
 
 
 
 
 

Prudential Waterfront Properties 
 “101 Reasons” Campaign 

 
Research: Prudential Waterfront Properties, a division of The Willard Companies, has 
been establishing and enhancing their identity throughout the region and at Smith 
Mountain Lake (SML) since 1987. The company aligned with the Prudential Real Estate 
Network in 2005 and launched a marketing campaign that capitalized on the company’s 
strong history while explaining the benefits of the new affiliation.  Although the campaign 
was effective, when met with the tough real estate market of 2007 it was no longer 
generating the needed interest.  Prudential Waterfront Properties polled the Prudential 
network of 44,000 agents in more than 1,600 offices across North America, finding that 
real estate sales were slumping in most regions.  Simultaneously, Prudential Waterfront 
Properties began surveying other builders and real estate agencies in the SML area.  
This research validated a consistent decline in sales locally and across the nation.  
Research into industry trends verified that many potential buyers lacked interest due to 
the economy, and that those who still opted to buy were putting more thought into 
choosing their real estate agency.  The challenge for Prudential Waterfront Properties 
would be to create a campaign that did not abandon the equity of their brand, yet 
provided overwhelming evidence that it was still a good time to choose Prudential 
Waterfront Properties as a real estate company. They turned to their long-time creative 
partner, the GO Agency. 
 
Planning: With the entire real estate industry taking a hit, the GO Agency creative team 
faced the difficult problem of generating interest, moving potential buyers past their fears 
of an industry crash, and establishing Prudential Waterfront Properties as something 
different – anything but another average real estate agency.  Needing to accomplish 
three goals at the same time presented a unique challenge, yet the research had 
established that all three were necessary given the current market conditions.   
 
For years, Prudential Waterfront Properties had focused its advertising around catchy 
headlines, recognizable aerial photographs, and the advantage of having multiple 
developments where they could publicize their brand.  The company had a total of 30 
advertising billboards in the area.  While a great benefit, this was also a challenge.  The 
advertising team would have to create a plan that would make full use of so many 
outdoor opportunities.  They needed a message that could be expanded and present a 
convincing argument. Team members began to brainstorm how they could generate 
interest, tell the story of Prudential Waterfront Properties, and reassure potential buyers 
that it was still a good time to work with an agent. 
 
Execution: The new campaign, “101 Reasons,” provided the opportunity to project a 
variety  
of campaign messages and allowed the company to make full use of its many outdoor 
boards.  
The marketing team, together with Prudential realtors, came up with a comprehensive 
list  
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