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the strategy is targeting employers in the home building and light com-mercial construction industry. This specific segment of the job market is one of the most promis-ing for ex-offenders. This marketing-based process is an innovative and viable means of reducing recidivism rates through providing gainful employ-ment for ex-offenders.

The marketing method has the potential to replace or augment current efforts of placing ex-offenders which tend to be random, with more systematic and effective techniques.

In presenting the mar​keting approach to obtain‑

method of facilitating ex-offender employment. This manual presents such a method.

The concept examined here involves a different way of looking at job development and placement for ex-offenders. The Home Builders Institute (HBI, the educational arm of the National Association of Home Builders) believes that viewing inmates and their skills and abilities as valuable, marketable products, is one part of a two-pronged strategy that will result in a more effective way of meeting the employment needs of ex-offenders.
The second part of

Placing these individuals in good jobs however, is generally easier said than done. Ex-offenders have traditionally been one of the more difficult populations to place in meaningful, long-term employment. Admittedly there are a number of substantial barriers in the way of putting ex-offenders to work.

Efforts that simply seek to place ex-offenders in whatever jobs are available at a given time will certainly achieve some success. This technique however, is unlikely to result in significant and consistent success. What is needed is a more focused, structured

ing employment for ex-offenders, this manual takes classic marketing techniques and adapts them to the needs of the particular situation, placing ex‑offenders in meaningful employment. It is meant to serve as an outline which placement personnel can use to create their own unique marketing‑based placement programs, or to expand existing programs through the addition of a marketing component. The information given here may be modified to develop programs meeting the needs of various types of correctional facilities or services.

Rising costs associat-ed with incarceration, and a desire to lighten the public burden in paying those costs, makes reduc-ing recidivism not so much a humanitarian ideal as a practical necessity. Hopefully, this manual will contribute substantially to achieving this goal.
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Research and experience in the field of corrections have shown
clearly that there is a relationship between employment of ex-
offenders and lower recidivism rates. There can be no question
that employment at a living wage has a tremendous positive
influence on the future course of ex-offenders’ lives and on soci-

ety in general.
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The Marketing Approach

WHAT 15 MARKETING?

Although the ins-and-outs of marketing might seem complex to
the uninitiated, the basic idea behind marketing is quite simple.
The concept is based on the fact that for every product or service
there exists a particular group or groups of consumers the “target
market”— which have similar needs that can be met through use
of the product or service being offered. Marketing takes this con-
cept and applies it to selling by “aiming” products and services

toward distinct segments of the consumer market.
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The marketing approach, in brief, consists of identifying these target markets, link​ing them to products, and offering the products to them in ways that empha​size the benefits to be derived by using them. This leads to the creation of a consumer‑need‑prod​uct‑benefit relationship that is the purpose of the marketing approach to selling.

THE ESSENTIALS 

OF MARKETING RESEARCH AND THE MARKETING PLAN Marketing encompasses all of the many methods used to connect products and services with con-sumers in the market-place. Successful market​ing efforts are structured around data obtained through studying every stage of the "life cycle" of a particular product or service, from develop-ment, to promotion, to post‑sales follow‑up.

This vital information is obtained by using a very basic and yet powerful marketing tool: market research. An in‑depth examination of both the market and the product is the heart of this type of study. The data obtained are analyzed and used to create a marketing plan, another of the primary tools used in marketing.

Over the years, as the science (and art) of mar​keting developed, a set of specific requirements for creating a workable mar​keting plan have been identified. Although these essentials may be pre​sented in different ways or phrased differently from one marketing plan to another, the points themselves make up a standard, generally accepted approach to gen​erating a marketing plan.

For the purposes of this manual, these requirements have been condensed to six basic steps. The present section outlines these steps in a

Generic fashion.  The information that follows will focus on how these points can be applied specifically to the purpose of market-

ing ex‑offenders to the
home building industry.

The six components of a marketing plan are:

· An objective stating what the plan intends to accomplish, both in gen‑
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eral and specific terms. 

· Analysis of the needs of the target market as they relate to the prod​uct.

· Evaluation of how the product can meet the needs of the target market.

· Market penetration strategy how the prod​uct can be most effec​tively introduced to the market and sold.

· Post‑sales follow‑up strategy which includes,
may include the overall aim of the plan, as well as specific goals that may have been set, such as desired gross sales or a targeted percentage of increase in sales over an earlier period. Other com​ponents of the objective will be an identification of the target market and the rationale behind selection of that market segment.

The second step or point involves identifying the needs of the target

· Assessment of market​ing plan and results

The first part of the plan, the objective, is made up of several sepa​rate but related compo​nents. First, the objective should state the desired goals of the marketing plan. This should be a clear and concise expla​nation of what the plan is meant to accomplish. A marketing plan objective
market. This consists of determining what specific needs exist in the target market that the product has potential to meet. How the product will be presented to the target market to make it most appealing will be dictated by the results of this research.

Equally crucial to suc​cessful marketing is eval​uating how the product
can meet the needs iden​tified in the target market. Thus the next step is criti​cally examining the strengths and weakness-es of the product to pro​vide a clear understand-​ing of what the product can and cannot do. In socially responsible mar​keting practice, it is unde​sirable either to undersell or oversell a product.

The needs of the tar​get market, and ways in which the product can meet those needs, will determine the parameters of the next step, formulat​ing the market penetra​tion strategy. This will be the actual blueprint for getting the product into the market and selling it. Also known as a "product positioning strategy," this part of the plan outlines how the product will be positioned in the market and presented to poten​tial customers so that actual sales will result.

Although successful sales are the ultimate objective of the marketing plan, a completed sale should not mark the end of the marketing process. In today's competitive marketplace, products 

that come with the promise of "service after the sale" will usually have a decided edge over those that do not.

This consideration leads to the next step in the plan, post‑sales fol​low‑up, which has many facets and serves multiple functions in marketing. A carefully thought‑out and consistently applied post​sales follow‑up strategy is of great importance to any marketing plan and should not be overlooked or taken lightly.

Post‑sales follow‑up provides information that can be of great value in assessing the marketing plan and its effectiveness in promoting product sales. Periodic evaluation of the plan, based on the results obtained through follow‑up, can help pin​point weaknesses or gaps in the plan.

Follow‑up also allows marketers to detect mar​ket trends changes in the market which can indi-cate that a marketing

plan be modified. Whether a plan simply needs to be fine‑tuned, or completely overhauled, information from post​sales follow‑up is essen​tial to the process.

Ending involvement

 in the product‑customer relationship immediately after the sale also pre​cludes the possibility of creating lasting relation​ships with customers which can result in further
This then, is an out‑

line of the process of mar​keting in general. The fol​lowing section examines these steps as they are applied specifically to marketing ex‑offenders to employers in the home building industry.
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sales and referrals. This relates to the cultivation of "product loyalty"on the part of customers, the importance of which should never be underesti​mated. The activities involved in post‑sales fol​low‑up help solidify the relationship between the product and the customer, by providing customer service and product sup​port.

Additionally, post​sales follow‑up permits the collection of informa​tion that can be used for accountability purposes, to develop marketing efforts for other products, and for public relations or promotional use.

These six steps are the underpinnings of a suc​cessful marketing plan, distilled to the very basics.

The extent to which each point is developed, which in turn determines the length and complexity of a marketing plan, depends on the nature of the prod​uct and of the specific strategies in mind to sell it. In general, marketing plans do not have to be large or complicated. They need only be exten​sive enough to adequately present the information collected during research and allow for an accurate interpretation of it.
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The marketing approach, in brief, consists of identifying these target markets, link​ing them to products, and offering the products to them in ways that empha​size the benefits to be derived by using them. This leads to the creation of a consumer‑need‑prod​uct‑benefit relationship that is the purpose of the marketing approach to selling.

THE ESSENTIALS OF MARKETING RESEARCH AND THE MARKETING PLAN 

Marketing encompasses all of the many methods used to connect products and services with con-sumers in the marketplace. Successful marketing efforts are structured around data obtained through studying every stage of the "life cycle" of a particular product or service, from develop-ment, to promotion, to post‑sales follow‑up.

This vital information is obtained by using a very basic and yet powerful marketing tool: market research. An in‑depth examination of both the market and the product is the heart of this type of study. The data obtained are analyzed and used to create a marketing plan, another of the primary tools used in marketing.

Over the years, as the science (and art) of mar​keting developed, a set of specific requirements for creating a workable mar​keting plan have been identified. Although these essentials may be pre​sented in different ways or phrased differently from one marketing plan to another, the points themselves make up a standard, generally accepted approach to gen​erating a marketing plan.

For the purposes of this manual, these requirements have been condensed to six basic steps. The present section outlines these steps in a

generic fashion.  The information that follows will focus on how these points can be applied specifically to the purpose of market-

ing ex‑offenders to the
home building industry.

The six components of a marketing plan are:

· An objective stating what the plan intends to accomplish, both in gen‑
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eral and specific terms. 

· Analysis of the needs of the target market as they relate to the prod​uct.

· Evaluation of how the product can meet the needs of the target market.

· Market penetration strategy how the prod​uct can be most effec​tively introduced to the market and sold.

· Post‑sales follow‑up strategy which includes,
may include the overall aim of the plan, as well as specific goals that may have been set, such as desired gross sales or a targeted percentage of increase in sales over an earlier period. Other com​ponents of the objective will be an identification of the target market and the rationale behind selection of that market segment.

The second step or point involves identifying the needs of the target

· Assessment of market​ing plan and results

The first part of the plan, the objective, is made up of several sepa​rate but related compo​nents. First, the objective should state the desired goals of the marketing plan. This should be a clear and concise expla​nation of what the plan is meant to accomplish. A marketing plan objective
market. This consists of determining what specific needs exist in the target market that the product has potential to meet. How the product will be presented to the target market to make it most appealing will be dictated by the results of this research.

Equally crucial to suc​cessful marketing is eval​uating how the product
can meet the needs iden​tified in the target market. Thus the next step is criti​cally examining the strengths and weakness-es of the product to pro​vide a clear understand-ing of what the product can and cannot do. In socially responsible mar​keting practice, it is unde​sirable either to undersell or oversell a product.

The needs of the tar​get market, and ways in which the product can meet those needs, will determine the parameters of the next step, formulat​ing the market penetra​tion strategy. This will be the actual blueprint for getting the product into the market and selling it. Also known as a "product positioning strategy," this part of the plan outlines how the product will be positioned in the market and presented to poten​tial customers so that actual sales will result.

Although successful sales are the ultimate objective of the marketing plan, a completed sale should not mark the end of the marketing process. In today's competitive marketplace, products 

that come with the promise of "service after the sale" will usually have a decided edge over those that do not.

This consideration leads to the next step in the plan, post‑sales fol​low‑up, which has many facets and serves multiple functions in marketing. A carefully thought‑out and consistently applied post​sales follow‑up strategy is of great importance to any marketing plan and should not be overlooked or taken lightly.

Post‑sales follow‑up provides information that can be of great value in assessing the marketing plan and its effectiveness in promoting product sales. Periodic evaluation of the plan, based on the results obtained through follow‑up, can help pin​point weaknesses or gaps in the plan.

Follow‑up also allows marketers to detect mar​ket trends changes in the market which can indi-cate that a marketing

plan be modified. Whether a plan simply needs to be fine‑tuned, or completely overhauled, information from post​sales follow‑up is essen​tial to the process.

Ending involvement

 in the product‑customer relationship immediately after the sale also pre​cludes the possibility of creating lasting relation​ships with customers which can result in further
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sales and referrals. This relates to the cultivation of "product loyalty" on the part of customers, the importance of which should never be underesti​mated. The activities involved in post‑sales fol​low‑up help solidify the relationship between the product and the customer, by providing customer service and product sup​port.

Additionally, post​sales follow‑up permits the collection of informa​tion that can be used for accountability purposes, to develop marketing efforts for other products, and for public relations or promotional use.

These six steps are the underpinnings of a suc​cessful marketing plan, distilled to the very basics.

The extent to which each point is developed, which in turn determines the length and complexity of a marketing plan, depends on the nature of the prod​uct and of the specific strategies in mind to sell it. In general, marketing plans do not have to be large or complicated. They need only be exten​sive enough to adequately present the information collected during research and allow for an accurate interpretation of it.

This then, is an outline of the process of marketing in general. The following section examines these steps as they are applied specifically to marketing ex�offenders to employers in the home building industry.








