
How to avoid inviting and assisting criminals through your advertisements 
 
The information you make public has so many benefits. Some of these benefits, however, 
can be to criminals. 
 

 

As part of a standard advertising campaign, apartment complexes and condominium communities 
place photos and write-ups about the building, amenities, parking and activities online and in print 
brochures and real estate guides. This information provides an excellent resource for prospective 
residents as well as the greater community. Online information is best when kept fresh, so linking 
your online activities calendars with local events, school and regional government newsletters and 
transportation information can really integrate your complex into the greater neighborhood. Syncing 
unit vacancy/occupancy logs with your website’s “units available” page will maximize “real-time” 
information flow, too. 
  
But, while all this makes for excellent public relations, it can also present a liability exposure. 
  
Take a look at all the fabulous information you have posted on your website and in your local 
apartment advertising guide. It might include number of units, services you provide, on-premises 
amenities such as gyms or laundry rooms, as well as photos of units, lobbies and common areas. 
Review your ad materials from the viewpoint of a potential criminal and see if you are providing too 
much information. 
  
Criminals study places before they strike, so if your website or print ads reveal unmonitored doorways 
and windows that could be pried open, isolated laundry rooms, or segregated storage areas, you could 
be inviting burglars or worse. Criminals are interested in access and not being seen. They also want to 
gauge what kind of property is on site—is it valuable, can it be stolen and marketed easily. Your 
advertisements are an excellent, easy and anonymous way for potential perpetrators to gather useful 
information. 
  
When you construct your website or create your ad layouts, consider security in everything you post. 
Don’t reveal your security measures to readers, though. It is sufficient to say that halls, common 
areas and entrances are monitored. Giving criminals more information on your systems merely allows 
them to plan against them. If you have controlled access to lobbies or other interior spaces, you might 
say that in your marketing materials, but there’s no need to say if it’s a coded entry pad or a swipe 
card. 
  
Keep in mind that predators watch for parties, group events and even death notices as part of their 
planning for times and places to strike. If you have contributed to their success by carelessly revealing 
security or private information about your building, victims could try to hold you financially 
accountable for losses they suffer. A commercial general liability insurance policy will typically help 
with legal defense costs and any sums for which your complex is held liable, but if a condo’s board of 
directors or another community group is responsible for advertising or promotional materials, 
insurance protection could become more complicated. 
  
It’s best to discuss your ad strategy and security concerns with your marketing personnel or oversight 
group and with your insurance professional. Including these concerns upfront helps with risk 
management and can ensure you have the right angle on marketing and appropriate insurance 
coverage in place. 
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