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RECENT DEVELOPMENTS
AVlJennings has made a
ous commitmeant to
maintain its reputation as a
secure, innovative icon brand
within a relatively fragmented
and unstable industry, This has
allowed it to defy [l";‘ downturn in
the ;\u&:t::‘l an housing Industry
and to continue to pr
Comy s i‘..--l\aou ut back
on customer service, design
development, ..leea{i value
s and even quality of materials, But
nnings has m[“vC"i in the 0"1(‘r u'i € ‘1 on and
strengthened its ©
| areas. This strat atur \.“\ umuL T‘ cus
3ts to the brand. Indee .d they often become advo-
cates for it when they find their expectations are
not only met but comfortably exceeded.
Furthering its commitment to
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During the 1970s the com-
pany grew to be cneof the largest construction
firms in Australia, with a raft of major subsidiar-
ies. It won a series of large contracts from st
andt al governments, particularly for sch
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PROMOTION
AVdennings' promo-
tional strategy is to build
pany brand awareness, via
quality branding cam-

paigns and through design
orientated retailing promoe-
tions which keep the market
informed about opportunities
and events of interest to
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its customers. Buying a house is one of the most potential

impt '-rl ant purchase decisions of anyone’s life, customers

and people who entrust part of that decision to Mass media communications
AV __I.:q nings can expect far more than bricks and on TV, radio and in newspapers

are supported by database
development and also by direct contact through
My Home , the AVJennings magazine. My Home
IS a high quality quarterly hor aker magazine
which carries features on home design, decorat

; ing, gardening and so on, as well as news from
15- AVdennings' state operations.

Another promotional innovation is the Advan-
tage Card discount shopping scheme. Al
AVdennings customers enjoy free
membership of this service

These, and a wide range of specific
retail promotions, underpin the compa-
ny's relationship with existing and
potential customers. Such initiatives help
build confidence in AVJennings as the
firm which will deliver a dream home.
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/ customer enjoys a range of benefits
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BRAND VALUES

AVldennings' public image reinforces the
company's core values of guality, design
innovation, flexibility and choice, value for
mongy and unsurpassed customer
senvice.

The name of Sir Albert Victor Jennings
is known throughout the country, and his
original commitment to the ideal of
"quality, affordable housing for all
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support Hu Se vV | te\" Adw’r Dmf;- ts carry the
strap line 'Dreams Can Come True', which sums
up the pany's philosophy, unchanged since
the 1930s
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Things you didn't know about
AVJennings

Q  AvJennings has buitt more than
100,000 homes in its 65-year history:
around 260,000 people now live in
AVdennings homes.

One in every 25 homes built in Australia
every year is an AVJennings home. !

AVdennings opened Australia’s first
display home in Murrumbeena, Victoria
in 1934. It was Albert Jennings' own
idea and helped sell houses in the
company's Beauville estate. About
15,000 people visited the display home
before sales on the estate were I
completed. |

Q  AWennings' second estate, Beauville,
contained one of Australia’s first cul-de-
sacs, It was guite a feature, but [
apparently caused a few problems for
drivers unfamiliar with the concept.

Q  More than 300,000 people visit
AVdennings Display Centres every year.
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