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5 Myths About  
Real Estate Lead 
Generation 
If your optimized website and social media presence are not generating any leads, you are 

not alone. Numerous real estate businesses fail to generate leads because they buy into 

some common myths. Understanding some of these myths will put you on the right course 

for successful lead management. 

1. Organic Traffic Converts Better Than Paid Traffic 

Organic traffic is generated by people 

finding your website from a search 

engine such as Google. Basically, a 

search engine gathers information about 

your website and determines what it’s 

about, so people searching for keywords 

can find the most relevant website. In a 

nutshell, most people who find websites 

by searching keywords are window-

shopping. The keywords you used on 

your website matched whatever they 

were looking for online. 

Paid traffic comes from someone seeing your ad and coming to your website for a 

particular product or service from your real estate business. “In my experience paid search 

traffic converts at twice the rate of organic traffic. People who click on the Google Ads 

are in more of a transactional mode. They are “shoppers.” People who click on organic 

search results are usually in more of a research mode. They are more like “browsers,” says 

Jun Choo, VP of advertising for Market Leader. “Browsers” are more likely to peruse your 

website, sign up for a newsletter and read your blog than they are to purchase a home. 

That doesn’t mean you should abandon organic traffic – it is also essential to attract people 

in their initial stages of buying a home. 

2. Focus on People Who Want to Buy Now 
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 Developing a marketing campaign around 

people who want to buy a property now will not 

produce enough leads to keep you afloat. 

Consumers who know they are ready to buy 

are usually already working with an agent, 

according to Choo. Because people don’t buy 

homes every day or every year, it is important 

to catch (market to) people in the early stages 

of buying a home. The typical homebuyer 

starts looking for homes many months 

before they actually make a purchase. Using 

a lead management system will help you keep 

in touch with customers until they are ready. A 

lead management system allows you to manage your automated emails, contacts and 

properties in one system. By staying in the forefront of customers’ minds, you are more 

likely to be the agent they choose when they finally decide to buy or sell a home. 

3. SEO is Free 

While you don’t need to pay Google to show up in their rankings, it doesn’t mean SEO is 

free. It especially doesn’t mean that it will generate free leads. SEO strategies cost 

money. “In order for SEO to work for you, you need to 

create unique content, optimize your on-page SEO 

factors, build backlinks to your site, build a social media 

presence and optimize your website for keywords,” says 

Choo. Unless you are an SEO expert, web developer and 

social media specialist, you will not slide by without paying 

someone to help you with your SEO. 

4. People Care Who You Are 

Customers want exactly what they are looking for online – it’s not you. “If customers 

found your website on the Internet, they did not find it by doing a search for real estate 

agents, they did it by doing a search for home listings or home values or something 

similar,” says Choo. Spending too much time showcasing who you are (your hobbies, 

interests in food, who you’re going to root for in the next Super Bowl) on your website will 

not benefit you. This doesn’t mean that you shouldn’t create a bio page. Your bio page 

should be about appealing to your target market. If you are targeting people buying luxury 

lofts, express how you are an expert in that market. 

 

5. Lead Generation is Simple 
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Everyone would be making money if lead generation was easy. Lead generation costs 

your real estate business time and money. Even if you try to cut corners by doing some 

of the grunt work (blog writing, SEO, PPC management, social media strategies, etc.), your 

efforts may not generate leads and there’s no guarantee that you can retain leads. 

Retaining leads alone is a full-time job, so it’s important to strategize your time. Hiring 

someone, breaking down all of the steps to generate leads, or using lead management 

systems can help carry the load. But one of the most important steps that you can do is to 

understand the myths associated with lead generation and strategize your marketing 

campaign. 
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Real Estate Sites 
The Pros and Cons of National  
Real Estate Sites 
Sure, it may sound trite, but it’s 

nonetheless true: Agents have a 

love/hate relationship with the 

national real estate sites. 

ActiveRain is full of complaints 

from agents regarding the mistakes 

commonly found on the sites and 

about how chasing after these 

dead-end leads for their clients, 

wastes precious time.  

Love them or hate them, agents still need to be featured on these national sites because, 

as one ActiveRain poster states, “You can spend all of the time and money you want on 

your own website but the big three are still going to get the major rankings.”  

Let’s take a look at some pros and cons of working with “the big three.”  

Pros 

Probably the biggest thing going for the national real estate sites is 

the fact that they rank at the top of most real estate-related Web 

searches. This means millions of real estate consumers visit 

these sites. That’s a lot of eyeballs to have on your brand. 

Since most people don’t visit these sites unless they’re actively 

looking at property, their audience is interested real estate – 

another mark in favor of national real estate websites. 

Most of the sites allow agents to restrict their ads to be seen only by 

consumers searching in a certain geographic area, so you connect with home buyer and 

sellers in the areas you want to work. 

Finally, there’s the branding benefits that appearing on these sites provides. Whether 

agents like it or not, the big real estate sites lend agent’s credibility – and that’s what 

helps win more clients. 
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Cons 

Standing out in a sea of other real estate agents is challenging, and most places that 

agents choose to market their businesses are heavily populated with other agents vying for 

the same client pool.  

The national real estate sites are no different. The one saving 

grace is that many real estate agents find it difficult to part 

with money, so if a site charges to advertise, there will be less 

competition than you’ll find on free sites. Consider the 

enormous amount of competition you find in the Craigslist real 

estate section compared to what you find on Trulia, for 

instance.  

The cost of advertising on these sites is prohibitive for 

many agents. Like any advertising campaign, however, you’ll 

need to give the process from three to six months and track your performance during that 

time period. You’ll also need to follow up and remain responsive to capture the leads. 

Does it Work? 

“My experience in this market is that Zillow and Trulia at least are excellent ways for me to 

allocate my advertising dollars,” claims Scott Larson, a Park City, Utah agent in a response 

to a post at ActiveRain. 

“I have already closed one deal that will pay for all of my advertising at my current level of 

commitment for the next four years with several more in the pipeline,” he continues. “So far 

I would say that about 25 to 35 percent of my leads through these sources are good leads,” 

Larson concludes. 

The flip side to this comes from Noah Seidenberg, Chicago agent and reviewer on 

ActiveRain: “You can do better on ActiveRain for 20 or 40 bucks then you can do in Zillow 

for hundreds. I tried it and got leads that were asking about homes already under contract, 

sold or off the market for years.” 

National real estate sites can be a great source of leads if “you actually know how to work a 

lead,” according to Missouri agent Jeremy Johnston. We might also add that it helps to 

have a system in place to assist you in turning the leads into sales. 
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Search Engine 
Marketing 
 
Google Adwords 
Intro to Google Adwords for Agents 
While a lot of real estate agents know about Google Adwords, it’s a safe bet that many 

don’t understand how it works and why they should consider using the paid search model 

to advertise their business.  

So, How Does Google Adwords 

Work? 

Google is the largest search engine in the world 

and has at least 60 percent of the search market 

share. Basically, everybody uses Google – but 

you already knew that. What’s important to 

understand about Google is that people go there 

to search for things. Duh, right? But think about 

what this means. They are already on Google 

looking for you (or what you offer). All you have 

to do is find a way to get in front of them. 

This is very different from traditional advertising 

or even other forms of digital advertising. When 

you send a postcard to someone, or air a TV commercial, or take out an ad in a magazine, 

or put a banner up on a website, you are interrupting them from whatever they were doing 

in order to get your message across. The first thing you have to do is get their attention. 

That is why people pay millions of dollars to ad agencies to make funny TV commercials, 

and why magazine ads feature scantily clad women, and why real estate agents put their 

face and brand on calendars and kitchen magnets. 
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But on Google, you are not interrupting the customer. Home buyers and sellers are 

looking for you. They are already in the store, so to speak. All you need is a simple text 

ad describing your product or offering. The fundamental question for the advertiser 

switches from “how do I get this person’s attention” to “how do I find the people who are 

looking for me.” It’s a whole different ballgame, and a completely different way to think 

about advertising. And that is where keywords and keyword bidding come in.  

Keywords 

Let’s say you are selling skinny jeans. What would be more effective, targeting ads to 

women aged 16 to 45 or targeting ads to people who typed “skinny jeans” into their 

computer? I mean, demographic targeting can work fine, but compared to keyword based 

advertising, it is barbarically imprecise. There is no form of advertising that exists today that 

allows you to target your ideal customer as accurately as Google’s keyword bidding 

system. 

Here is how it works. Let’s say someone searches for “homes for sale in 

Bellevue.” Google is going to show a bunch of results. The ones in the middle of the page 

are the organic search results. These are not advertisements, and you can’t pay to be here. 

(SEO is another huge topic and a whole different beast, and is discussed in another 

section.) The results at the very top and on the right-hand side are advertisements.  
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These people ended up here because they bid on the keyword phrase “Bellevue homes for 

sale” or something similar. The order in which they show up, or whether they show up at all, 

is determined by three things: 

1. Their budget, and how much of it is left. 

2. How much they were willing to pay for a click 

(their bid). 

3. The quality score of the landing page where the ad 

takes you. 

There are also some advanced features like geo-targeting, day-parting and negative 

keywords that may affect the results, but let’s ignore these for now and focus on the two 

main components of how an ad shows up – quality score and max CPC bid. 

Let’s say you have a list of keywords you want to target. Maybe it’s 10 keywords, maybe it’s 

a 100, maybe it’s 746,000. Each of these keywords needs to be assigned a max CPC by 

you (or you could let Google do it, but that’s not usually a good idea). The bid tells Google 

how much you are willing to pay for a click. The more you are willing to pay, the more 

likely you are to show up and the higher up on the page you will show. This is why the 

Adwords program is often referred to as an auction. The person who is willing to pay the 

most is generally able to buy the most clicks. 

But the bid is not the only factor that determines where you show up (referred to by Google 

as your “position”). The other factor that affects your position is your quality score. Your 

quality score is Google’s assessment of how relevant and “good” your landing page 

is for a particular keyword. Each keyword you bid on is assigned a quality score between 

1 and 10. So let’s say that your website is devoted to homes for sale in Dallas, and the 

page that you link to from your Google ad shows a bunch of stuff that is specific to real 

estate, and specific to Dallas, and has good quality content. Your page will likely get a high 

quality score for “Dallas homes for sale.” But this exact same page will probably have a 

poor quality score for San Diego Real Estate. And it may get a decent quality score for 

“homes in Texas.” Your eventual position in Google’s search results is determined by a 

combination of your quality score and your bid. 

It makes sense that Google cares about the quality of your landing page. If all of Google’s 

ads pointed to junky websites that were irrelevant, their users would soon get burned out 

on using Google, and people would stop clicking on the ads – or even worse, stop using 

the search engine. The good news for advertisers is that if you take the time to build high 

quality, relevant landing pages and bid on relevant keywords, you can keep your costs 

down. It’s not just about having the keywords on the page. It’s about providing a good 

experience for people searching for those keywords. 
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Cost per Click 

Besides keyword bidding, the other salient 

feature of Google Adwords is that it is sold as a 

cost per click. The great thing about cost per 

click is that instead of paying when someone 

sees your ad, you only pay if someone clicks 

on it. Until Google came along, most 

advertising was sold based on impressions. If 

you buy a TV ad, for instance, you pay a  

certain amount for every 1000 people who 

(supposedly) saw your ad. Leaving aside the 

question of whether they actually saw your ad or 

not, this model still puts all of the pressure on 

the advertiser (that’s you) to make sure that 

your ad works. 

In the cost per click model, if your ad copy is so bad that nobody clicks on it, you don’t pay 

for anything. If your bids are too low so that you show up in position 10 or 11 and nobody 

clicks on it, you don’t pay anything. So the downside of not getting a response to your ad is 

that you’ve wasted some time. BUT IT DOESN’T COST YOU ANY MONEY! 

That’s great, and buying clicks is way better than buying impressions, but that doesn’t 

mean it is foolproof. If you pay too much for the clicks and you don’t turn enough of those 

clicks into customers, you could end up losing a lot of money. 

So how do you know how much to bid? Well there is the rub. You don’t. Adwords pros, like 

the ones at Market Leader, spend hours every day figuring this out. You can only learn 

through measuring your results, making adjustments, measuring again and repeating over 

and over. It is an iterative process that requires a lot of time and analysis. But if you do it 

right, it works. 

 

Bing Ads 
Are Bing Ads Worthwhile for Real Estate Agents? 

According to recent data from the National Association of Realtors®, 90 percent of 

homebuyers start their search online. It is thus vital for agents to have an online presence if 

they want to catch homebuyers when they first start searching! Online advertising is a great 

way to capture consumers early during the home-buying or selling process. When you think 

about online searching, you may just think of searches conducted through Google, the 
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world’s preeminent search engine, which has a 65 to 70 percent market share of searches 

in the U.S. Don’t forget Bing, though! While Bing only receives about 30 percent of search 

engine traffic, it still receives over 5 billion searches a month. 

 

What are Bing Ads? 

Bing Ads are text advertisements that appear in Bing and Yahoo! search results. Bing Ads 

are virtually identical to Google AdWords, the text ads in Google’s search engine result 

pages, except they are run by Microsoft. These ads show up on the top and right-hand side 

of search engine results pages, and the top two to three ads often appear a second time 

below the search results. 

You pick the search terms you want for your ads. These are known as keywords, and can 

include terms like “real estate” in the example below. You can also choose to have 

searchers from specific regions see the ad when they use your selected keywords, a 

strategy known as IP targeting. 

 

Where your ad shows up in search engine results is determined by your bid price 

(the max price you are willing to pay every time your ad is clicked), quality score 

(relevance of your landing page and ad to the keyword you select) and how fierce the 

competition is with other advertisers. The bid price you enter is not necessarily the price 

you will actually pay per click; instead, it is the maximum amount of money that you will be 

charged for the click.  
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All of this should sound familiar if you have worked with Google AdWords in the past. If you 

are running Google AdWords campaigns for real estate, the process will easily translate to 

Bing. 

Easy to Set Up for Existing Google Campaigns 

If you already have Google AdWords campaigns, Microsoft has made it easy to import 

them into Bing Ads. Simply click the “Campaign” button in the header, and log in to your 

Google Account through Bing to import all your keywords, ad text and settings directly from 

Google. 

Two pieces of advice on Google AdWords vs. Bing Ads 

 While it is easy to import ads from Google AdWords, be advised that what works on 

Google may not work on Bing. 

 Google AdWords and Bing Ads both require testing and optimization to make them 

work well. 

Here are some best practices for importing Google AdWords 

into Bing: 

 Use the Bing and Yahoo networks only. 

 Check and adjust your negative keywords (search terms that you don’t want your ad 

to show up on) and IP targeting (searchers’ locations you want your ad to show up 

on). 

 Use/update tracking codes so you can compare the performance of your Bing and 

Google ads in your website analytics. 

Bing Searchers are More Likely to Be Homebuyers 

Home searchers who are actively looking for listings and agents visit both Google and Bing. 

However, Bing users may be more likely to be homebuyers, since they are older and 

more likely to have children. 

Bing’s Cost-Per-Click (CPC) Is Less Than Google’s 

Since Bing is still ignored by many advertisers, it is a less competitive advertising 

marketplace. This means that Bing has a lower CPC. Hubspot, a marketing software 

company, recently compared its clients’ CPC on Bing and Google and found that Bing 

saved them 49 to 71 percent per click. 
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A case study by Bing found that a travel company achieves 50 percent lower average CPC 

with Bing Ads. 

These are great stats, but how do they apply to real estate? Let us share how we use Bing 

Ads. Market Leader has incorporated Bing Ads into our advertising mix, and we build out 

campaigns for each and every Leads Direct customer. Using both Bing Ads and Google 

AdWords has allowed us to deliver more leads to customers – at a lower overall cost per 

lead – than we are able to achieve using just Google. 

Market Leader has also experienced lower Bing CPCs when managing ads for its 

customers. Bing CPCs vary greatly by location, but Market Leader’s real estate ad 

campaigns have found that the cost-per-click savings on Bing are greatest in high 

positions. This doesn’t mean that Bing is always the better deal. The amount of traffic Bing 

can deliver is lower, so an ad with a low position on Google can sometimes get the same 

amount of traffic as a highly positioned Bing ad – for the same price. Using both Bing and 

Google is the way to get the most traffic at the lowest price. 

Should You Start and Manage Your Own Bing Campaigns? 

If you are looking to do search engine marketing (SEM) yourself, Bing would be a valuable 

addition to your search marketing campaigns. Both Google and Bing require a lot of 

work and expertise to get the most out of them. Taking the time to learn and optimize 

Google AdWords and Bing Ads will take time away from your core business activity – 

selling real estate. 

It may make the most sense for you to hire someone to create and manage your search 

marking campaigns for you. There are many agencies and consultants that do this type of 

work, but their services are expensive. They may not be willing to work with you if your 

budget is small. If you are interested in SEM, but have limited budget and time, Market 

Leader’s Leads Direct product might be the answer. 

With Leads Direct, Market Leader builds out and optimizes Google AdWords and Bing Ads 

campaigns for you. Instead of paying search engines for clicks, Leads Direct allows you to 

get homebuyers and sellers – leads – to register directly on your site. Market Leader makes 

life easier for its customers by setting up and managing their search engine advertising 

campaigns and delivering quality leads directly to them. 
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Organic Search 

Organic Traffic isn’t Free:  

Beginner SEO tips for Agents 

Organic – it’s not just what’s for dinner. Like organic food, organic traffic to your website is 

obtained naturally – without paying for it or having it referred from a directory or another 

site. 

In fact, organic traffic is sent to your site because the search engines “think” your site is 

interesting or relevant to the search terms. They like you – they really like you. 

Since not every real estate agent can make it to the front page of Google, the question of 

the millennium is: “Why not?” 

Why Doesn’t My Site Show up in Google? 

Google uses a long list of criteria – over 200 factors – to determine which pages rank 

for which search terms. The whole 

process is bundled in what is known 

as an algorithm, defined by Google 

as “… computer programs that look 

for clues to give you back exactly 

what you want.” 

When a user enters a search term, 

the algorithm clicks and whirs and 

tries to guess what the user wants to 

see. It does this by considering terms on the site, how fresh the content is, what region the 

searcher is in, and “page rank.” 

So, although just owning a website and publishing it to the Web doesn’t necessarily mean 

you’ll automatically rank, it is the first step. 

Organic Traffic isn’t “Free” 

Earlier we defined organic traffic as being that which you don’t have to pay for. Although 

that makes it sound as if it’s free, don’t be fooled. 

It takes time and effort to optimize your website for search engines – to have the content 

and links that Bing and Google find rank-worthy.  Because your time is better spent 

drumming up clients, chasing after organic Web traffic can actually be quite expensive. 
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Then, consider that there are no guarantees that all that work will pay off and put you 

above all the other agents in town when someone is searching for an agent. 

Tips to Improve Your Ranking 

Let’s take a look at some ways to nudge you ahead in Bing’s and Google’s rankings. 

Compelling Content 

Market Leader’s senior trainer, Shannon 

Shimabukuro, suggests beefing up your content. 

If you’re just starting a website, ensure that the 

content you use is “relevant, fresh and unique” 

so that it provides value for the user and 

positions you as the hyper-local expert. 

Don’t just promote your latest listings, but tell 

readers what’s so great about living in your 

area. Let them know about interesting 

restaurants, the best dog parks in the area, 

where to get the best cup of coffee or hamburger. Sprinkle in advice on home buying and 

selling. 

This isn’t a one-time task. Content has to remain fresh, which means you’ll need to spend 

time (or pay someone else) to make consistent updates to your content library. 

Use Target-Audience Keywords 

Think of keywords as a breadcrumb trail that will lead potential clients to your website. 

The keywords can be anything that your potential clients will enter into the search box 

when looking for an agent or a home. These keywords need to not only show up in your 

content, but in your page titles and images as well. 

Shimabukuro cautions against “trying to rank for popular real estate search queries,” and 

recommends using hyper-local terms instead. For example, you’ll get a lot more hits using 

“condos in Hayes Valley” than you will for “San Francisco real estate.” 

Finally, Shimabukuro cautions against the overuse of keywords; you don’t want to risk 

being considered a spammer by the search engines. She recommends using three to five 

phrases per page. 
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Links 

The Miss Congenialities of Google have lots of links. Google’s algorithm takes a good look 

at the number and veracity of the sites that link to yours. Shimabukuro likens them to votes 

– the more links, the more popular the site. Link to your site from your blog and your 

social networking pages, and be sure to use your keywords when you create the 

links. 

Nothing in Life or on the Internet is Guaranteed. 

The folks at Moz.com claim that “Google changes its search algorithm around 500 to 600 

times every year.” Not all of these changes have the impact of a Panda or Penguin update, 

but all you need is one big one to kick you back to where you started, leaving all your hard 

work in the dust. 

While organic traffic is important, it’s just one aspect of a multipronged approach to Internet 

marketing. 
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How to Generate 

Leads on Craigslist 
A jar containing the ghost of George Harrison, a porta-potty, expired cans of shortening, 

and an empty iPad box for $20. These are just some of the items available to purchase on 

Craigslist. There is no question that it has become the king of classified advertisement 

websites. Despite the fact that it is probably one of the most unattractive sites on the 

Internet, Craigslist attracts a huge number of users across the United States. 

Many agents are getting amazing results from advertising their listings on Craigslist. Sure, 

it’s time-consuming, but, as one agent put it, “It’s free and it produces tons of leads.” 

Create an Account 

Creating a Craigslist account is the first step, and, like all things Craigslist-related, it’s free 

and easy. Type in your email address, prove you’re not a bot, and you’re off and running. 

 

Every time you want to post an ad, go to Craigslist and click on “My Account” on the left 

side of the page to log in. 

Choose a Target Market 

Las Vegas agent and Craigslist whiz kid Albie Vas goes after foreclosure buyers by offering 

a list of foreclosed homes. He also runs Craigslist ads in Spanish to capture that market. 

While you don’t necessarily have to focus on a narrow niche, many agents insist that it 

works. 

Foreclosures, types of properties, neighborhoods, certain ethnic groups (if you speak the 

language), and starter homes are all examples of types of niche markets you can focus on 
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at Craigslist. Nobody is saying you have to confine yourself to one niche; choose several if 

you like. But make sure the ads, from top to bottom, serve that niche. 

The foreclosure list ad is quite successful for Vas. He also posts ads in the “Events” section 

for the short sale and foreclosure workshops he holds. “Real Estate Services” is another 

area for posting this information along with ads for meet-ups for investors and homebuyer 

workshops. 

Track Your Ads 

Most Craigslist experts track the effectiveness of each ad they run. Those that get the most 

clicks are worth repeating, and those that don’t work should be trashed. 

The folks at Market Leader, as well as many of the agents who are finding the most 

success at Craigslist, recommend Craigslist Ad Tracker. This program will tell you how 

many people clicked on the ad’s headline to read the ad and the click-through rate. 

This information is vital to the Craigslist advertiser. Those headline clicks will let you know 

how effective your headlines are and which ones work better than others. After all, if the 

headline isn’t compelling enough to get a visitor to click on it, you need to make some 

adjustments. Unseen ads equal no leads. 

Which ads are generating the most leads? Knowing this allows you to tweak your other ads 

to get the same performance. Tracking your ads will also help you learn: 

 The time of day you get the most clicks. 

 Which of your ad’s images bring in the most clicks. 

 Where your visitors are coming from with IP address tracking. 

Write Headlines 

Now we’re talking nitty-gritty. Your ad’s headline will make or break your success with 

Craigslist advertising. The headline must be short, related to the target audience and 

attention-grabbing. Never use all caps in your headlines, and watch your spelling and 

grammar. 

Here’s a fun one… 

 

Vas does a lot of tracking and tweaking of his Craigslist ads. He has found that the 

combination of pool plus location plus price in his headlines brings him a 28.8 percent click 

through rate. Now, Vas is a Las Vegas agent, so the hot button in your area will probably 

be different. He also warns that this headline only works for homes under $200,000. 
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Take a tip from Josh Schoenly and grab their attention with an exciting headline. He got 

great results from: “$206,900. LIKE it? You’ll LOVE it! (Can you believe the price on this 

gem?) Click here to see other JUICY deals like this one in the Houston area. INCLUDES 

FORECLOSURES.” 

Now, some experienced Craigslist advertisers would call that headline spammy. Obviously, 

a lot of consumers don’t feel that way about Schoenly’s ads. In one of his webinars, he 

posted a screen shot of his contact management system showing that he generated 4,285 

Craigslist leads over a 12 month period. 

Don’t Disappoint the 

Consumer 

Every property ad you post on 

Craigslist needs to lead the consumer 

to information about that property. 

Some agents use a lead capture website; 

others use the IDX page for that property. 

Not responding to what the consumer 

wants makes for an ineffective Craigslist 

ad. “If the consumer asks for “x” and you give them “y,” they’ll never 

come back because you’ve lost your ability to be a trustworthy 

source,” claims Chad Hyam, real estate tech instructor with Keller 

Williams. He insists that it is crucial to link to the information the 

consumer is expecting to get. 

Craigslist for New Agents and Buyer’s Agents 

“But I don’t have any listings to advertise on Craigslist.” That’s a common refrain from new 

agents and buyer’s agents. Don’t let a lack of listings stop you from using Craigslist as an 

amazing lead generation tool. Ask busy agents in your office if you can market their 

listings. Chances are good that they will welcome the extra help. Visit new home 

communities and ask the builder or developer for permission to market their 

community and homes. 

Most of the agents that are doing well with Craigslist come up with a system that cuts down 

on the amount of time it takes to post each day. Whether it’s delegating the work to an 

admin, coming up with a schedule, or using templates, there are ways to streamline the 

process. 

Don’t let the amount of labor required dissuade you from using this free method of lead 

generation. Give Craigslist a try – you may be pleasantly surprised.  
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How to Stop 
Wasting Time on 
Social Media 
Spending time on social media without a social media strategy is a lot like going to the 

grocery store on an empty stomach, according to Eric Proulx, Internet marketing specialist 

with Market Leader. Without a list (a plan), you’ll most likely wander aimlessly down the 

aisles grabbing whatever looks good, 

calories and nutrition be darned. 

It’s the same with your social media 

marketing plan. If you don’t have a 

strategy around making social 

connections for your real estate business, 

you’re most likely throwing ideas against 

the wall, hoping something will stick. This 

willy-nilly process leads to time sucks 

such as reading and responding to every 

post, following links posted by friends, 

and generally following every shiny object 

on the screen in front of you. 

Why do Real Estate Agents use Social Media?  

“The number one way to stop wasting time on social media is to get clear on why you’re 

even on social media,” claims Proulx. Some of these reasons include: 

Keeping in touch with clients - Interacting with clients is a great way 

to stay top-of-mind, so that when the topic of buying or selling a house comes up, 

you are the person who comes to mind first. 

Reaching out to new clients - As part of a well-rounded content 

strategy, social media can help you rank in Google search results, according to 

Proulx. 
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Learning - Proulx says that many agents use social media as a learning 

platform. “It’s a place where you can seek out other real estate agents and industry 

experts and get answers to your business questions.” Some of the social media sites 

where agents might go to learn from others include Google+ and Google+ 

Communities as well as Facebook and Facebook Groups. ActiveRain, even though 

it’s a blogging platform, has social network aspects to it, and many agents claim they 

learned how to blog by communicating with other ActiveRain contributors. 

Taking Control of Social Media 

Once you understand why you use social media, it will be easier to figure out ways to make 

it less of a time suck. Time management is just as important when working with social 

media as it is with other aspects of your real estate practice. 

Determine a strategy – Your daily social 

media activities should start where they will have the 

most impact, according to Rich Brooks, President of 

flyte new media. That means your first social media 

stop of the day should be wherever your clients hang 

out, such as Facebook or Twitter. Read and respond to 

customers first and save the links to YouTube videos or 

news stories that your friends share for the evening. 

Schedule your visits – Time blocking will 

help you keep on track and avoid the temptation to 

follow every shiny object you see while using social media. Actually schedule a block 

of time to tweet, create and respond to Facebook posts and check in on Google+. 

Once the time is up, close the sites and move on to the next task on your daily 

schedule. Some agents find it more advantageous to schedule two blocks of time: 

one in the morning and one at the end of the work day. 

Avoid groups and communities – Proulx recommends staying away 

from these social media time sucks unless you are using social media purely to get 

business advice, or if you schedule these visits for times outside of your normal work 

hours. He claims that it’s far too easy to get lured into debates and conversations. 

Before you know it, you’ve wasted precious time that should have been used to 

make money. Save the groups and communities for your downtime, such as in the 

evening after the kids go to bed or on a weekend with no open houses scheduled. 

Avoid distractions – Rethink using that handy feature that emails you 

every time someone mentions you on Twitter or posts to your Facebook or Google+ 
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page. It’s far too easy to let curiosity get the best of you and find yourself on these 

sites outside of the time you’ve scheduled for them. 

Use tools – While many real estate agents and social media experts debate the 

pros and cons of social media scheduling tools, any discussion of how to avoid 

wasting time wouldn’t be complete without mentioning them. Tools to automate the 

publishing of your content, such as those offered by HootSuite, TweetDeck (Twitter’s 

scheduler) and the Facebook post scheduler tool, will definitely save time, but there 

are drawbacks. 

The most significant argument against using scheduling tools is that they make your 

participation more akin to an announcement than a conversation. If you are asked a 

question, or if one of your comments takes off, if you’ve followed the advice to avoid being 

contacted when people post, you won’t be there to respond. 

While face-to-face interaction with past and prospective clients is always more memorable, 

communication via social media can be a valuable resource in your efforts to remain top-of-

mind. The trick is to not allow social networks to dominate your day, but to take control by 

coming up with a solid strategy that works for your real estate business. 
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How to Use 
Direct Mail to 
Get Seller Leads 
Let’s just call it what it is: Snail mail, a term invented to differentiate postal mail from 

electronic mail. Snail mail, obviously, is slower. It’s more expensive, as well. OK, it’s “old 

school” too. If it works as well or better than email, however, it may just be worth it to 

incorporate a direct mail campaign into your business marketing plan. 

Does it Work? 

Think back to a time, if there is one, when you 

responded to a direct mail piece. Why did you 

respond? Most likely the piece was laser-

focused and targeted to some aspect of your 

life. It might have been a postcard from a car 

dealership offering a maintenance special for 

the owner of a Nissan Sentra with over 125,000 

miles, and you just happened to own that very 

car, with that many miles. 

The answer, then, to the question of whether or not direct mail works is: “It depends.” It 

depends on what you are mailing to homeowners and whether it targets a need that they 

have. 

Consider the various types of homeowners when determining the type of 

content to use in your direct mail campaign: 

 Probate owners. 

 Absentee owners. 

 FSBOs. 

 Expired and withdrawn listings. 

 Owner-occupied. 

http://www.marketleader.com/blog/2013/07/19/how-to-use-direct-mail-to-get-seller-leads/stamps-with-house-symbols/
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To target the needs of each type of seller requires that the content you send is 

relevant to their situation. In other words, what you send to probate executors or 

administrators should be vastly different from what you’ll send to FSBOs. Yes, they both 

need to sell a home, but their reasons for selling is most likely vastly different. 

Remember: The most successful direct mail campaign speaks to 

the homeowner’s problems and needs, and how you can solve the 

problems and fulfill the needs. 

Let’s take a look at one way to craft a direct mail campaign to boost your listing inventory. 

Getting Started 

The most important aspect of planning a direct mail campaign is to determine who you’ll 

target. As mentioned above, each of the types of sellers requires a different approach, so 

even if you plan on including all of them in your campaign, you’ll need to start with just one. 

 Let’s assume you’ve decided to go after expired listings. Make a list of the problems and 

needs of this seller pool. Since they were at one time motivated to sell the home, what 

happened? Why did the listing expire, and why didn’t they try again? 

The price was too high for the current market – Has the market 

changed? Can the seller get even more for the house in the current market? 

The agent didn’t market the listing – The MLS and a sign in the yard are the 

bare minimum, and shame on agents who don’t go the extra mile for their clients. It’s easy 

to be complacent in a seller’s market, but a buyer’s market requires every marketing tool 

that listing agents have. You understand this, and the prospect should know that. 

They’re tired and discouraged – These are the folks that might be encouraged 

by market changes, such as a decrease in days on the market. 

The house has problems – If the problems are cosmetic, throw in some staging 

as an enticement. 

What to Mail 

While your campaign can and should contain a 

variety of media, that first contact is the most 

important. Should you send a letter or a 

postcard? 

Ask other marketers which works better and 
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you’ll get different answers. Many agents swear by full-color postcards that grab the 

recipient’s attention, while others prefer a more personal letter. 

If you opt for the letter format, here are a few tips to keep in mind: 

 Mention, upfront, their problem. Remember the car dealership mentioned 

previously: The marketing department understood that the owner of a Nissan Sentra 

with over 125,000 miles on the odometer is most likely concerned with maintenance. 

What are some of the problems FSBOs face? Are absentee owners curious about 

the local real estate market and how their investment is doing? Choose something 

relevant to get them to read on. 

 Let them know, without being pushy, that there’s a solution to the problem and 

you can provide it. 

 Provide a call to action and your contact information. Entice them with a “no 

obligation” offer if they call you within a certain time limit. This can be a free market 

analysis, a probate report, or any other content that is relevant to the homeowner. 

Follow Up 

“The worst number in any business is one,” according to 

marketing guru, lecturer and author Dan Kennedy. One product, 

one customer, one type of marketing and one direct mail piece all 

get you nowhere. Yet, so many agents send one letter, postcard 

or other direct-mail piece and call it a campaign.   

Remember, the money is in the follow up. So, why don’t you do 

it? Better yet, let’s find a way to help you do it. 

Automation, Baby 

While marketing is one of the most important aspects of a successful small business, as a 

real estate agent your time is better spent networking and pounding the pavement. This is 

why having an automated marketing campaign is a must. 

Look for software that is powerful yet easy to use and a system that allows you to combine 

campaigns – such as integrating your drip email campaign with your direct mail 

campaign. Market Leader studies show that this combination increases response rates by 

up to 20 percent. It’s called multichannel marketing campaigns, and it definitely gives you 

more bang for the buck. 

Direct mail of today isn’t the old school stuff of yesterday. It has evolved, becoming more 

targeted, personalized, and effective than ever before. 
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How to Boost 
Referrals 
Step one toward getting new referrals is to be a nice person. Step two? Ask for referrals. 

Ask everyone, even if you don’t think they will turn into a client. Your sphere of influence 

then connects to their sphere, and each person you contact broadens your possible referral 

base exponentially.   

But that just covers the basics. There is so much more that agents can do to get more 

referrals. 

What’s in Your Plan? 

Before embarking on new ways to drum up referrals, it’s a good idea to take a look at 

what’s in your current marketing campaign – precisely, what image are you projecting? 

Are your tactics a turnoff? Real estate trainer Denise Lones of Bellingham, Wash. says one 

of the main reasons you aren’t getting referrals is if “your marketing campaign is ego-

based (meaning it’s all about you and your next transaction),” she writes on her ActiveRain 

blog. “This creates the image of a shark-like predator in people’s minds, and they will avoid 

you just as they would a Great White.”  

The Bedrock: Relationship 

Marketing 

Relationship marketing emphasizes customer 

satisfaction and retention, with an eye toward 

building longtime profitable relationships, 

according to author Mari Smith. 

It differs from other forms of marketing by focusing more on the customer relationship and 

its value over the long term, rather than relying on more intrusive promotional and sales 

messages. Its key principle is customer retention. 

The good news for the real estate agent is that relationship marketing is less expensive in 

the long run than other forms of marketing – especially in competitive markets, according to 

Philip Kotler, co-author of “Principles of Marketing.” “In markets with increasing 
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competition,” he says, “it may cost five times more to attract new customers than it would to 

retain current customers.” 

Who’s in Your Database? 

If your database is populated with only former clients, you’re missing out on a huge chunk 

of new business. You should have every 

single person you know in your customer 

relationship management (CRM) platform 

– from your hairdresser to your aunt 

Martha. If they’re breathing, they should 

be in there. 

Here’s why this is important: The 

relationship marketing approach also 

focuses on customization of your 

marketing efforts, according to Jim Novo, 

author of “Drilling Down.” 

“Customize programs for individual 

consumer groups and the stage of the 

process they are going through,” says Novo, “as opposed to some forms of database 

marketing where everybody would get virtually the same promotions,” he concludes. 

Marketing whiz Seth Godin, in his book “Purple Cow: Transform Your Business by Being 

Remarkable,” agrees. Godin insists that you should: “… differentiate your customers. Find 

the group that’s most profitable. Find the group that’s most likely to influence other 

customers. Figure out how to develop for, advertise to, or reward either group … cater to 

the customers you would choose if you could choose your customers.” 

A basic, no-brainer example of this would be compartmentalizing your database population 

into potential buyers and potential sellers. A more focused approach would involve drilling 

down deeper into the database, customizing your marketing approach to an ever more 

concentrated population. 

As they say here at Market Leader: “Send the right message, to the right person, at the 

right time.” 

How’s That CRM Working for You? 

Back in the dinosaur days of real estate, a simple database, populated with the people in 

an agent’s sphere, ruled the day in most real estate businesses. As technology advanced, 

however, agents demanded more bells and whistles, which resulted in today’s 

sophisticated CRM platforms. 
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The best software tracks the agent’s sales pipeline and streamlines relationship 

management. Both Market Leader Professional and Market Leader Business Suite, for 

instance, offer tools that maximize the information in your database to your benefit, by 

streamlining ongoing customer communications (with property blasts, listing alerts, 

newsletters, etc.), separated into the categories that work for you (buyers from browsers, 

for instance). 

With the right CRM software, this categorization is a snap – true targeted marketing at its 

finest. 

So, now that we know the “who, what and how,” let’s take a look at additional ways to drum 

up referrals. 

Drip Campaigns 

One of the best ways to grow your farm and stay top of mind with your network is by 

reaching out to each person, consistently, over time. 

Many agents swear by drip email campaigns, where automated emails go out to selected 

contacts in their CRM database. How frequently you contact these people, however, sits on 

a fine line between reaching out and spamming. 

Some experts claim that dripping on these folks once a week is going to eventually get your 

emails tossed in the trash or blocked from delivery to 

your contacts entirely – especially if they don’t plan on 

moving for a year or so. A monthly email is more 

appropriate – even longer is fine. Just making the 

contact without annoying people is what’s most 

important. 

You have one chance to lure your email recipients into 

actually reading your drip campaign, and that occurs 

with your first email. 

Depending on how large your database is, you may 

have to create several focused email campaigns.  

Some of the categories to think about include quick (the 

operative word here) information for: 

 Homebuyers. 

 Sellers. 

 Investors. 

 Short sale or distressed property sellers and buyers. 

 Condo buyers. 
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 To stay top of mind with past clients, think about sending information on their 

interests: 

 Gardening. 

 Interior decorating. 

 Green living. 

 Food. 

 Birthday, anniversary, new baby and other greetings. 

Whatever you choose to send, make it count. Wow them – make the recipients look 

forward to the next one. 

Face-to-Face Contact 

While email drip campaigns are an efficient, inexpensive way to keep in touch with people, 

sometimes a face-to-face encounter is called for. Many successful agents plan client-

appreciation events periodically throughout the year or one splashy annual event. 

One California agent classifies her clients according to how big their sphere of influence is. 

Those with a huge network of contacts she calls her “A” group, and those are the ones she 

tends to go a bit above and beyond to maintain relationships with. Her preferred method is 

to never miss a birthday by issuing a lunch invitation for birthday week. Pricey? Perhaps, 

but memorable and tax deductible as well.  

Zephyr Realty San Francisco’s Wes Freas holds 

an annual event that his former clients never 

miss: a holiday wreath decorating party. This is a 

highly planned event that he begins preparing for 

weeks in advance. Held in his oversized garage, 

there is food, a bar and tons of baskets, laden 

with various decorating tidbits. Oh, and wreaths to 

decorate, of course. 

When Kathy Broock Ballard with Max Broock Realtors® in North Oakland County, Mich. 

found out that the local women’s shelter was in dire need of bras for their residents, she 

came up with an idea to mix fundraising and client retention. Named The Annual Erin Go 

Bra(gh) party, she invites her “A” list clients, friends and colleagues to a buffet lunch and 

cocktails each St. Patrick’s Day, asking only that they bring new bras or other 

undergarments for the women’s shelter. 

Then there’s the soirees made famous in Bethesda, Md. thrown by Steve Israel of Buyer’s 

Edge. He and his wife and business partner Wendy think nothing of holding a catered 

cocktail and dinner event for over 500 former clients. With music by the Tommy Dorsey 

Orchestra amidst the sophistication of a historic ballroom, it’s an event clients will not soon 
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forget. And, best of all, guess who will be top of mind when asked about real estate 

agents? 

Your “A” group – and maybe even your “B” group – is who you want to maintain 

face-to-face contact with during the year if at all possible. 

Follow Up With Industry Colleagues 

Stick all those people you do business with on a regular basis into your database too. 

Begin building relationships with them by attending networking events or even holding your 

own, for title company representatives, escrow people, lenders, contractors, plumbers, 

home inspectors and electricians. 

Give and Take 

How do you repay those who give you a referral? Even a simple 

“thank-you” lunch is appropriate and will keep the referrals coming. 

Some agents offer rewards in their pitches for referrals. This can be 

something like, “Refer me to a friend or family member and I’ll pay 

to have their house staged,” or, “I’ll pay for a home warranty plan for 

their first year in their new house.” Incentivize the pitch. Make it 

attractive for them to talk about you to others. 

Client retention is business promotion at its subtlest. While letting people know you value 

them, you plant a seed that will hopefully blossom into a pipeline full of referrals.  
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Why Online  
Real Estate Leads 
Don’t Suck 
We talk to real estate agents all the time who tell us, “Man, I got 100 online real estate 

leads and 40 of them suck.” Ask any veteran of 

the real estate business how many cold calls 

they had to make back in the day to get just 

one good lead and you’ll understand that 60 

real estate leads, received passively via the 

Internet, is amazing. Especially when you 

consider that when you close one of those 

leads, it will likely more than cover all your lead 

generation costs. If you’re closing four or five, 

you’re kicking butt. Let’s take a look at why that 

is.  

The  Numbers 

Suppose you get 100 online real estate leads, at $20 a lead. You’ve spent $2,000. Now, a 

typical agent commission is going to be somewhere in the range of $6,000, right? 

All you need, then, is for one of those 100 online leads to move through the funnel and pop 

out the other end and you’ll pocket $4,000. That’s a pretty nice return on investment. 

So, why do so many agents think that online real estate leads 

“suck”? Because they don’t result in instant deals. It’s pretty basic 

psychology and something all of us – even those who aren’t in real estate – can relate to. 

People want to make money, but people are lazy. So we gravitate toward those prospects 

that are very close to buying or selling a home. The problem with this is that people who 

are weeks or a month away from buying a home are typically already working with a real 

estate agent. Sure, you’ll get lucky now and then and snag someone who is looking for a 

real estate agent, but do you want to continue to build your real estate business on luck? 
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If you want to grow your business, you need to reach these people before they pick an 

agent. That is the place your typical online real estate leads are going to be – about six 

months out from pulling the trigger on their real estate deal. 

So, when you hear NAR statistics, like about 90 percent of consumers are researching 

homes online, keep in mind that these consumers are doing so before they pick up the 

phone to contact an agent. These people are very early in the buying or selling process and 

this is where you want to grab them. 

Online Lead Don’t Magically Become Clients 

Once you have these leads, don’t expect them to magically move through the funnel, and 

don’t expect them to move through it on your timetable. If you concentrate on converting 

them, you’ll most likely have more than one eventually come through, and, for each of 

those, you’re in the money. 

Now, if you don’t work on converting them, you need to 

take responsibility. Internet leads don’t suck, but your 

lead conversion system probably does. Agents who 

get leads and don’t work them and then complain that the 

leads are lousy are the same as people who have gym 

memberships and don’t work out and then complain that 

they’re overweight.  

Your conversion system should be lean and tight and consumer-

focused. Think of the psychological aspect of the process from 

the consumer’s side. What have they done? They’ve registered 

on a website to look at homes. A day or two later an agent calls. 

Take the scenario one step further, remaining in the consumer’s shoes: You’re six months 

out from buying a home and in walks an agent with guns blazing. That’s probably going to 

turn you off, right? In this case, does the lead suck or the agent’s approach? 

To be successful with Internet leads requires several adjustments, both in your 

expectations and in how you manage online real estate leads. 

Adjust your expectations so that you realize you need to work online leads just as you 

would any other type of lead. If you don’t, they’ll sit at the top of the funnel, and yeah, they’ll 

suck. Then, get a grip on your lead management system. Once you do both, your business 

will start to take off. 
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Convert Leads to 
Clients with Lead 
Nurturing 
Look closely. Right there, between lead generation and lead conversion, is the step that 
most agents trip over: lead nurturing. Since it’s nearly impossible to get from the first to the 
third step without spending some time on the second, let’s look at some ways you can 
spread some nurturing love among your leads. 

Don’t Quit 

It’s a common saying in recovery circles: “Don’t quit before the miracle happens.” Although 

perhaps a bit overly dramatic in a discussion of real estate leads, that “miracle” is the 

moment when a lead is converted into a client. It’s that moment when “not now” becomes 

“let’s do it.” 

To arrive at that moment requires first an understanding that a large percentage of your 

leads will end up buying or selling a house – with you or another agent – but it may not be 

right away. To be their agent of choice, when the time comes, requires establishing a 

relationship and nurturing it until they decide to pull the trigger. If you do this consistently, 

you will get their business when they’re ready. 

Choosing the Best Strategies 

To make the most of every lead you get requires a two-pronged 

approach: processing incoming leads and then the ongoing 

process of nurturing those leads. 

There are a number of ways to classify incoming leads. Bob 

Corcoran, with Corcoran Consulting & Coaching, suggests you 

make it a no-brainer and classify them as A, B, or C, according 

to how soon you think the lead will be ready to act, with A being 

the most recent. Cold, warm and hot is another easy way to 

classify new leads. 
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“A” leads should be contacted immediately. Leave a message if you don’t 

make contact, and then keep calling – at least four to five more times – before they go into 

the drip system. 

The “B” and “C” leads go into your contact management system, 

set up to ensure that you consistently stay in touch with them, providing them with relevant 

content. Drip campaigns are ideal here. 

“Relevant” content is the operative word here and applies to: 

 New listing alerts, based on the lead’s criteria. 

 Newsletters. 

 Market updates. 

 Neighborhood data, based on those neighborhoods under consideration by the lead. 

 

Acceleration 

Agents with souped-up contact management solutions that allow them to monitor client 

visits to their websites and that offer campaign reports can take lead nurturing to a third 

level: acceleration. 

A lead who forwards a drip campaign email or 

clicks on a link within it is most likely becoming 

warmer. When a lead visits your website and 

saves properties or visits a property 

repeatedly, it’s time to move the lead into the 

“A” position and accelerate the process. 

A phone call is of course in order, but don’t 

dump the drip campaign – laser focus it to their 

specific hot buttons. 

One of my favorite real estate blogs, Real Estate Tomato, claims that an Internet lead takes 

between six and 18 months to “incubate,” and that your blog can help accelerate this 

period.  

How? Being more personal and providing more information than you can in a dripped email 

allows potential clients to get to know you on a more personal level, thus building trust. 

Consider a blog email blast for these simmering leads. If the content is compelling, they will 

visit, and if it’s relevant and engaging, they will come back. 


