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Module 14 – Personal & Listing Marketing


Lesson 1: Overview & Downloads
Lesson 2:  Fundamentals of Marketing
Lesson 3:  Traditional Marketing
Lesson 4: Online Marketing
Lesson 5: Marketing & Advertising Your Listings
Lesson 6: It’s Game Time!

Supporting Documents:

· TBRG Quality Service Guarantee


http://www.zillow.com/agent-resources/download/real-estate-marketing-for-agents/?itc=pa-footer


“What lies behind you and what lies in front of you pales in comparison to what lies inside of you.” – Ralph Waldo Emerson

Lesson 2:  Fundamentals of Marketing

Marketing is communicating the value of a product, service or brand to customers, for the purpose of promoting or selling that product, service, or brand. Marketing techniques include choosing target markets through market analysis and market segmentation, as well as understanding consumer behavior and advertising a product's value to the customer. (Source: Wikipedia)


Marketing vs. Lead Gen (Prospecting)

Think Reactive vs. Proactive

Marketing requires an investment
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Six Fundamentals of Marketing 

1. Content is King

· Provide value to your target audience

· Fulfill a need. Your content should answer some unmet need or question for your customer. It needs to be useful in some way to the customer, over and above what you can offer as a product or service

· Use Quality and Compelling Images and Design

· Quality not Quantity

· Be authentic – find your voice


2. Budget
Every business needs a budget and a method to track your expenses and return on investment.  Use the Real Estate Business Plan tool to forecast and track your marketing budget.  A good rule of thumb is to invest 10% of your gross revenue back into your marketing budget.


3. Consistency
The 3-7-27 law of prospecting states it takes 3 contacts for someone to recognize your name; 7 contacts for them to associate your name with your business; and 27 contacts for them to feel comfortable doing business with you

Keep consistent in your branding and messaging
· Does your branding match who you are and the value you provide?
· Is there a consistent brand look & feel online and offline?


4. Specialize 
To compete and win, consider being the best in the world at one thing.  What is your target market, niche or specialty? Understand the demographics and psychographics within the geographic area.
Don’t try to be all things to all people

5. Strong Call to Action
Always include a call to action (CTA) in all marketing efforts. 
What do you want the prospect to do? 
a. Call
b. Email you
c. Fill out a form
d. Click through to a website or landing page
e. Go to a web address
f. Respond to a survey or question


6. Measure, Monitor and Follow-up
· Online – use analytics, tracking codes, tools that will help you analyze what’s working and what is not working.
· Know your Return on Investment (ROI)
· Have a solid follow-up action plan for any lead or prospect


Lesson 3:  Traditional Marketing


Traditional Marketing Methods Still Works!
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· Direct Mail  
If a campaign is well crafted, you can expect a response rate ranging from 2-5 percent. The conversion rate of direct mail rises if messaging to your audience is consistent and mailings continue over time -  five or more mailings to the same address.
· Geographic Farm
· Renters
· Out of state homeowners
· Other niche or specialty

· Just Listed/Just Sold mailers

· Change Your Voice Mail message to include a CTA to visit your site and Search for Homes

· Add compelling call to action on everything:
· Business cards
· Letterhead
· Marketing Flyers
· Email signature
· Postcards
· Print advertising
· Car signs
· Yard & Open House signs

· Print Advertising
· Newspaper Classified or Display Ads
· Home Magazines


· Broadcast and Outdoor Advertising 
· Billboards, Bus stop signs, cinemas, etc.
· Radio & TV – expensive to buy and create



Farming (is not just geographic)

· Surname farm

· Hometown Farm

· Your Previous Career

· Demographic (Who)

· Psychographic (Why)


Networking 

Join groups (BNI, Toastmasters, LeTip)

Chamber of Commerce and other business networking groups

Meetup.com – What are your hobbies, skills, and interests?

LinkedIn – Connect with Realtors around the country to build your own referral network


Lesson 4: Online Marketing


A successful Online Marketing strategy must have:

· Compelling reason for the prospect to contact you over other agents
· Benefits and value for the visitor
· Excellent calls to action
· Lead capture and follow-up ability
· Measurement and Tracking functionality


Must Have Marketing Tools 


Calls to Action that lead to capturing prospect info
· IDX search – allow access to a point and then a sign-up form
· Property Watch – email alerts – allows the consumer to receive the listing information they want when it becomes available
· Free, compelling reports – consumer completes a contact form to receive the report or offer
· Home Market Valuation offer or Automatic Home Value Landing Page 

Types of Content
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· Your website’s main articles
· E-Newsletters
· Emails
· Blogs that provide how-to articles and posts
· Quick tips articles or notes that you can upload to social media
· E-Books
· White Papers
· Online videos
· Webinars
· Podcasts
· Presentations and slideshows
· Flow Charts
· Infographics
· Checklists


Real Estate Website with Home Search
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· Customer-centric not Agent-Centric
· People don’t want to be sold, they want to be helped and get information
· Internet = immediate access and information 
· Offer what the consumer wants
· Easy & accessible Search for listings (IDX)
· Photos & virtual tours
· Reports, local market data
· Neighborhood, community, school information
· Home buying process information
· Compelling content 
· In addition to the list above, consider
· Buyer/Seller process & tips
· Relocation info, guides
· Testimonials
· Your niche, target markets, specialties
· Good domain name (You vs. keyword terms)
· Older domain name better
· Your Name if goal is to brand you
· Niche keywords for better SEO


Landing Pages

A landing page is a standalone web page designed for a specific purpose (lead generation or click through to another page – signup form).  

Great resource on landing pages: http://unbounce.com/landing-page-articles/home/ 
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Landing Page Ideas:
· Home Search 
· Newsletter signup
· Discount / coupon for service or product
· Free reports
· Home Value Estimate (Market Snapshot)




[image: Macintosh HD:Users:janobrien:Dropbox:WBNL Coaching:02_CYRB Working - Resources:CYRB Resource Docs:Top Producer images:MarketSnapshot.png]








Client relationship manager (CRM) 
· Top Producer
· Customize your Action Plans
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Drive Traffic to your Website & Landing Pages

Energize Your Database 
· Search for Homes - Import or add your SOI, past client database and send them 
· Market Snapshot

Your Farm – Market Snapshot
Leverage Market Snapshot to get emails from your farming area. Here are the steps to follow:
· Get a spreadsheet (.csv file format) of your farm area from your local Title Rep and import it to your Top Producer.
· Prepare a letter to mail merge and print out to your farm that will send them to your Landing Page for Market Snapshot and explains that they will get an automatic monthly update on their neighborhood.
· Alternatively, send a postcard with an image of your Home Value landing page and a call to action to go to the site and get a Free marketing Value Report.
Social Media Marketing Campaigns (post to your profiles or purchase ads)
· Facebook
· Instagram
· LinkedIn
· Twitter

Email Signature links
Include a text link in your email signature block with a call to action. 
For example:
Click here to Search All San Diego Area Homes for Sale
Get an Instant Home Value Report on Your Property

Pay-Per-Click Ads / Google Adwords 
https://adwords.google.com
Ads that appear online that you only pay for when someone clicks on it.

Purchase leads
· www.MarketLeader.com
· www.HomeGain.com
· www.TheRedx.com
· www.HouseValues.com
· www.TigerLead.com 
Advertise on the Listing Platforms
· www.Zillow.com
· www.Trulia.com
· www.Realtor.com
· www.Homes.com

Video Marketing
And with the innovations in mobile tablet and smartphone cameras, real estate agents can easily – and inexpensively – create videos.  Create a YouTube channel as the hub for your video content. Then populate your other online locations – website, blog, social networks – with your real estate videos. Make sure you always include your contact information in your videos, and when possible, link back to a lead-capturing form. Using online video as real estate lead generation tool is an easy and smart way to find new buyers and sellers in today’s real estate market.
Video Content Ideas:
· Client Testimonials
· Evergreen content on the home buying and selling process 
· Video tours of listings
· Neighborhood tours
· Lifestyle content
· Market updates
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Lesson 5: Marketing & Advertising Your Listings


Customize the The Brodkin Group Quality Assurance Guarantee and Marketing Plan
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Our 14 Point Marketing Commitment

1. Price your home strategically so you’re competitive with the current market and current price trends.
2. Stage your home to cast a positive light on the features most important to buyers: uncluttered rooms and closets, fresh paint, and terrific curb appeal.
3. Place “for sale” signage, complete with property flyers easily accessible to drive-by prospects.
4. Coordinate professional, high definition photos taken of your home and neighborhood to leverage in all of our marketing efforts.
5. Distribute “just listed” notices to neighbors, encouraging them to tell family and friends about your home.
6. Optimize the online presence of your property by posting information on 50+ real estate portals including Zillow, Trulia, Homes.com, Realtor.com with maximum photographs and a description of your property. 
7. Produce a video virtual tour of your home, placing it on multiple Websites to attract both local and out-of-town buyers.
8. Coordinate with the 25+ team of professionals involved in a typical real estate transaction all the way to a successful close of escrow.
9. Target my marketing to active real estate agents at Home Connect America, The Brodkin Group and the entire local Relator community.
10.  Leverage the power of social media to promote the sale of your property with Facebook ads and other campaigns on Twitter, LinkedIn, and Instagram.
11. Advertise your home in our real estate magazine, neighborhood newsletter, direct-mail campaigns, and email campaigns.
12. Create an open house schedule to promote your property to prospective buyers and market those open houses.
13. Target active buyers and investors in my database who are looking for homes in your price range and area.
14. Provide weekly updates detailing my marketing efforts, including comments from the prospective buyers and agents who have visited your home.


Listing Marketing Tactics

· Personalized yard signs or sign riders
· Professional photography
· Video or virtual tour
· Single property website 
· Listhub
· http://agentmarketing.com/
· http://www.singlepropertysites.com/ 
· Facebook Ads
· Email marketing campaign
· Print advertising (classifieds, home magazine)
· Open Houses
· Broker Open House
· Homes.com Featured Listing (ROG benefit)
· Featured listings on Zillow, Trulia, Realtor.com (optional – paid)
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Create Your Free Account at http://www.listhub.com 
· Select Your MLS
· Enter Your Public ID
· Must have an Active (ER) listing (ML Number)
· Lead Management Settings – make sure to add your contact phone and email 

Basic Account (FREE)
· Your Listings On More Than 80 Websites
· Tools For Reviewing Publishers
· Automatic Daily Updates From The MLS
· Free Leads Via Phone And Email
· Phone And Online Technical Support
· Lead Management Tools


PRO Upgrade is for $129/year (as of 11-2016) 
· Client Communication Tools Including Seller Reports With Benchmarking Metrics For Every Listing
· Automatically Email Seller Reports
· Custom Branded EMarketing Flyers For Listing Presentations
· Interactive Reporting Dashboard To Track Online Traffic For All Your Listings
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Set up your Free Profiles on Listing Portals


· www.Zillow.com
· www.Trulia.com
· www.Realtor.com http://marketing.realtor.com/ 
· www.Homes.com


Profile Tips 

· Use same email you use for MLS
· Be consistent with your User Name
· Use a professional photo (head shot)
· Create a Word Doc with all the common profile content (use your completed LinkedIn profile)
· Get testimonials and recommendations
· Complete your Profile – All Areas!
· Resume
· Experience
· Website & Social Network links
· Areas serviced (Zip codes) / Niches
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FREE Strategies http://www.zillow.com 

· Complete Your Profile – Upload a Photo
· Invite at least 5 past clients to review you on Zillow 
· Answer Questions in Zillow Advice  http://www.zillow.com/advice 
· Subscribe to topic alerts in Zillow Advice
· Add a widget or badge to your blog or site http://www.zillow.com/webtools/widgets?category=RealEstate 

Advertising Opportunities https://premieragent.zillow.com/pa/ 

· Zillow Premier Agent
· Premier Buyer Agent List (zip code based)
· Featured Listings-Move your listings to the top of search results and get 6x the traffic
· Exclusive exposure on Zillow iPhone, iPad and Android App
· Enhance Your Listings (Virtual tours, Open Houses, link to website, photos)
· Includes agent website
· Featured Listings
· Premier Agent APP
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FREE Strategies  http://www.trulia.com 

· Complete Your Profile – Upload a Photo
· Be Active on Trulia Voices  http://www.trulia.com/voices/ 
· Write Blog Posts http://www.trulia.com/voices/blogs/
· Market Your Open Houses – start from your listings page on Trulia
· Share your listing details page on Facebook and Twitter
· Add a widget or badge to your blog or site  http://www.trulia.com/tools/ 


Advertising Opportunities on Trulia

· Local Ads by Zip Code https://www.trulia.com/real-estate-leads/ 

· Trulia Pro  http://www.trulia.com/truliapro/ 
· 3 different plans – starting at $30/mth
· Featured Listings
· Enhance your listings details page
· Buyer leads 
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FREE and Paid Strategies on http://marketing.realtor.com/ 

· Complete Your Profile – Upload a Photo
· Post Open Houses
· Housing Trends Newsletter (Integrated with Top Producer)
· Showcase Listings (Paid)

Lesson 6: It’s Game Time!


Download the It’s Game Time Checklist:

Choose the traditional marketing tactics to implement:

· Direct mail
· Just listed/sold mailers
· Change Your Voice Mail message to include a CTA 
· Add compelling call to action on everything:
· Business cards
· Letterhead
· Marketing Flyers
· Email signature
· Postcards
· Print advertising
· Car signs
· Yard & Open House signs

· Print Advertising

Farming (is not just geographic)
· Surname farm
· Hometown Farm
· Your Previous Career
· Demographic (Who)
· Psychographic (Why)

Networking 
· Join groups (BNI, Toastmasters, LeTip)
· Chamber of Commerce and other business networking groups
· Meetup.com – What are your hobbies, skills, and interests?
· LinkedIn – Connect with Realtors around the country to build your own referral network
Create Any Content You Will Use in Marketing Efforts

Your Real Estate Website
· Add IDX search
· Customize and add content, CTAs, Testimonials

Create a Landing Page  Top Producer – Market Snapshot
Select the Tactics to Drive Traffic to your Website & Landing Pages
Listing Marketing
· Customize the The Brodkin Group Quality Assurance Guarantee and Marketing Plan
· Setup any specific marketing/advertising you decide to use
· Set up Your Profiles on
· Homes.com
· Zillow – Trulia
· Realtor.com

TheBrodkinTrainingMethod.com
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THE HOME SEARCH PROCESS

Exhibit 3-2

INFORMATION SOURCES USED IN HOME SEARCH

(Percent of Respondents)

AGE OF HOME BUYER

34 and

All Buyers younger 35t049 50to59 60to 68 69 to 89
Online website 88% 94% 92% 88% 84% 65%
Real estate agent 87 89 87 87 87 86
Mobile or tablet website or application 50 66 59 41 30 17
Mobile or tablet search engine 48 62 57 37 28 20
Yard sign 48 44 52 52 44 50
Open house 44 41 50 45 41 44
Online video site 26 22 25 28 30 31
Home builder 18 14 21 19 19 20
Print newspaper advertisement 21 16 20 24 25 30
Home book or magazine 14 11 15 15 17 16
Billboard 4 4 5 5 4 5
Television 4 3 4 4 2 5]
Relocation company 3 3 5 5 1 2
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