly, there is an enormous latent demand for something better.

The USAID/PADCO Housing Sector Reform Project has been providing technical assistance to
assist Russians in the multiple, complex problems involved in making the transition from a
system of government-owned and government-controlled housing to a more open system with
housing that is increasingly privately owned and maintained. Although Russians are learning how
to make a living in a market economy, they are still, for the most part, living in state-owned
housing. In the city of Ekaterinburg, there are 1.5 million residents and 431,000 dwelling units
in just 24,650 buildings. There are only 10 condominiums and 300 cooperative housing
associations. Individuals who have privatized their flats for the most part live in buildings owned
by the municipality.

A sampling commissioned by PADCO and carried out by ExMedia Centre in May 1994 indicates
that the number of people in privatized housing is around 25 percent. Although 75 percent said
that they were eligible to privatize, only 15 percent say that they expect to do so if they have
not done it already. One of the concerns expressed by people who are hesitant to privatize is the
responsibility they would take on for repair and maintenance. Nearly 60 percent are dissatisfied
with the current state of their housing. They are pessimistic about the capability of the municipal
maintenance organizations to keep up with needed repairs, but are fearful to take on the expense
themselves.

With an understanding of why Russians are skeptical that the benefits of self-managed housing
outweigh the burdens, it is possible to deal with fear of the unknowns. Clearly, self-managed
housing must be sold as a concept. The idea, as well as the techniques, need marketing. PADCO
offices in Ekaterinburg and Novosibirsk have been addressing these needs. The current project,
“Analysis of Demand for Training and Consulting Services in Condominium Formation and
Operations and Housing Management and Maintenance,” was designed to assist the PADCO
offices by application of marketing expertise to several specific tasks:

¢ the design of a marketing campaign for the concept of condominiums;
e assessment of the potential demand for training and consulting services; and
¢ instruction by means of a one-day workshop on the principles of marketing training.

The design of the marketing campaign was done while in residence in Ekaterinburg during June
and September-November 1995. The assessment of potential demand for training was done
largely through interviews in Ekaterinburg and Novosibirsk in October 1995. Instead of just one
workshop, two were conducted — one in Ekaterinburg on November 22, 1995 and one in
Novosibirsk on November 30, 1995. Details on the activities and findings on each of these tasks
is contained in the individual task reports.
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1. Task 1: Design a Marketing Campaign for Condominium Concept
Context-Target Marketing '

There are three essential elements to a marketing campaign.

e Identify very specifically the target customers.

¢ Determine what message is best for the target group, and how best to deliver that message.

e Develop an implementation plan, with a starting date, an ending date, and evaluation
measurements.

Prior to the start of this project, the PADCO offices in Ekaterinburg and Novosibirsk had done
a good job of identifying market segments with good target customers, but they relied on just
two major ways of reaching potential clients. One of these was essentially word-of-mouth,
working through and with key people in local government. The other method was publicity
through newspaper articles.

These promotion methods used initially by PADCO staff resulted in success for pilot projects
in initiative group formation, conversion of cooperatives to condominiums, conversion of
enterprise housing to condominiums, and new condominium construction. The interim bench-
marks of success tracked over time were the attendance at seminars and the number of initiative
groups formed. What the Russian staff needed was an opportunity to put their experience into
the context of marketing theory and to learn new ways of promotion.

The new marketing campaign was designed for implementation by PADCO staff so that they
could learn by doing. It started with identification of target prospects and then considered the
best ways of turning these prospects into clients. This process can be visualized as going through
a funnel. The outcome is greatest when there is a large quantity of input (prospects and
especially target prospects), and when the flow is smooth from one level to the next. The
process happens in stages, and different marketing techniques apply to each stage, as shown in
Figure 1.

Figure 1. Marketing Machinery

All Prospects

\\ / / (Segmentation Process)

Targeted Prospects

(Qualification Process)

Qualified Prospects

x 1 (Activation Process)
Tryers
‘ (Conversion Process)

Clients
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The marketing campaign was devised to deal primarily with three target groups:
¢ housing cooperative members; ‘

¢ builders and owners of newly built housing; and

¢ private owners of former municipal building stock.

The decision to target these groups, i.e., to identify important market segments, was made col-
laboratively with Resident Advisor Mark Brown. It was decided that there is high opportunity
with these groups. Prospects that are less likely to be of immediate profitability include residents
of enterprise housing, who have extra complications in working out agreements for transfer of
utility services and other matters.

2.  Housing Cooperatives
2.1  Research Methodology

Direct mail was the first technique chosen for testing, with the aim being to reach residents of
cooperatives with a message tailored for them. Direct mailings are a good way to deal with
Step 2 of the process outlined in Figure 1 (i.e., the qualification process) and explained below
by Putman’:

The first thing you must do in a marketing communication is to get the Prospect
to recognize: “Hey, they are talking about me!” Until I recognize that you are
talking specifically about me, none of your carefully crafted points will register.
They will bounce off that stainless-steel wall of indifference and inattention we
have all learned to erect to filter out the irrelevant noise in our environment.

A letter was prepared for the 61 cooperatives in one district of Ekaterinburg. It was sent to the
treasurers, who were invited to mail back a reply form to get further information about how to
form condominiums. There were four mail-backs, a response rate of 6.6 percent.

It was decided that the next mailing would go to a larger group and would include an attractive
flyer that would provide more information. Furthermore, the recipients would be invited to a
specific event. There would be follow-up telephoning to generate interest and take reservations.

The second mailing was sent out in early October to 175 cooperatives throughout Ekaterinburg.
They were selected from a total of approximately 300 coops, half of whom, it was determined,
had already registered as new forms of cooperatives and so were less likely to go through the
process of registering as condominiums. The recipients of the letter were invited to a seminar
that was to be held three weeks later. One week before, a project assistant called 52 of them.
(The rest were unreachable for various reasons, including the fact that many people in Russia
still do not have telephones in their homes.)



2.2 Results and Analysis

When there is a mailing list available, targeted direct mail is a useful technique in Russia; and
when the number in the target group is manageable for follow-up telephoning, this two-pronged
approach increases the response rate. Out of 25 people at the seminar on October 24, there were
10 — 19 percent — from the group that was called. The mailing alone produced a response rate
of 12 percent; however, that percentage may have been boosted by the personal recommenda-
tions that were made to residents of cooperatives by the chief of the Economic Department of
Housing in Orgonikidzevsky District, Tatiana Vladislavovna Sitnikova.

Direct Mail Response Rate

1st mailing (61) 6.6 percent
2nd mailing, with enclosure — no calls (123) 12.2 percent
2nd mailing, with enclosure and calls (52) 19.2 percent

The people who attended the condominium concepts seminar reported on the evaluation form
that they liked learning about the new form of housing ownership and the differences between
condominiums and cooperatives. On a scale of 1 to 5, they rated the usefulness of the material
at 4.2. But the number that matters the most is the number that move into the next stage:
initiative group formation.

It would be useful for PADCO to track the success rate of each condo concepts program by the
number of initiative groups formed afterwards. Furthermore, the participants in any seminar
should be regarded as Qualified Prospects who should remain in an active file and be cultivated
further, until they either become clients or disqualify themselves. One of the lowest-cost ways
of maintaining contact is through a newsletter. Furthermore, a newsletter would provide what
cooperative association leaders want most: more practical examples of Russian experiences with
condominiums. If such examples were also included to a greater extent in the condo concepts
program, there might be a higher conversion rate of prospects to clients.

An extra comment provided by several participants was that it would be good for the same
general group to get together every few months. This indication is positive for PADCO’s plans
to organize an association of organizations that operate self-managed housing.

In summary, we found that of approximately 300 cooperatives in Ekaterinburg, more than half
have registered in the last year as new cooperative organizations. The rest will follow suit, by
law, unless they choose to register as condominiums. PADCO has several strategy choices for
further market development.

¢ Have an outreach program that invites all 300 cooperatives to participate in a self-managed
housing association (contact by direct mail and newsletter).

* Stay in regular touch with the 25 cooperatives who sent representatives to the October
meeting (hold a follow-up meeting, perhaps an open house to write charters).
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* Identify the few most likely to form initiative groups and give them a great deal of personal
attention (telephone or visit them — if a priority is not put on this action, the window of
opportunity may be lost and the cooperatives may re-register as cooperatives).

3. Builders and Owners of New Housing

There are five or six builders in Ekaterinburg who have chosen to try to get their new units
registered as condominiums. PADCO conducted a condominium concepts program for builders
a year ago; the Resident Advisor feels that it is time to do another one. The program is being
revised based on recent experiences, and as soon as it is ready builders will be invited to a
seminar planned especially for them. The objective of the marketing project in this phase is to
prepare recommendations on how to proceed when PADCO is ready to do so in this market
segment.

Although there are many small firms in Ekaterinburg that engage in repair and renovation of
housing, the number of major builders is not much more than 20. The narrowness of this market
sector makes it easy to target. Furthermore, it is a high opportunity sector for training and con-
sulting because builders of new construction don’t want to be responsible for continuing
maintenance.

4.  Private Owners of Municipal Building Stock

Reaching private owners of flats in municipal buildings requires a different strategy than what
was proposed for the first two target groups, cooperatives and builders. The estimated number
of people in this group according to a survey in Ekaterinburg is approximately 500,000 and, as
of Spring 1995, a sampling of 500 indicated that only 5 percent had even heard of “condo-
miniums” or the Russian term, which translates as “partnership of homeowners.”

Private owners of housing need first to become aware of the concept of condominium owner-
ship, then interest must be generated through a promotion campaign. Once there is demand for
further information, the qualified prospects can be invited to seminars or be given reading
material. They need to know exactly what action to take to explore condominium formation in
their own building. These four elements — awareness, interest, demand, and action — comprise
what is referred to in advertising as “AIDA.” It should be noted that simply providing informa-
tion is not enough. Thought must be given on how to capture attention and attract public interest.

One way to reach a broad audience is through the mass media of newspapers and television.
Another way is to reach at least new owners at the offices where they go to privatize their flats.
Once the promotion plans are implemented, it may be possible to check the level of increasing
public awareness through the regular statistical surveys undertaken by the city and the oblast.

4.1 Promotion by Flyers and Posters

One basic element of a promotion campaign is an attractive flyer. In consultation with the mar-
keting consultant, PADCO staff designed multi-colored flyers and commissioned a logo design
for condominiums. The flyer highlights the potential benefits of managing a building as a condo
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and encourages people to get an information package and registration documents from their
district housing office.

PADCO delivered more than 1,000 of these flyers to seven municipal housing privatization
agents in the City of Ekaterinburg for distribution to residents. The agencies were instructed to
include a flyer in the package of forms and instructions that residents receive when they apply
to privatize their apartment. By the end of December, a check will be made on the rate and
methods of dissemination by these agencies.

Another promotional campaign is under way in Orenburg, where flyers have been stuffed into
residents’ mailboxes in buildings thought to be good targets for condo conversion. An assessment
of the effectiveness of this second approach will also be undertaken soon.

Several styles of posters have been developed. Currently favored are the multi-colored flyers that
have been distributed to notary offices, real estate brokers, and the Bureau of Technical
Inventory for the specific purpose of posting in conspicuous places. It is recommended that, to
check the effectiveness of these posters, people who call PADCO for the first time should be
asked where they saw information about condominium programs. ‘

4.2  Promotion by Mass Media

PADCO is well aware of the lead generation potential of good coverage in newspapers. Staff
members have written releases and given reporters ideas for stories. Articles that have appeared
in one city are used as material for promotion in other cities. Since the PADCO staff is already
using this means of promotion, it was not made part of the consulting project.

The new element of promotion through mass media was development of four public service
announcements (PSAs). The marketing consultant participated in the planning of this work,
which was contracted to an outside specialist by PADCO. The PSAs were scripted with enter-
taining story lines to introduce the concept that housing partnerships are a useful new form of
housing self-management. One gave information about housing allowances for low-income
people; another illustrated private sector maintenance. After each scenario, a cartoon character
by the name of Carlson lightheartedly encourages viewers to take the first step toward a happier
housing future by getting an information/registration Kkit.

The videos are now ready for distribution. They will be taken to television stations and the
station managers will be encouraged to run them as PSAs. Although Russian broadcasting has
no tradition of running PSAs, there has been some experience with government-prepared get-out-
the-vote spots during electoral campaigns. Therefore, government backing of the PADCO spots
could be helpful. In some cities, the municipal or oblast government either owns a TV channel
or controls it substantially, and in these cases the public relations people in local government can
arrange for air time of the PSAs. In Ekaterinburg, the city will offer the PSAs as trailers in
municipal movie theaters.
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4.3 Introductory Presentations

The cornerstone of the marketing plan to encourage the formation of initiative groups is to
provide specialized seminars to qualified prospects. The prospects become qualified for further
attention when they respond to one of the promotional methods outlined above, i.e., a direct
mailing, phone call, flyer, poster, newspaper article, or television spot.

Short presentations on “Condo Concepts” are made frequently by PADCO staff throughout the
Urals region, with 18 presentations in the second half of calendar year 1995. There are several
thematic variants that are all based on a common core presentation about condominium concepts.
The core module on which all the variants are based highlights the rights and responsibilities of
property ownership, and contains an explanation of the basic concept of condominiums, housing
partnership legal issues, and typical registration steps. The variations are: Condo Concepts and
Registration Practices; Condo Concepts for Cooperatives; Condo Concepts for Initiative Groups;
Condo Concepts for Brokers and Notaries; and Condo Concepts for Builders and Developers.
These variants are still in development.

4.4 Continuing Contract through a Newsletter

A newsletter is highly recommended as a marketing tool for the condominium project, and is
currently being prepared for inaugural distribution in January 1996. Although its form and con-
tent may vary from issue to issue, there should be regular coverage of stakeholder groups as
defined below and news of current or future events. The news budget could include such items
as: “Welcome to newly formed condos”; “Report from an experienced condo president”; “Sup-
port from a city administrator”; “Management and maintenance people”; and “Upcoming
events.”

The newsletter has several potential readerships.

e Qualified prospects who attended seminars or asked for written material. A com-
puterized database needs to be organized to produce mailing lists. A sampling of attendance
records from seminars will be used for the first mailing, which is expected to be to
approximately 300 people. Later, if there is sufficient financial support, the mailing could
be extended to 10 times as many people.

¢ Condominium leaders. The newsletter can be a central point of information exchange and
an encouragement for condominium leaders to share their stories. The newsletter therefore

demonstrates that housing partnerships are real, and that they can help residents solve their
housing problems.

e Condominium dwellers. Increasing the size of readership would increase the value of com-
mercial advertising, which could be used to underwrite newsletter expenses.

e Cooperative association leaders and residents. Cooperatives are another form of self-
managed housing partnerships and will be the dominant form for the near future; therefore,
there is merit in having this sector represented.

e Government officials interested in housing reform. Support from this group is critical to
expansion of condominium formation.
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e Private enterprises interested in housing reform and self-managed housing partnerships.
This group includes enterprises with housing to divest, management and maintenance firms
interested in business, and retailers with products to sell to homeowners.

Condominium Success Stories

All readers will want to be told about condominium success stories. Here are a few that we have
compiled.

Improvements in Building Maintenance

e Less vandalism — teenagers in this condo not only refrain from writing on the walls, but
also tell their friends that graffiti is not allowed where the residents own the building (Condo
Agate, Ekaterinburg)

Capital Improvements

e Voluntary contributions — residents in two stairwells contributed according to ability to pay
for tambour wind breaks to be installed at their stairwell entrances. In one case, the pay-
ments were essentially even; in the other case, one resident contributed half the money. In
both cases, residents knew they were making improvements to their own property, and not
to municipal property (Cooperative Dom Sibznien, Novosibirsk)

e Assessments for desirable amenities — social facilities and a fitness center were planned as
Phase II construction of a condominium, to be built at time decided by residents (Condo
Yasny, Ekaterinburg)

e Courtyard improvements — children’s play area of one condo will have small forms designed
by an architecture group (Condo Agate, Ekaterinburg)

Special Services

e User fees for special purposes — guarded parking areas are either planned or currently
provided at several condominiums (Condo Comfort, Novosibirsk; Condo Yasny, Ekaterin-
burg)

Community Spirit

e Holiday parties — a bonfire on New Year’s Eve has become a tradition at one place (Coop-
erative Dom Sibznien, Novosibirsk)

Perceived Increase in Property Value

There are anecdotal indications that the market value for flats in condominiums and well-
maintained cooperatives will be higher than comparable units in municipal housing. The
president of one condominium reported having people come to him and ask if there were any
units for sale in his building. It would be useful to gather data on this subject and monitor it
regularly.
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It is PADCQO’s intent to initiate the newsletter and then hand it over to the Regional Association
of Housing Self-Management Bodies once it is formed. The newsletter could be used as an in-
house means of communication, a way of promoting expansion of self-managed housing, and/or
a money-maker for the association.

5. Task 2: Assess the Potential Demand for Training and Consulting
Services

5.1 Market Segments

The customer prospect base for training and consulting services about condominiums is broader
than the target groups selected for Task 1. They are in two market segments: individuals (resi-
dents or prospective residents of self-managed housing) and businesses (companies or agencies
that build or maintain housing). According to the Cost Estimating Department of the Housing
Committee for Ekaterinburg, in recent years there have been approximately 10,000 new flats
constructed annually, with 8,000 having at least partial municipal financing and 2,000 being built
by private developers. The units built by private developers are a particularly good target for
condominium organization.

The several market segments for training and consulting services are shown in Figures 2 and 3.
These charts reflect the dynamic aspects of these market segments. For instance, the ratio of
condominiums to cooperatives in Ekaterinburg today is about 1:30, but in the future the ratio
will be much different. Construction cooperatives are not encouraged and so the number of
cooperatives will tend to be static, while the number of condos will grow. Furthermore, there
are not many enterprise-supported initiative groups today because the problems of converting
enterprise housing to private ownership are still being worked out. Yet enterprises are eager to
get off their balance sheets housing that they built for their workers. In the future, therefore,
working with enterprises on housing conversions will be much more important than it is today.

Figure 3 illustrates the market for management skills and/or competitive bidding training within
the housing industry sector. Currently, the field is dominated by city-operated organizations
known as “ZhEKs” and “ZhEUs.” Although there are a few start-up firms involved in renova-
tion of housing and/or maintenance operations, the trend seems to indicate that even start-ups
will largely come from spin-offs of the state organizations; hence, skill-training for city-
sponsored organizations will continue to be important. Unfortunately, however, these organiza-
tions are more likely to be consumers of skill training programs when they are offered for free,
rather than at a profit-making fee. Therefore, the better market segment is private industry, and
the thin slice of that which is or perhaps soon will be profitable. Political and economic uncer-
tainty make market planning in this field highly problematic. To survive these hard times, a
training organization may need to diversify into providing the most sellable of services, which
tend to be related to business planning for companies of all types. In some regions, this type of
program is presented by many competing and/or complementary organizations, both Russians
and Americans. The PADCO-trained organization will need to develop its own niche.

The charts in Figures 2 and 3 are meant to be illustrative of the fact that markets change a great
deal over time. What works at one particular moment with one particular cluster of clients may
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be less effective soon after, as the market changes. In order to plan, it is necessary to forecast.
When historical trends have enormous discontinuities and aren’t useful in predicting the future,
it is nevertheless helpful to be aware of trends, and to plan for them.

Figure 2. Market Segments for Training and Consulting Services
Owners Programs

Current Mix Future Trend

[] Builders Co-ops [} Builders Co-ops
Citizen Groups H Enterprise Groups Citizen Groups . Enterprise Groups
Condos Condos

Figure 3. Market Segments for Training and Consulting Services
Business Operations Sector

Current Mix Future Trend

Large buildr B cityfim Large buildr
Private firm

B cityfirm
. Private firm

5.2 Pricing

In addition to evaluating the numbers of potential customers for services, another major part of
assessing demand is evaluating pricing. There are three aspects of assessing the potential demand
for training and consulting services related to pricing. One of these is price elasticity — how
sensitive are potential clients to the prices that they might be charged? At present, the services
are given away for free, so there is no historical data of purchase choices.
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The second matter is customer purchasing power — income of a discretionary nature. Cus-
tomers can be expected to have different price points at which they would consider purchases.
The price points vary by product and by customer.

The third and most essential point is perceived value to the customer — people make a buying
decision when they think they are getting something of more importance than the money they
are spending.

The pricing of services is different in several aspects from the pricing of tangible products. The
most important point is:

e the range of prices that people willingly — even happily — pay for the same service is many
times greater than the range they will pay for the similar tangible products, things that you
can see and hold.

There are three main reasons for this allowable variation, as explained by Putman.?

e Comparative price information on services is relatively scarce. Services aren’t displayed side-
by-side on a shelf, as products are.

e There is no such thing as “the same service.” Services vary with the service provider.

e The value of a service to the customer is always substantially greater than the price. When
you sell a seat at a seminar, what the customer wants to get is a long-lasting improvement
in his life.

5.3 Data Gathering by Interviews

The difficulties of establishing pricing for condominium training services were explored in
interviews with users of such services who had gotten them for free.

Interviews were held with the heads of four condominiums, two in Ekaterinburg and two in
Novosibirsk, with presidents of two management and maintenance firms (one in each city), with
representatives of four education and training institutions (three in Ekaterinburg and one in
Novosibirsk), and with one builder and one enterprise with housing, both in Ekaterinburg. A
listing of these individuals is given at the end of this section, along with some of their particular
comments. The interviews were structured in three parts. First, people were asked to describe
their main business activities so that later remarks could be understood in this context. They
were then asked to describe their previous participation in PADCO programs, and what they
would like to have as extensions of that in the future.

Below is a summary of interviews with some of the more interesting comments not included
elsewhere in the report.

5.3.1 Interviews in Ekaterinburg

e Abroshchakov Vitaly Leonidovich (developer and president of Condo Yasny; director of
Sverbank of Russia). Planning to construct second condominium.

e Baranov Vasily Danilovich (assistant professor, Department of Construction, Urals State
Technical University). Observes that during these uncertain times it is not possible to survive



- 16 -

with just one specialty. Has done outside consulting with housing construction firms and
already expanded this activity by bringing in finance specialists for expertise on handling
cash flow and taxation. Is interested in providing condominium consulting to his client base.

Gordeyev Gennady Grigorevich (director, Institute of Economic Organizing for Enterprises,
Urals State Technical University). Charges 4 million rubles per year for business training
programs for technical people. Hires faculty from university to teach on overload basis.

Inozemtsev Valery Ivanovich (president, Neftera, a maintenance and security firm). Cur-
rently providing courtyard security and cleaning to five buildings in one district; at a
PADCO meeting, met an administrator from another district who proposed a contract for
supervising a ZhEK.

Koksharova Elena Borisovna (assistant director, Economic Organization for Management and
Maintenance of Housing and Hospitality Services, Urals Financial and Economic University).

Kuznetsova Lydia (KMK Consulting). Consulting firm formed in 1990 to provide training
seminars and technical assistance in corporate public relations, marketing, and management.
The company hires temporary staff for special projects. “We would gladly cooperate with
anyone ready for advancement and innovations.”

Lazarev Vadim Arkadevich (director, Economic Organization for Management and Main-
tenance of Housing and Hospitality Services, Urals Financial and Economic University).
Wants to market programs about condominiums by using contacts in local governments
throughout region.

Martemyanov Georgy (head of property management office, Verh-Isetsky Metallurgical
Plant). Responsible as balance holder for 200,000 sq.m. of housing. There are 2,000 people
on the waiting list for new housing; some have been on the list for 20 years. Each person
is supposed to be provided with at least 7 sq.m. of net space, or 15 sq.m. gross area, but
this has never been possible. And much of the current stock is dilapidated. The enterprise
has 43 obsolete buildings on its balance sheet. For the metallurgical plant, the most painful
business problem is housing of employees.

Obvintsev Yuri Pavlovich (president, Condo Agate). Recommends a program for condo
boards on investing to preserve capital against inflation.

5.3.2 Interviews in Novosibirsk

Miluhkin Victor Leonidovich (executive director, Condo Comfort). Observed that residents
appreciate getting accountability on how maintenance money is spent.

Mitasov Valeri M. (director of Research, Design and Production Center; developer of
housing for employees).

Skvortsov Eduard Tosifovich (deputy director, Zilbytserviee, a management and maintenance
firm).

Anna at Construction Academy; Olga director of a M&M firm subcontracting for the city
of Novosibirsk.

Gorbonov Viachaslav Ivanovich (president, Cooperative Dom Sibznien). Important recom-
mendation: builders should design condos differently in the future to take into account that
owner residents like to have a gracious entrance hall and/or meeting place.
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5.4 Results and Analysis

The people interviewed were all positive about the usefulness of the training they had received
and had high regard for the professionalism of the PADCO staff. Nevertheless, they were not
quick to assign a ruble value to the services they had received. It was a question they had not
considered before, and were hesitant to answer, perhaps fearing in part that they would be
charged that stated amount for any future services. Nevertheless, for private individuals the
following recommendation can be made.

5.4.1 Service Pricing for Individuals

The client group is quite willing to pay individual charges for programs that operate on a
minimal cost-recovery basis. Fees on the order of 10,000-50,000 rubles per person can be
expected to cover refreshment costs, meeting materials, etc. If dissemination of information is
the top priority and there is a desire to continue to offer programs that are entirely free, they
can be packaged with some optional materials, for instance, detailed handouts, for which there
is a premium charge.

Price elasticity and other factors can be tested by direct experimentation once PADCO begins
charging for skill-based programs. There can be a stated price for a seminar, and discounts for
early registration, for multiple registrations, for special promotional offers, etc.

5.4.2 Service Pricing for Businesses

State-run and private businesses have a higher ability to pay for training than individuals. In the
field of housing management and maintenance, a two-day seminar held in Novosibirsk in April
1995 by the Construction Academy and PADCO drew 25 people who paid 125,000 rubles each
for a program on emergency housing repair. Even more expensive seminars are offered by the
State Tax Department, which charges people 200,00-250,000 rubles for four-hour programs on
changes in taxation and business law.

There are three major business client groups for housing reform programs:
¢ developers and builders of new construction;

» enterprises that are still balance holders of residential buildings; and

¢ management and maintenance units, both private and state-managed.

The first group is the smallest, but the most profitable. In Ekaterinburg, there are currently
about 20 active developers. Enterprises that have not yet transferred their housing to the muni-
cipality are a much larger group, but an unknown number are near bankruptcy. There are less
than 10 private housing management and maintenance firms in Ekaterinburg and in Novosibirsk;
however, the number of state-run ZhEKSs is large, and the managers of these operations have
money to pay for fees of programs they find worthwhile.

A conservatively stated finding is as follows.

e The business client group is receptive to relatively high fee programs if they are of
demonstrable relation to the client’s highest concerns — which frequently relate to revenue
or expenses. Therefore, if the clients believe that they are getting money-saving or revenue-
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generating ideas that will more than cover the costs of the training/consulting program, they
will pay amounts that are 50,000 rubles and up.

Interestingly, as Kotler points out, in services marketing, pricing itself is a signal of quality.?
Since clients have a hard time quantifying the value of services on a comparative basis, there
is an expectation that the provider has assessed the value when establishing price. Therefore,
customers tend to assign higher value to services of higher price — and, for this reason, services
that are offered for free do not drive out of the market similar (but not identical) services for
which there are associated fees.

e The implication of this finding is that there will be a market for high-quality training and
consulting services relating to self-managed housing even if municipal housing
administrations give away information and documents.

The principle here is the same as for training and consulting services related to business manage-
ment. There are a number of nonprofit or government-sponsored organizations offering excellent
free training programs and consulting in business management. These include, but are not
limited to, the following: the American Entrepreneurship Center, Citizen’s Democracy Corps,
Center for Citizen Initiatives, International Executive Service Corps, TACIS, and Russian
Privatization Centers. Nevertheless, private firms have found a profitable niche charging for
what some organizations are giving away in services.

Here are benchmarks of charges for training and consulting services in the region. The figures
are from KMK (“Consulting, Marketing, Communications”), a firm that offers a range of con-
sulting and training services. Its clients are commercial and state companies whose leaders want
to improve their administrative and organizational levels with modern corporate cultures. The
standard charges for its training programs are presented below.

Per Person KMK Site | Per Person In-House
Communications program (40 hrs) $290 $225
Twelve-step management (40 hrs) 320 250
Building partnerships (40 hrs) 250 190
Conflict resolution (40 hrs) 290 225
Marketing Assessment (10-14 days) $2,500

At the current ruble exchange rate of 4,620 to the dollar, the KMK training sessions cost from
875,000 to 1,500,000 rubles per 40-hour session. The KMK consulting charge is 825,000 to
1,155,000 rubles per day.

Consulting services by individuals vary. One that is relevant to PADCO’s client group of
builders charges 50,000 rubles per hour, or 400,000 per day for consulting. (This is an entre-
preneurial young assistant professor in the construction faculty at Urals State Technical
University, who charges 2.5 times his hourly salary as a professor.)
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The PADCO business client group that has the greatest ability to pay — builders and developers
— also happens to be the group that has the clearest need for consulting and assistance on condo-
minium formation.

* A price point that is recommended for builders is 3,000,000 rubles. It is not a high fee in
the mind of a builder in comparison to professional fees paid to lawyers and accountants;
what is unknown in the builder’s mind is the value of the service. A good presentation
package that stresses value can win this client. If the package includes a number of options,
pricing can be tested over a range of 2,000,000 to 5,000,000 rubles. Builders recognize that
time is money, and they routinely pay for expertise regarding the filing of documents and
registrations. The package of services offered to them can include a condominium concepts
program for owners of new units and a board orientation program. Actual fees charged might
depend on the number of units in the building, complexity of the situation, etc. Incentive
discounts could be given — for example, an introductory low offer, or a 20 percent discount
off regular price for contracts signed by a certain date. Pricing signals can be structured to
‘motivate buyers.

PADCO has been operating at the product marketing phases that precede commercialization —
product development and early introduction. The first people to use any new product, called the
early adopters, are always low in number. Early adopters have characteristics that are different
from the majority of consumers; they tend to like to try new things, and they are willing to put
up with some inconveniences to be at the forefront. Marketing strategies that appeal to early
adopters have less appeal to the majority of consumers. True commercialization comes only
when the early majority can see how the product is applicable to their lives. For PADCO, it is
therefore absolutely essential that successful experiences of the first experimenters be studied and
promoted. Until that element is provided, product demand will remain in the low range.

Figure 4. Product Demand Curve
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There are four stages on the product demand curve.

Stage 1. Product development

Stage 1 is a phase of high costs and no “sales.” PADCO has provided support to local govern-
ments and initiative groups through this first phase.
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Stage 2. Introduction

The introduction stage is a phase of high costs and first few sales. PADCO is continuing to pro-
vide support. Early introduction phase shows registration of first condominiums, and M&M
contracts for demonstration projects. Numbers will gradually increase during the introduction
phase as more and more early adopters become aware of the potential benefits of condominiums.
Early adopters will include up to half of the builders of new construction, up to half of coop-
eratives that haven’t re-registered, and a few enterprises and initiative groups in municipal
housing.

Stage 3. Growth

Stage 3 is a phase of rapid market acceptance and possibility for real business profit. PADCO
will have concluded its contract work before this phase. The growth phase will be dominated
by large blocks of enterprise housing being converted, new construction being mostly of condo-
miniums, and new initiative groups formed on the basis of broader public awareness of the
condominium concept.

Stage 4. Maturity

The last phase is one of market saturation. There will be a slow-down in growth because most
condominium conversions will have been completed, and condominiums will be operating on
their own. There will, however, continue to be an increase in the number of condominiums with
new construction and with continuing formation of initiative groups in municipal housing.

Factors that affect the dimensions on the X and Y scales (number of years and total number of
condominiums in the region) are as follows.

Y scale (total numbers of condominiums) — upper limit affected by:

e eventual percent of privatization, total number of multifamily units;
e general health of economy, amount of disposable income;

e degree of support by local government; and

e support of federal Duma for housing reform.

X scale (years) — affected by:

® rate of privatization;

e rate of improvement of the economy;

e responsiveness of government to growing interest in condominiums; and
¢ publicity campaign to promote awareness of condo concepts.

It remains very difficult to make predictions about political and economic conditions in Russia;
consequently, demand analysis for something like housing reform is problematic. The resurgence
of Communist Party strength in the elections of December 17, 1995 dim the likelihood of Duma
support for condominium legislation. Political uncertainty will continue as jousting for the
presidential election in June 1996 heats up. The economy may improve as reforms take hold,
or suffer from instability. From a business standpoint, it is useful to establish parameters based
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on best case/worst case scenarios, then focus on factors that are most controllable. For those
engaged in training and consulting services for housing reform, the factors that can be most
easily affected are the last two mentioned for the time-line scale. That is, consultants must help
develop their own market in two ways: (1) continuing to provide encouragement and assistance
to local government officials to increase their participation in housing reform; and (2) engaging
in publicity campaigns to promote interest in condominium concepts.

It would be extremely useful for PADCO Russian staff to have more experience with marketing
and pricing issues before the American team departs. Product demand is a function of many
factors that have to be balanced, and pricing is just one. The Russian staff need to see the
relationship in the customer’s mind to perceived value and price.

6. Task 3: One-Day Workshop on Marketing of Training
6.1 Context

The workshop on the marketing of training was planned to give participants an opportunity to
network among themselves, as well as learn marketing principles that apply to training pro-
grams. Because future business relationships between institutional partners and training providers
is up to them to establish for themselves, the workshop was designed to help them get to know
each other better through small group work. The marketing principles outlined in this report
constituted the main text of the presentations.

6.2 Events

There were 25 participants at the seminar and workshop in Ekaterinburg on November 22nd.
In addition to PADCO staff from Ekaterinburg, Perm, and Orenburg, there were numerous
potential training partners for institutionalization of PADCO programs with Russian
organizations in Ekaterinburg. Three people were from the faculty of construction at Urals State
Technical University, one was from the Office of Continuing Education. Two people were from
the Urals Financial and Economic University, one was from the American Entrepreneurship
Center, and two others were from the Association of Consumer Goods.

The workshop in Novosibirsk was held on November 30th, with seven people in attendance in
the morning and nine in the afternoon. In addition to four members of the PADCO staff, there
were two representatives of condominiums, and, in the afternoon, two representatives of the
institutional training partner.

The culminating activity of the workshop was the preparation in small groups of presentation
packages for selling training programs. One group at each workshop focused on training for
management and maintenance organizations; the others prepared programs relating to condo-
minium initiative groups. The groups were given kits of materials and guidelines on key ele-
ments of a presentation package. The objective of a presentation package is to develop attractive
sales tools that provide talking points for a one-on-one meeting with a client. Seminar par-
ticipants were given instructions to assemble packages with the following elements:

* cover sheet with headline topic (made attractive with graphic design);
e first page — a few short questions that the client wants to answer “yes”;
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* second page — how the services match the need: description of product;

¢ third, fourth pages — reputation and credibility of provider (newspaper articles, testimonials,
examples of previous work);

* fifth page — specific features and optional features of program;
* sixth page — price and terms on standard features and options; and
e seventh page — summary of key benefits; action/response method.

6.3  Results and Analysis

The seminar evaluation forms indicated that the overall usefulness of seminar information was
4.0 on a 5.0 scale. The most interesting and valuable topic, according to half the participants,
was preparing a presentation packet. The next two in ranking were developing a marketing plan
and completing a marketing database.

The workshop leader’s assessment is that the development of a presentation packet needed to be
done in a more iterative process, with more time for feedback and revision. A look at the pre-
sentation packages developed by the several groups showed a great variation in quality. Some
people obviously grasped the main principles more easily than others. Nevertheless, if the work-
shop participants continue to collaborate on-the-job, they will be able to help each other in
polishing presentation material. They can also benefit from getting direct feedback at meetings
with clients.

The Russian version of the seminar materials will be used by PADCO staff in Novosibirsk to
give marketing training to their affiliates in Siberia.

6.4 Recommendations
6.4.1 Recommendations for Direct Mailings to Cooperatives and Others

It is useful to have a small test mailing before implementing a wide-scale one, taking time to get
a reaction to the initial message, and making modifications as necessary. Furthermore, the
response rate can be improved by having follow-up mailings or telephone calls. It should be
noted, however, that there is an extra level of effort and expense involved in increasing the
direct mail response rate. If both money and time are in short supply, a lower response rate may
be satisfactory. If the highest possible response rate is the objective, then a mailing with
enclosures and follow-up phoning is recommended. The most important point is this:

¢ measurements of response rates in a specific marketing campaign provide a benchmark for
rate changes that follow improvements in strategies.

6.4.2 Recommendations for One-on-One Selling to Builders

The marketing strategy recommended for reaching builders is based on experience with the
cooperatives, but it takes into account the much narrower number of target clients and their
much larger importance in terms of purchasing power.

¢ Send a letter to all major builders. Include an informational flyer and an invitation to a short
presentation of condominium issues important to builders.
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Follow up with telephone calls. Encourage attendance; get reservations if possible. Make
notes of builders’ readiness to consider condominium formation, and provide further
information by phone as appropriate.

Conduct condominium concepts for builders program. Highlight actual builder experiences.
(Consider having builders involved in the presentations.)

Assess the readiness stage of each builder to proceed with condominium formation, con-
sidering both those who attended the seminar and ones who did not. A sample rating method
is below.

Readiness Ratings

Experienced with condo formation. Has successfully completed one or more units.
Supporter of condo concepts. Is in process of building a building and/or registering units.

Familiar with condo concepts, positive attitude toward them. Attended a seminar and/or read
material or spoke at length with PADCO representative.

- Familiar with condo concepts, indifferent or negative attitude. Will need more information

at a future time.
Unfamiliar with condo concepts. Needs immediate contact!

There should be a clear plan of follow-up for builders in each category. Every builder is
important, and none should be ignored. But if there is not a systematized way of dealing with
them, the ones who get attention might be just the ones who ask for it. In this high priority
prospect group with very low numbers (about 20), it should be possible to provide personalized
attention to all. The objective is to move those in Categories C, D, E into Categories A and B,
and as quickly as possible. For each category there should be an action plan. An action plan
might be as follows.

Action Plan

Category A. Make appointment for one-on-one meeting with presentation package about
“Condo Operations and Board Management” training course; discuss plans for future con-
struction.

Category B. Make appointment for one-on-one meeting with presentation package about
technical assistance with charter and other registration documents; discuss options for under-
writing of homeowner condo concepts programs.

Category C. Provide developer and/or his lawyer with useful documents such as model pur-
chase and sales contract. Follow up with phone calls to answer questions about advantages
of condominiums. ‘

Category D. Provide examples of successful experiences other builders have had with condo-
miniums. Use mailings, invitations to meetings, telephone calls. Cultivate relationships.

Category E. Put on mailing list; invite to seminars. Follow up with phone calls.



24 -

6.4.3 Recommendations on Advertising to the Public

A number of advertising strategies have already been used in marketing condominium programs,
including press releases, news interviews, posters, flyers, and television spots. One problem with
using mass media advertising is that it broadcasts to a mass audience that is still not ready to get
involved in housing reform. Advertising today will help lay the groundwork for greater
acceptance tomorrow; but if cost-benefit analysis is applied on the short term, there is greater
pay-off from the more targeted publicity gained from such things as preparing flyers for
privatization offices, and continuing with a newsletter that can have a growing circulation.

The recommendations in this section therefore focus on the newsletter. One great value of a
newsletter is that its content provides fresh and timely information for targeted readers. The
target audience may remain largely the same from issue to issue, or the newsletter can refocus.
The material in the newsletter should be from — and about — the people in the target reader-
ship. Therefore, there could be stories about newly formed condominiums, cooperatives that are
entering new contracts for management and maintenance, government officials who are decision-
makers on housing issues, and real estate brokers and other business people who are known to
provide good services. As a selling tool, the newsletter should emphasize success stories, such
as the ones we gathered and recounted earlier in this report — specific places where there has
been an improvement in housing attractiveness/cleanliness/maintenance, or special services, or
even community spirit.

6.4.4 Recommendations from Workshop

The workshops ended with the question, “What Next?” In other words, how might participants
incorporate the day’s topics into their own lives. Recommendations made at the workshops
included the following:

e role play cold calling — set up your own scenario with a colleague whenever you have a
new product to pitch, or a difficult type of person to call upon (one participant said she
found it hard to speak with older women who act intimidating in positions of authority);

e periodically conduct a S.W.O.T. analysis (analysis of strengths, weaknesses, opportunities,
and threats) — this process involving a balanced assessment of strengths, weaknesses, oppor-
tunities, and threats can be useful, particularly in a brainstorming session and/or when
thinking gets “stuck” in either a pattern of negative thoughts or wishful thinking;

e prepare an appropriate marketing plan — be clear on goals and set strategies accordingly;
with recordkeeping of prospect generation, qualification, and conversion to customers,
feedback on effectiveness will lead to system improvements;

e prepare a presentation package — equip yourself with one of the most effective tools for
one-on-one selling;

¢ take action to get close to your customer — ask yourself daily (and report weekly): What
have I learned from a customer? Note: Complaints from your customer can be useful; they
can:

» show you how to improve your product;
enable you to please a client by simply showing that you listen; and
lead you to develop new products (what is a problem for one person could be an oppor-
tunity for another);
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¢ develop or improve your marketing information system:
» decide what you really need to track (refer to “Marketing Machine”);
» decide who needs access to this information (just you and/or others); and

» decide on tools to use (computer programs, such as database software; wall charts;
written reports); and

e work on establishing alliances that can be profitable:

» think about what you have to offer and what would be helpful to you in a partner; work
on improving your own skills; and
» establish trial alliances with PADCO support.

If these principles are followed, the outlook is good for a growing market in training and
consulting on condominium formation, management, and maintenance.
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Homeowners’ Partnership
Condominium

Condominiums - For those who want to live better;
Condominiums - For those who want to be the real owners;
Condominiums - For those who love their homes.

Condominiums, or Homeowners’ Partmerships (Associations), are well-known throughout
the world.

In Russia, they existed even before the October Revolution and were called Housing
Partnerships. Housing Partnerships took care of housing, made sure that it was comfortable
and cozy. However, 70 years later, the only owner in the country was the State.

We Russians became accustomed to the fact that our housing did not belong to us and that we
could not make decisions about how to manage and maintain it. We complain regularly about the
slow and inflexible maintenance services.

Although now we have bought apartments and become homeowners, our attitude and feelings
about maintenance problems have not changed. We Have to Cultivate the “Pride of
Ownership” in ourselves. When you live in a high-rise building, you can only really become an
owner if you cooperate with the other residents and start solving maintenance and management
problems yourself, without expecting orders and solutions from the authorities.

Through Homeowners’ Partnerships, owners of apartments and common spaces can
effectively unite to manage and maintain their houses, including the spaces that are used by
everyone (e.g., basements, roofs, attached areas) cooperatively.




Together, in a Partnership, you can:
Provide better and safer living conditions;
Exert residents’ control on the effective use of your payments for housing maintenance and
utilities;
Enter into the management and maintenance contracts yourself, and rent out basements
and the other common areas.

Right now condominiums are being formed in Moscow, Ekaterinburg,
Ryazan, Barnaul, Novosibirsk, and other Russian cities as well as in the
Jormer Soviet Union Republics.

Did you know that a Homeowners’ Partnership...
is a nonprofit legal entity, which has its own bank account?

can be formed on the basis of municipal and enterprise housing, housing-construction, and
housing-maintenance cooperatives and new buildings?

can be formed if the owners of more than 50% of the building have voted for this?

can comprise residential and non-residential spaces, owned by individuals or legal entities?
has a right to enter into contracts for housing maintenance and other services?

The owner of the condominium unit, (i.e., apartment and share of common elements) has the
right to sell, grant, or bequeath his or her unit without the consent of the other owners.

l Members of the Partnership (World War veterans, disabled people, and families with many
l children, etc.) keep their rights for pricing privileges in payments for housing and utilities.

Condominiums - for everyone, because only together can we protect our rights and get the
standard of living we all deserve.

Condominium - for you!

For additional information, please contact:
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KoHOOMUHWUYM - NS TeX, KTO Xo4eT XUTb nyyile
KoHQOMMHUYM - ANg TeX, KTO Xo4eT 6biTh HACTORIUUM XO3AUHOM
KoHpoMuHWUYM - ons Tex, KTo foGUT cBoit fom

KoHI0MUHNYMDI, WAl TOBAPHLULECTBA JOMOBAAAENbIEE, LIHPOKO
pacnpocTpaHeHbl BO BCEM MHpe.

B Poccitnt oHit 66111 H3BeCTHL! €lué A0 peBOJIOLIH H Ha3bIBalCh
sutaToBapuutectsaMi. JKuatopapuitectsa camocTonTenbHo 3a60THAMCD O
T0M, 4T0Gbl B JoMax Obla KoM opT 11 vioT. Ho moToM Ha mpoTaxeHHit
6osee 70 neT cobeTBeHHIIK GBI OANH - TOCYAAPCTBO.

Ml HPHUBBIKJIT K TOMY, 4TO SKINILG naM  He NPNHAJANICKUT, YTO 1IC MDi
NPIHIIIMacM peuicHida O COACPIKAHINT CBOCI'o JoMa, MTOo J0M - 3TO He nawa s3alora,
1 NPOoJOTIKAEM CCTOBATL Ha HepacToOponinie DKCILAYATAUNOHNNBIC CJI)’JKGI)I.

Koraa yut npnoGperacM KpapTupy B coGerBeniiocTb, Hauie oTHOUICHIE K
BONPOCIM 11 NPOGACMANM  COTCPIKALI JOMA 3aUaCTyIo e Mensercs. YvBETBO
"Xo03s1iHA" HA10 BoemuTBLIBATL b ceGe. A Korga Bol sKUBETC B MHOFOKBAPTIPIOM
JLOME, CTATh Cl'O XO3AIHOM MOMKHO JUNL oODLeIIBINICh ¢ APYTIHMI KIALLAME 11
B3AB Ha ceGst GOMbHIe UPaB 10 PCHICIIIO eTo npoGAcM, He JoXI1asich YKasaiii
CBCPXY.

Tosaphiuwecrso 1oMOBIAAEALUEB - HTO 11 CCTh peaabHast BO3MOXKHOCTL 3il
c1éT 06BeauHeHIs co6CTBEHHIKOB KILTLIN 1 HKILALIX [TaMeHIcHii adrperrtusio
COBMECTHO ¥MPaB.BITL 11 OCYHICCTBASTL OKCIAVATAIIIO CBOCTO [J{OMA, BRIIOUAH
MeeTa ofaero nosbaasaii (e abl, KPLI, 1PII0MOBLIC TEPPITOPIIL.
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O6peaHUBUIMCH B TOBapHUlecTBO, Bb1 cMoskere:

¢ ofecrneuuTh jy4liie H 6oliee Ge30nacHble YCHOBHS MIPOXKUBAIIHA;

® o6ecneunTh KOITPOJb CO CTOPOHbI JKHJBLLIOB 3a a(p(beKTUBHBIM
1ICTIOIb30BaHIeM MJIAaThl 332 COAEPKaHHUe XXUJIbA i KOMMYHaJbHbIX
M.iaTexei;

¢ [PeJOCTaBHTb BO3MOXHOCTb TOBApUIIECTBY CaMOCTOSTENIBHO
3aKJIIOYATh JOrOBOPBI Ha YHpaBJieHHe M OGCTy>KHBaHUE JOMa U
cAaBaTb B apeHJy HOJBallbl U ApYrHe MecTa O0ulero Mojab30BaHUA.

B nuacmoswee 6pemi KOHOOMUHUYMBL COIOAIOMCA 6
Mocxkse, Examepunbypee, Ps3zanu, EBaprayae,
Hogocubupcke u muozux Opyeux zopodax Poccuu u
6vteuux pecnybaux CCCP.

3HaeTe JH BIJI, 4YTO TOBAapHIUIECTBO AOMOBJAACJIBIUEB:

® 3TO HeKOMMepuecKas opraHU3anus, UMelollas CTaTyC IOpUAMYECKOro
LA U CBOH pacuérHelif cuét B GaHKe;

® MOXeT ObITh CO3[aHO Ha 6a3e MYHHIMNANbHBIX ¥ BeAOMCTBEHHBIX
IOMOB, SXKMJIHIIHO-CTPOHTEJIbHBIX M >KMJIMNIHO-3KCIIYyaTallMOHHBIX
KOOIepaTUBOB, & TaK>Ke BO BHOBb IIOCTPOEHHBIX [OMaX;

® MOKeT GbITb CO3JaHO, eCJIH 3a 9TO HMPOroJIoCoBaNH COGCTBEHHMKH He
MeHee 50% nomenieHuiil B foMe; ‘

® MOXXeT BKIIOYATb JKHJIble U HeXKuJible NOMeNIeHus, NpHHaJIeXale
buzMyecKHM ¥ IOPHINYECKHM JIHLAM;

¢ uMeeT IIPaBO 3i1KJIXYaTh LOTOBOPLI Ha COACPKAHWE [OMa ¥ ApyTHe
YCAyTH.

COGCTBEHHMK eAMHHIBI KOHIOMHHHUYMa, T. €. KBAapTHPhl WJIM HEXHUIIOTOo
[oMeleHHs, UMeeT Bce NPaBa 110 NPOAaXKe, JapeHUIO H Hepefaye [MO HacleACTBY
cpoeil eJUHHUIB! 63 COTJIACOBAHMSA ¢ APYTMMH 4YIeHaMH KOHIOMHUHHYMA.

Unener ToBapumiecTBa (BeTepanbl Besnukoit  OTeuecTBeHHOH  BOIHDI,
[IBAJIHABI, MUIOFOAETILIE CeMbM M. T. H.) COXPaHSIOT NpaBo Ha JbIOTHI [0 OIJIATe
JKHJNbSt H KOMMYHAJIBHBIX YCIYT.

KoHgomuHuyM - Ans BceX, TaK KaK TOJbKO OODbENUHHBIINCE MBI MOXKEM
Jyyllie B3alHTHTh HAIOM IpaBa M I[OJYYUTb TOT YPOBEHb >KH3HH, KOTOpbIil
10J1aractesl HaM I10o Opasy.

Kongomuuiym - ais Bac!

3a ponoJHuTesbHOM uHdopmauueil o6pauraiitecs:




