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Congratulations,  
Cam Grads!

Award Winners



2014 nominees
Maintenance Tech 151 Units Plus

Desmond Mayfield – Shelter Corporation – 1st Place
Keith Potter – Apartment Homes by Tonti
Martin Tavira – The Domain Companies – 2nd Place
Carl Brown – Latter & Blum Property Mangement
Kerry Ledoux – Apartment Homes by Tonti
Jerome James – HRI Properties
Ramon Coleman – Latter & Blum Property Management

Leasing 151 Units Plus 

Victoria Henri – HRI Properties  - 2nd Place
Sandra Berlier – Apartment Homes by Tonti
Ashley Chaisson – Asset Plus Properties
Aline Bryant – 1st Lake Properties
Delilah Lombard  – Apartment Homes by Tonti –  
1st Place

Manager 1-150 Units  

Mardell Evans – Latter & Blum Property Management
Lacy Jerome – 1st Lake Properties – 2nd Place
Melissa O’Neil – Asset Plus Properties – 1st Place
Cindy Vallejos – HRI Properties
Misty Munster – 1st Lake Properties

Manager 151 Units Plus 

Terrie McCurdy – HRI Properties – 2nd Place
Angela Comstock – Apartment Homes by Tonti –  
1st Place
Stacy Becker – 1st Lake Properties
Inika Mitchell – Latter & Blum Property Management
Genevieve Oxford – Domain Companies
Helen LeBlanc – 1st Lake Properties

Assistant Manager 1-150 Units 

Ashley Burke – The Lane Company – 2nd Place
Michele Labat – HRI Properties – 1st Place
Assistant Manager 151 Units Plus 
Gema Anderson – Asset Plus Properties – 1st Place
Leslie LeBlanc – 1st Lake Properties
Tania Phillips – Latter & Blum Property Management –  
2nd Place

Jessica Bridges – HRI Properties 
Stephanie Woullard – 1st Lake Properties
Jenifer Deleon – Apartment Homes by Tonti

Resident Service 1- 150 Units  

Ramon Lainez – HRI Properties – 1st Place

Resident Service 151 Units Plus 

David Dominguez – Apartment Homes by Tonti
Enrique Contrera – 1st Lake Properties
Terrance Evans – HRI Properties – 2nd Place
Anton Osoinach – Apartment Homes by Tonti – 1st Place
Lenox Reed – 1st Lake Properties

Maintenance Tech 1-150 Units 

Derrick Riley – 1st Lake Properties – 2nd Place
Anthony Gross – Certain Management – 1st Place
Dalbert Perron – HRI Properties
Rorey Prevost – 1st Lake Properties

Thanks to our  
sponsors!
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LOOKING AHEAD TO 2015: THREE TRENDS SWEEPING 
MULTIfAMILy COMMUNITIES
By Nick Alicastro

As the new year approaches, multifamily owners must be prepared 
for the new wave of multifamily amenities and industry trends that are 
emerging. As resident preferences and demands continue to evolve, 
these trends can reveal a significant amount about a property’s target 
market and become vital to ensuring a community’s long-term success.

In order to stay ahead of the curve, a multifamily community needs to 
understand the wants and needs of its residents and future residents, 
as well as what its competitors are offering. In doing so, owners and 
investors can ultimately add value to their communities, maximize 
revenue, drive traffic and reduce turnover.

1. COMMON AREAS THAT BUILD A SENSE Of COMMUNITy. 
The number of families and young professionals who are res-
idents of multifamily communities is continuing to grow. As a 
result, younger families are spending a significantly longer time 
renting, which has led to an increased demand for environments 
that create a sense of community and “home.”

As we approach 2015, the trend of creating large, outdoor spaces and 
common areas that build a sense of community are becoming more and 
more popular. These new outdoor spaces include large gathering areas 
where residents can socialize, as well as bigger clubhouses, outdoor 
theaters, car wash stations, and dog parks, among many others.

These added amenities establish a sense of “home” for residents and 
create an environment where they can interact with friends, family and 
neighbors. By building this added connection, owners and investors 
are able to deliver a better living experience for residents while also 
reducing turnover rates by up to 10 percent.

2. MODERNIzING UNITS. 
The demand for more modernized units is also on the rise as we move 
into the coming year. This can include upgrading units with more 
modern appliances and implementing additional technology features.

These upgraded unit features provide an opportunity for owners and 
investors to increase revenue while also decreasing maintenance costs. 
For example, at Western National Property Management the wood-like 
vinyl flooring being installed in several of our communities presents a 
higher initial installation cost, but will last twice as long and require less 
maintenance than carpeted units. As a result, ongoing maintenance costs 
are reduced substantially, as well as providing the opportunity for higher 
rental rates and increased revenue.

Another aspect of modernizing units is keeping up with changing 
technology. This includes items such as installing wall outlets that 
feature USB ports, as well as upgrading units with energy efficient 
appliances.

By implementing the latest technology features and energy efficient 
appliances, owners and investors are able to help drive traffic to a 
community while also reducing energy costs for owners and residents 
alike.

3. ENHANCED CONCIERGE SERVICES. 
Multifamily communities are also taking convenience to a whole 
new level in 2015. Many communities are now partnering with 
third-party vendors to provide added services for residents. This 
includes partnering with vendors such as Restaurants on the Run, 
a food delivery service that allows residents to have food deliv-
ered from dozens of area restaurants, among many others.
These partnerships create an additional level of convenience for 
residents and add to the overall appeal of a multifamily community. 
This increased appeal will ultimately drive traffic to a community, as 
well as provide opportunities for premium rents.

Ultimately, as the coming year approaches it is essential for multifamily 
communities to pay attention to the changes and shifts in resident’s 
wants and needs. These shifts lay the foundation for a community’s 
success and largely impact its bottom line. The greater emphasis 
on creating spaces that encourage community interaction, more 
modernized units, and enhanced concierge services will only continue 
to gain popularity in 2015, as residents demand these upgrades in their 
multifamily communities. •
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Visit  Our Website 
www.salvant.com 

Or call us today to speak to one of our     
Bed Bug experts. (225)383-BUGS (2847) 

BED BUG SOLUTIONS FROM LOUISIANA’S BUG EXPERTS 

LET SALVANT BE PART OF  YOUR BED BUG PLAN! 
 

All services are performed with the latest techniques for getting rid of 
bedbugs 
We also provide visual and K-9 bedbug inspection with  Louisiana’s 
1st Certified Bed Bug K9s, which cuts treatment cost in 1/2. 

Salvant Environmental is a local, family owned and                   
operated business. We are proud to offer our customers over 
20 years of experience. 

    SERVING LOUISIANA SINCE 1999. LISCENSED, BONDED & INSURED, FOR YOUR PROTECTION. 

All of our certified bedbug technicians are updated on the latest          
techniques which  solves any pest problems faster. Specializing in           

Corporate and           
Commercial Accounts 

 

225- 383-Bugs  
(2847) 

5 tips for a smooth make ready
By steven Lefkovits

Apartment make-ready maintenance requires some planning and 
thought. The tasks required generally differ slightly from property 
to property, and there can be issues between team members when 
everyone is not on the same page (or even reading from different 
books.) 

Here are some tips that can be used to ease  
the make-ready process:

Have a clear organizational system. All people involved in the 
make-ready need to understand the steps. In other words, if your 
property is keeping track of the steps on a dry-erase white board, 
ensure everyone understands any abbreviations, color code, or 
format. In addition, make sure the whole team is documenting their 
contribution as required to keep the board up to date.

Have a “Turn Time Expectation” in mind for all scheduling. 
We all are aware of the apartments in our communities that will 
need a demolition crew before the apartment can be painted. Let’s 
be realistic and figure out a way to schedule so that leasing staff 
can plan a move in date, and the maintenance staff can prioritize 
tasks. (Most companies I speak with settle on three to five days.) 
This time can be adjusted if needed if renovations are taking place.

Don’t fix anything you’re your first time in the apartment. Use 
this first inspection to document needed repairs that may be outside 
the norm. This would be where we take pictures for resident charges, 
if any, and make notes for any specialty contractors such as tub 
resurfacing.

Go left to get it right: Have a plan of attack for the vacant apartment’s 
maintenance needs. I was taught to start at the front door and follow the 
left wall all the way around the apartment. This way the technician can 
be assured that once they get back to the door the entire apartment has 
been inspected and you know what needs to be done to do it the right way.

List then fix. During that first trip around the apartment, focus on what 
needs to be done instead of doing it. Make a complete list of parts and 
tasks that are needed to get the apartment ready. This will cut down the 
amount of trips to the shop for parts. 

The best method to ensure that make-ready tasks are not overwhelming 
is to keep open lines of communication. The office team should know 
what stage of the make-ready every vacant apartment home is in, and 
the maintenance team should always know the top priorities at all times. 
•



Tens of thousands of people every year make CORT the most trusted source for their temporary furniture solutions. 
Moving for a new job? Heading off to school? Landing a temporary assignment? Making a fresh start?

CORT.com

Furniture • Housewares • Home Accessories • Electronics

CORT makes living smart easy...

living smart
furniture flexibility for your life

Rental Showroom & Clearance Center
5035 Bloomfield Street | Jefferson, LA 70121 | 504.733.8381

Contact Debbie Borrello at debbie.borello@cort.com 
or Debbie Younger at debbie.younger@cort.com for 
additional information.6

When it comes to the status quo on rent collections, apartment 
managers no longer have to accept skips and evictions due to non-
payment of rent as an unavoidable blight on the leasing cycle. In fact, 
a rise in “anti-collection” rent payment strategies and technology 
solutions promise to alleviate property managers not only from chasing 
down bad debt balances, but also from having to collect monthly rents 
at all.

Rent from payroll, in particular, enables residents to self-select 
automatic payroll deposits to an FDIC-insured account administered 
by an independent rent assurance provider, which then delivers a lump 
sum rent payment to the property on time every month. Since residents’ 
employers automatically forward funds from payroll every pay period, 
there’s no chance of funds becoming discretionary income and spent 
elsewhere.

Like on Etsy. Hypothetically.

Even if a resident faces job loss, the accrued balance in rent from 
payroll accounts often cover additional rent payments. Anti-collections 
technologies and strategies like rent from payroll also alleviate the 
friction in the leasing office between managers and residents when it 
comes to paying rent, and provide ongoing assurance for predictable 
cash flow. 

‘Cause despite what you’ve been told, mo’ money, less problems. •

I got out of a real jam last month.

After five years in the same apartment, my roommate and I were 
moving out. She was recently engaged and moving in with her fiancé. 
I was 90 percent happy for her, 10 percent being all, ‘WHAT IS 
HAPPENING?!’ Fine, 80/20. 

Point is, I was more happy for her than I wasn’t. But her exciting news 
meant not only looking for a new apartment of my own, but reconciling 
any potential damages left behind at the old place.

Now, it’s not like the apartment was in shambles. A sweep here, a 
dusting there—I was no Susie Homemaker, but I had a fairly kept 
home. But for every clean nook and cranny, there was a large Proactive 
stain on my roommate’s bedroom carpet, a spaghetti sauce “incident” 
in the living room and a grease situation in the oven that can only be 
described as unsightly. 

Like it or not, I was bracing myself for a few budgeted charges at 
move-out. And then, by some miracle of miracles, my final bill came 
in the mail two weeks later and it was …nothing. Do damage fees, no 
spaghetti subtractions—nada. 

This was great (if not surprising) news for me, as well as my former 
management company, who didn’t have to pester me for any additional 
payments. But what’s a collections department to do when it’s not  
so simple?

DAMAGE CONTROL
By Lauren Boston



Introducing 

Same dedicated owners 
Same expert staff 
Same extensive product selection 
Same high quality installation 

 

...Same Priorities.  New Name. 

Our Multifamily 
Sales Team: 

Serving the Multifamily Community for 
over 25 years with: 
 Expert flooring consultation 
 Extensive product selection 
 Highest quality installation 
 Most competitive pricing 

 

In the following markets: 
 Greater New Orleans Area 
 Greater Baton Rouge Area 
 Lafourche Parish 
 Mississippi Gulf Coast 

Mark Smith 

formerly 

Mike Day 

Zack Davis 

Drew Vonderhaar 

Chrissie Smith www.priorityfloors.com 
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Are your employees engaged? Are they truly motivated to achieving 
your property’s goals and objectives? Are you sure?

Only 29 percent of North American workers are engaged in their work, 
according to the State of the Global Workplace, a 142-country Gallup 
study. And when you look at the worldwide stats, this number drops to 
a measly 13 percent.

Thus, the bulk of employees worldwide—63 percent in fact—are 
“not engaged,” meaning that they lack motivation and are less likely 
to invest discretionary effort in organizational goals or outcomes. 
Additionally, 24 percent are “actively disengaged,” indicating they 
are unhappy and unproductive at work—and they’re liable to spread 
negativity to coworkers.

This translates to roughly 900 million not engaged and 340 million 
actively disengaged workers around the globe. Wow. That’s humbling.

But don’t assume this lack of engagement is simply due to bad 
employees. In fact, it’s often the CEOs fault if workers aren’t engaged, 
posits Stephen Meyer in this Forbes article. Meyer writes:

“A friend of mine named Don Rheem runs a company called 
Engagient, and he has a counter-intuitive approach to employee 
engagement. ‘A lot of CEOs think high employee engagement is 
something they have to program into people,’ he says. ‘That’s not true. 
All the so-called triggers of engagement are hard-wired in the brain at 
birth, and the neurological default setting is to be a valued participant 
in the workplace tribe. The real challenge facing CEOs is how to 
avoid the life-sucking influences from a toxic culture or manager that 
suppress these intrinsic motivators.’”

So as a leader, what can you do to boost employee engagement? One 
thing is to create a culture of recognition. While giving praise for a 
job well done is important, it’s just the beginning. Meyer says the best 
leaders understand the “why” of recognition because they frame it 
through the lens of employee engagement.

“They understand that employees have a deep psychological need to 
perform their jobs well and to help their organizations succeed,” he 
says. “Smart leaders don’t just tell people, ‘Nice job’ and walk away. 
They personalize praise. They take the time to map an individual 
success to the innate talents and qualities that enabled that success. 
Ultimately, the message they communicate is ‘I get why you’re good.’ 
That’s the most deeply satisfying thing employees can possibly hear. 
They won’t remember the words you said. But they’ll remember the 
‘feeling’ that you, a person with high standards, know good work when 
you see it, and take the time to notice.” 

the importance of 
WOrkPLaCe PrIOrITIZaTION
By Arletha Grandison

There are so many ways to build recognition programs that it would 
fill a series of articles. But one thing is consistent with any kind of 
program—cash isn’t the motivator you think it is. Research has found 
that employees work harder for noncash tangible incentives and 
appreciate these gifts more because of the emotional pull tangible 
rewards possess. (For more insight, check out this Inc. article.)

Beyond sales incentives, corporate events that thank and recognize 
employees for their contributions are also a means of boosting morale 
and overall satisfaction. Think of ways you can incorporate celebrations 
throughout the year. Did you know that 94 percent of employees would 
be disappointed if there were no holiday festivities at their workplace? 
But to make the event meaningful, more goes into it than reserving a 
venue and hiring a caterer. Check out this previous post for ideas.

Depending on the size of your staff, consider an annual employee 
awards program that recognizes outstanding performance for sales, 
customer service and any other measureable metrics you can build into 
the program. Commemorate achievements with an award that can be 
displayed in the winners’ offices as a reminder of past accomplishments 
and a motivator for continued success.

In the spring, give others a hand by doing some charitable work. 
Bonding during a neighborhood cleanup or Habitat For Humanity 
project gives employees an opportunity to give back in a meaningful 
way.

In the summer, host a company 
picnic. Go to a baseball game. 
You could even sponsor a 
local 5K or half marathon. 
There’s something 
invigorating about working 
a water station and 
supporting those running 
for charity. The point is 
to get employees out of 
their workstations to 
interact on a personal 
level and develop 
and strengthen 
relationships with 
each other that in no 
way happens in the 
office on a daily 
basis.

And don’t forget about the little things—welcoming a new employee 
on his or her first day, celebrating staff birthdays and honoring 
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employment anniversaries. Giving small, thoughtful gifts—such as 
these gourmet chocolate chip cookies—throughout the year shows 
employees that you’re always thinking about them.

But the most important ingredient in any recognition program, whether 
large or small, is sincerity. Design recognition programs around what is 
truly valuable to employees and you’ll reap the rewards.

In fact, increasing employee engagement programs by 10 percent can 
grow profits by $2400 per employee per year, according to Workplace 
Research Foundation via Graziano Associates. And there’s more: 
Increased employee engagement can boost customer satisfaction by 
12 percent, which in turn can raise revenue and margins. Improved 
employee engagement can also reduce annual sick days from 6.19 days 
on average for disengaged employees to 2.69 sick days for those who 
are engaged.

The bottom line: Spending time and resources on increasing employee 
engagement pays off not only monetarily but also in the overall 
wellbeing of everyone involved. Herb Kelleher, co-founder and 
chairman emeritis of Southwest Airlines got it right: “Your employees 
come first. And if you treat your employees right, guess what? Your 
customers come back, and that makes your shareholders happy. Start 
with employees and the rest follows from that.” •

Plus if you mention this 
ad you will get FREE 
installation* ask for details 

Call today for 10% OFF 
ALL network and WIFI 
equipment. 

We offer the BEST WIFI 
and networking 

technologies available. 

Expiration Date: 08/31/13 

WIFI The Easy Way 
Data Shark Technologies 

Call—985-373-7452 

All of Your Technical 
Needs—DONE! 

Offer your 
tenants the best 
available WIFI 

and hey; MAKE 
MONEY with it 

as well!! 



ROSS D. SHALES
3117 22ND ST., SUITE 1
METAIRIE
rossshales@allstate.com

Call me today for help with your
business insurance needs:
auto, property & liability.

(504) 831-1778

Insurance subject to availability and qualifications. Allstate Insurance Company and Allstate Indemnity
Company, Northbrook, Illinois © 2009 Allstate Insurance Company.
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This is the final blog in a three-part series on planning for success in 
your marketing strategy. Be sure to catch up on parts 1 and 2.

What’s the cornerstone for any promotional marketing plan? A 
sound strategy. Without a strategic plan, it’s impossible to accurately 
determine budgets, select branded merchandise, assess what’s worked 
in the past…and what hasn’t. (Check out the 10 ways strategic 
planning will benefit your marketing programs in Part 1 of this series.)

Strategic plans are the road maps for your marketing campaigns, and 
they’re essential for knowing where you’re going. To make it to your 
destination, every strategic plan must contain five building blocks: 
Beginning with the end in mind; thinking outcome, not product; putting 
your audience first; thinking about packaging and distribution; and 
building in ROI. (For more on the essential building blocks, see Part 2 
of this series.)

So once you have the strategic plan complete, you’re done…right? 
Wrong! In order for your ideas to truly come to life, you must execute 
your strategic plan.

Your Strategic Plan: Executing It To Perfection

To get the most out of your strategy, follow these seven tips for 
successful implementation:

1. DEVELOP A COMMUNICATIONS &  
IMPLEMENTATION PLAN
While some communities have the authority to develop marketing 
plans on their own, most are receiving directives from the property 
management company. Unfortunately, some things get lost in 
translation. Here’s why.

Let’s say the corporate vice president of marketing develops the 
strategic plan and orders the appropriate branded merchandise to 
support it. These promotional products are delivered to the individual 
property managers who, in turn, give the items to leasing consultants 
for distribution. The problem: the leasing consultants have no idea what 
to do with the merchandise so they either give away the promotional 
items incorrectly or don’t give them out at all—resulting in a failed 
promotion and waste of money.

Thankfully, there’s an easy fix. Develop a communications plan that 

complements the promotion. Include written directions on the items 
included in the promotion (from promotional gifts to interior signage 
and support materials—and everything in between), the criteria for who 
qualifies to receive the branded merchandise and how these items are 
to be distributed. Work with your promotional consultant to make sure 
there are instructions for each item in the promotion to ensure nothing 
gets missed.

2. DETERMINE A SCHEDULE
Part of the written documentation should be a schedule and timeline of 
how the promotion will work. You may want to email this out prior to 
the promotion start time so the properties allocate any necessary staff 
time to prepare.

For finite promotions, there should be a start and end date. Include 
any steps to be done or accomplished at interim intervals. For ongoing 
promotions, include reorder instructions if more items are needed. 
Provide a timeline on how long reorders take so staff can plan 
accordingly and not be left empty handed.

3. LOOK fOR WAyS TO CONSOLIDATE ORDERING
For property management companies, you have options when ordering 
items, especially staples that each of your locations use. Depending 
on the type of product and order quantity, you don’t simply have to 
order branded merchandise with the corporate logo. You may be able 
keep the economies of scale of a larger order and be able to imprint 
individual property logos by grouping them together and doing a simple 
copy change.

Branding the actual property name (rather than the management 
company) goes a long way with attracting local prospective residents, 
so work with your promotional consultant to see what options are 
available.

yOUR ROAD MAP 
TO ExECUTING 
PROMOTIONAL MARKETING 
STRATEGIC PLANS TO 

PERfECTION
By Valerie Hayman Sklar
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BEST INTERNET
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Contact Your Sherwin-Williams 
Property Management Team
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Flooring Representative

504-495-4501
swrep6044@sherwin.com

Steve Catalano 
Paint Representative

504-915-1053
swrep4945@sherwin.com 
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4. ALLOCATE ASSEMBLy TIME
Many promotions consist of multiple items that must be packaged 
together prior to giving them to recipients. For example, let’s say you’re 
attending a housing fair. To entice booth visitors to share their contact 
info to build your prospect list, you’re giving away t-shirts.

Rather than reaching into a cardboard box and handing them out (not a 
way to make a good first impression), you want a way to package them 
to increase the perceived value of the gift, plus you need a way for the 
tees to be displayed neatly on a table to spark up conversation in the 
booth.

One way is to consistently fold and roll the t-shirts so the logo is visible 
then secure them using a ribbon imprinted with the property name. 
Additionally, you can include an information card by punching a hole 
in the top left corner and then threading it through the ribbon before the 
bow is tied to complete the assembly.

While this is simple to put together, you can’t wait until the night before 
to start. Allocate staff time to complete the task, or work with your 
promotional consultant to have the assembly taken care of prior to 
delivery so all you must do is unpack the box at show time.

5. fACTOR IN SHIPPING TIME (AND COST)
One way to quickly derail a promotion (and you budget!) is expediting 
freight to ensure delivery. Plan well in advance and work with your 
promotional consultant on the production schedule. Always add in 
a couple extra days for unforeseen delays in production or transit 
interruptions due to inclement weather.

Additionally, look at the logistics and how it relates to shipping. 
If you’re ordering a product in bulk that will in turn be delivered 
to numerous individual properties, can the shipments be split at 
the manufacturer and sent directly? Work with your promotional 
consultant to determine the options available. It takes some planning 
at the beginning, but this will eliminate the need to ship goods to the 
headquarters and then reship to each community—in effect, doubling 
your shipping costs.

6. HAVE A ‘PLAN B’
Even with all the planning in the world, unforeseen things can happen 
to impact the effectiveness of your promotion. Here’s an example:

A property was hosting a resident appreciation event by having a coffee 
giveaway. Staff was to set up a coffee station at the property entrance 
and offer on-trend travel tumblers filled with a favorite locally roasted 
coffee to residents as they left the property in the morning to go to work.

Unfortunately, the day of the event was much colder than forecasted. 
The staff moved the event inside the leasing office, but in doing so, only 
saw about 1/3 of the traffic from residents. All communications about 
the event indicated the coffee station was going to be located at the 
property entrance, and even though the staff put up some impromptu 
signs inviting residents to come inside, the majority didn’t have time to 
stop. As a result, the promotion didn’t go over well, there was product 
left over and residents didn’t feel appreciated.

Lesson learned: Always include a contingency plan with promotion 
instructions so staff can act according to your wishes in the event of 
something unexpected.

7. TRACK & MEASURE ROI
How do you know if the promotion has been successful? This goes 
back to building metrics into your promotion (read Part 2 for details) 
and then using the communication plan to explain how you want the 
properties to track the data and report back.

The leasing consultants and community staff must know what to do 
when they give out the branded merchandise. Whether it’s sending an 
email to a designated person at the time of giveaway or making notes 
in a spreadsheet to be submitted at program completion, clearly define 
expectations in the communications plan.

For example, perhaps your property offers online rent payments but few 
residents are taking advantage of the service. Conservatively, let’s say 
that having a resident use the online service saves five minutes of staff 
time per unit when compared to processing traditional paper checks. 
With 12 residents signing up for the online service, that gives staff an 
extra hour a month or 12 hours a year. With 24, you gain an extra two 
hours a month or 24 hours annually and so on. Of course, you’ll want 
to look at your own processes to determine the actual time spent/time 
saved.

When staff have to manually process payments, you’re not only losing 



Holiday
     Mixer

see More on back

13

those hours but also incurring the opportunity cost to take advantage of 
staff being able to tackle other tasks on property. And you can assign a 
dollar amount to these costs by multiplying what you pay your staff per 
hour by the number of hours it takes to process payments. Take the total 
cost and then divide it by the number of payments processed, and you 
have the cost per resident.

Looking at this figure, you can determine how much you want to spend 
per resident to get them to change their behavior (move from traditional 
payment by check to online transactions) and then work with your 
promotional consultant to select branded merchandise within your 
budget parameters to not only promote the program but also reward 
those who make the switch.

With all of these calculations described above, you can also determine 
ROI based on the number of conversions and total overall spend to 
conduct the promotion.

Regardless of the campaign you’re conducting, metrics are essential to 
be able to measure effectiveness so you know what programs to repeat, 
which ones to course correct for next time and which ones to avoid 
altogether.

yOUR SUCCESSfUL MARKETING PLAN
As we’ve talked about in the previous installments of this series, the 
goal of any promotional marketing plan is to get your property name 
into the hands of your intended audience. Branded merchandise, when 

used correctly, with purpose, can enhance the experience residents have 
with your brand so they think positively of your community and want 
to live there year after year—and tell their friends to live there, too.

Use the building blocks in Part 2 and follow the implementation tips 
above. Combine these with your own experience, trial and error—tailor 
the plan to your specific audience and goals. You have all the tools 
necessary to work with your promotional consultant to build amazing 
promotional programs together.

Best of luck crafting and implementing your promotional marketing 
programs based on a foundation of sound strategy. The road map is 
before you; are you ready to take the trip? Here’s to your success! •
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The Apartment Association of 
Greater New Orleans  

is excited to announce the return of the 

B.A.T.T.  
course 

Basic Apartment Technician Training
2015

The course will consist of five classes that will be instructed 
throughout the year by maintenance and management  
professionals from different management companies. 

Maintenance persons will have the option to take all five 
courses for $125.00 and receive a certificate of completion  
at the annual Awards of Excellence or pick and choose 
classes they would like to attend for $30.00 per person.  Each 
person will receive a certificate that they attended each class. 
However the only way to have a certificate of completion is to 
attend all five classes.  

Should a management company register a maintenance 
person to attend all five courses and that person leaves the 
company the management company will be allowed to replace 
that maintenance person. 
 
Below are all the topics that will be 
covered in 2015:
Fair Housing

Plumbing

Electrical 

Appliance

HVAC

If you are interested in registering maintenance persons for 
the entire BATT course fill out the registration form.  flyers 
will go out before each course takes place.  If a maintenance 
person registers for the full course they will not have to 
register each time for the class.  If you have any questions 
contact Tammy at 504-888-2492 or email tammyesponge@
aagno.biz. •
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Coming Up! First four days in April, Second Round in May
National Speaker Jackie Ramstedt to Instruct
$875 per person
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PUT YOUR AD HERE!
By advertising here, your ad will be seen by hundreds of Apartment 
Association Members that receive the newsletter, just like you, and 

by even more on the world wide web at  
www.AAGNO.com.

Call 888-2492 for details

January

Affordable Tax Credit Training -  
Basic Tax Credit Class
Tuesday, January 20, 2015

Great class for anyone working tax 
credit and affordable properties and 
anyone needing continuing education 
credits.
Instructor: TBA
Location: TBA

 
B.A.T.T. Fair Housing Course
   TBA
 
Online Reputation Management 
   TBA

February

Five Happiness Luncheon
   TBA

march

Leasing Workshop - Overcoming  
Objectives with Closing
   TBA 

Sneak Peek  
         for 2015

B.A.T.T. (Basic Apartment  
Technician Training) Course

Classes throughout the year, 
certificate of completion to be 
presented at 2015 Awards Banquet

2015 Seafood Extravaganza
March 26 (Date is subject to change) 

NAA Designation Course - CAM 
Certification

April & May

Leasing Presentation
May

HCCP Certification
June 16-18

Apartment Association of Louisiana 
Fall Education Conference

September 17
Apartment All Stars with special 
guest, Jackie Ramstedt
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Support Your Associate Members

Advertising – Newspaper
NOLA.com Times Picayune  

– 504-826-3509
Advertising – Online

Apartments.com – (888) 658-RENT
Apartment Finder- 985-807-2083
Apartment Guide.com – 225-273-7714
ForRent Media Solutions – 972-207-8395
Move.com – 800-978-7368
On-Site - 408-795-4220
Real Page Inc – 972-820-3015
Rent.com – 866-441-7368

Advertising – Magazine
Apartment Finder – 985-807-2083

Air Conditioning
A&R Air Conditioning & Appliance 
 – 504-887-1416

Broker
Larry Schedler & Associates
 – 504-836-5222

Carpet Cleaning
Southern Carpet Cleaning 
       – 504-939-6445

Clean Up Service/Maids
All Dry - 504-952-3030
Belfor - 225753-8820
Servpro of Kenner 
    – 504-275-7309

Collections
    Telerecovery & Stanley Koffemann Jr. & 
       Associates – 504-888-8300

Contractors/Construction/ Disaster Clean Up
Grant & Associates – 504-733-2999
Belfor – 225-753-8820

Construction&Disaster Clean Up
    All Dry - 504-952-3030
    Belfor - 225-753-8820
    Grant & Associates 
        – 504-733-2999
    Universal Restoration
        – 504-407-0750

Environmental (mold testing)
    Mother Ducts Environmental
        – 504-312-1635
Financial

Madderra & Cazalot – 504-835-6900
Lake Insurance & Financial, Inc 
 – 504-831-1778

Fitness Equipment    
   Fitness First – 337-258-3077
Flooring

Cornerstone Commercial Flooring
 – 225-270-0749

Priority Floors – 504-733-8188
Integrity Carpet – 504-712-5485
Sherwin Williams Flooring 
 – 504-734-0070

Furniture Rental
Weiner Cort Furniture Rental 
 – 504-733-8381

Garbage Waste Service
    Progressive Waste Solutions 
       – 504-349-2668

Richards Disposal –504-241-2142
River Parish Disposal – 504-738-7700
Waste Pro of Louisiana –504-392-4619

Insurance/Renters Insurance
    Bryan Schexnayder – State Farm
        – 504-835-2944
    Chumney-Powell Agency 
        –504-455-1234

Fontenelle & Goodreau – 504-454-8939
Lake Insurance and Financial, Inc 
    – 504-831-1778

    Liberty Mutual – 504-837-7000
Janitorial Supply
   A&L Sales   504- 473-3978

Guillot Sanitary Supply 
    – 504-835-1687

Landscaping
Louisiana Landscape – 504-391-1800
Mullin Landscape Associates 
    – 504-275-6617
Rotolo Consultants – 800-641-2427
Thrive of Louisiana – 504-453-3633

Laundry Service
Coinmach/Mac-Gray – 800-535-7327 /
    504-813-8789
Commercial Coin & Laundry  

– 850-932-8348
Pierce Commercial Maytag 
 – 985-626-7852

Legal
Houghtaling Law Firm – 504-264-5600

Make Ready Service
Cruz make Ready Service – 504-473-9233

Maintenance Product & Service
HD Supply – 504-884-2460
Ideal Appliance – 504-888-4232
Johnstone Supply – 504-733-1495

Multifamily Housing Software
On-Site.com – 832-341-8490

Online Education
CallSource – 818-596-3833

 

On Site Security Service & Security Alarms
    Signal 88 – 504-655-5887
    South Louisiana Security Patrol 
         – 504-915-5586

Vinson Guard Service – 504-529-2260
Painting Companies & Painters
    Behr Paint – 985-510-0515

BLP Mobile Paint – 504-834-5455
Helm Paint & Supply – 504-419-4029

    PPG Industries – 504-418-5274
Sherwin Williams Paint – 504-461-0728

Pest Control & Bug Specialist
Colonial Exterminating – 504-443-1016
DA Exterminating – 504-888-4941
Fischer Environmental – 985-626-7378
J&J Exterminating  – 504-833-6305
Orkin – 504-464-0073
Salvant Environmental – 225-383-2847

Plumbing
Dr. Pipe Plumbing – 504-833-7072
Roto Rooter – 504-329-9772 

Plumbing Parts 
     The Plumbing Warehouse – 504-378-8300

Property Savings Program (Orleans Only) 
     Clearesult – 504-523-9788

Resident Screening
Core Logic / SafeRent – 615-595-7337
Landlord Shield — 618-283-7055
On-Site — 408-795-4220
Trak 1 Technology – 866-998-7251

Resurfacing
Surface Restoration – 504-231-1871
Quality Resurfacing – 504-432-9495

Roofing & Supplies
   ABC Supply Company – 504-831-8781

Independent Roofing Systems 
 – 601-922-4301

Solar Energy
South Coast Solar – 504-529-7869

Storage
Elmwood Self Storage – 504-737-7676

Telecommunications & Cable Service
AT&T – 504-830-1993
Cox Communications Multi Dwelling 

Units– 504-358-6870
Multifamily Housing Software

On-Site.com – 408-795-4220

Utility Management – Submetering
Econserve, LLC713 – 662-3220

   Submeter One – 888-768-7577
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