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Dear Reader,  

There are about 2.5 million licensed real estate agents sharing just 10.2 million new and existing 
home sales in the U.S.  If you want more than 4 deals a year, you must market yourself to stand 
out from the crowd.  

/Æ ÃÏÕÒÓÅȟ ÙÏÕÒ ×ÏÒË ÄÏÅÓÎȭÔ ÅÎÄ ÔÈÅÒÅ ɀ ÉÔȭÓ ÎÏÔ ÊÕÓÔ ÁÂÏÕÔ ÓÔÁÎÄÉÎÇ ÏÕÔȢ  9ÏÕÒ ÆÉÒÓÔ ÓÔÅÐ ÉÓ ÔÏ ÒÉÓÅ 
ÁÂÏÖÅ ÔÈÅ ÃÒÏ×ÄȢ  4ÈÅÎȟ ×ÈÅÎ ÙÏÕȭÖÅ ÇÏÔ ÙÏÕÒ ÐÒÏÓÐÅÃÔÓȭ ÁÔÔÅÎÔÉÏÎȟ ÙÏÕ ÓÈÏ× ÁÎÄ ÔÅÌÌ them why 
you are the one to help them solve their problems and achieve their dreams.  The fact is that you 
can make a great living as a real estate agent ɀ even today.  I will show you how. 

In this info -packed e-ÂÏÏË ÙÏÕȭÌÌ find the tools you need to thrive as a real estate agent ɀ even in 
ÔÏÄÁÙȭÓ ÔÏÕÇÈ ÍÁÒËÅÔ.  The tools to generate new leads, convert those leads into clients, and 
keep those clients as repeats and referrals.  To win . 

¶ In Part I: Marketing Nuts and Bolts )ȭÌÌ ÌÁÙ ÏÕÔ ÓÏÍÅ ÏÆ ÔÈÅ ÐÒÉÎÃÉÐÌÅÓ Ïf good marketing.   

¶ In Part II: Online Marketing ÙÏÕȭÌÌ ÌÅÁÒÎ ÈÏ× ÔÏ ÍÁËÅ ÓÕÒÅ ÔÈÁÔ ÂÕÙÅÒÓ ÁÎÄ ÓÅÌÌÅÒÓ ×ÉÌÌ ÆÉÎÄ 
you online.   

¶ In Part III: Direct (Print) Mail Marketing ȟ )ȭÌÌ ÓÈÏ× ÙÏÕ ÈÏ× ÔÏ ÌÅÖÅÒÁÇÅ ÔÈÅ ÁÄÖÁÎÔÁÇÅÓ ÏÆ 
the good old-fashioned Pony Express .   

¶ In Part IV: Marketing, Crazy Loco Styleȟ ÙÏÕȭÌÌ ÌÅÁÒÎ ÁÂÏÕÔ ÐÌÁÎÎÉÎÇ ÙÏÕÒ ÉÎÔÅÇÒÁÔÅÄ 
marketing campaign with a touch matrix and setting your marketing budget. 

0ÌÅÁÓÅ ÅÎÊÏÙ ÔÈÅ ÆÏÌÌÏ×ÉÎÇ ÓÅÌÅÃÔ ÃÈÁÐÔÅÒÓȢ  7ÈÅÎ ÙÏÕȭÒÅ ÒÅÁÄÙ ÔÏ ÔÁËÅ ÙÏÕÒ ÂÕÓÉÎÅÓÓ ÔÏ 
the next level, buy the full e -book at  

https://www.cmrealestatemarketing.com/real -estate-marketing -strategies . 

Happy reading! 

 
Molly Castelazo 
July 21, 2009 
 
www.CMRealEstateMarketing.com 
Become a fan!  Castelazo Marketing Ltd. on Facebook 
Follow me on Twitter ! 

Communicate Connect Succeed

https://www.cmrealestatemarketing.com/real-estate-marketing-strategies
http://www.cmrealestatemarketing.com/
http://www.facebook.com/pages/Castelazo-Marketing-LTD/110029494832?ref=mf
http://www.twitter.com/cmmarketing
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PART I: MARKETING NUTS AND BOLTS 

Marketing, in a lot of ways, is like farming.  You have to carefully plant 

your seeds, then cultivate them ɀ over time ɀ with just the right amount 

of water, fertilizer and sunshine.  And, like farming, marketing is both 

an art and a science.  To do it well, you need to think, write, and design 

creatively.  You also need to analyze results, measure outcomes, and 

tweak your strategy accordingly. 

 In Part I of the Real Estate Strategies e-book I lay out some of the principles of good marketing.  

¶ In Chapter 2: Marketing 101 ɀ A Guide to the Art and Science of Sellingȟ ÙÏÕȭÌÌ ÇÅÔ ÔÈÅ 

condensed version of Marketing 101 

¶ In Chapter 3ȡ +ÅÅÐÉÎȭ )Ô ,ÅÇÁÌ ɀ Staying Within the Fair Housing Rules, ÙÏÕȭÌÌ ÌÅÁÒÎ ÈÏ× ÔÏ 

stay within the Fair Housing guidelines 

¶ In Chapter 4: Once Is Never Enough, I talk about the importance of marketing consistently 

ɀ to win at marketing, you have to be in it for the long haul 

¶ In Chapter 5: Are You Relevant? ÙÏÕȭÌÌ ÌÅÁÒÎ ÁÂÏÕÔ ÈÏ× ÔÏ ÍÁËÅ ÙÏÕÒ ÃÏÍÍÕÎÉÃÁÔÉÏÎÓ 

relevant to your prospects ɀ and why that is so important 

¶ In Chapter 6ȡ .Ï× )ÔȭÓ 0ÅÒÓÏÎÁÌ I talk about why making it personal is a quick and 

relatively easy way to get more clients 

¶ In Chapter 7ȡ )Æ 9ÏÕȭÒÅ 'ÏÎÎÁ $Ï )Ô 9ÏÕÒÓÅÌÆȢ Ȣ Ȣ  ÙÏÕȭÌÌ ÌÅÁÒÎ ÓÏÍÅ ÂÁÓÉÃ ÔÉÐÓ ÏÎ ×ÒÉÔÉÎÇ ÁÎÄ 

editing 

¶ In Chapter 8: Can You Hear Me Now? Listening to the Voice of the Customer, I offer three 

lessons on the importance of listening to your clients 

A few select chapters of Part I: Marketing Nuts and Bolts  are copied below.  To read the 

rest,  visit https://www.cmrealestatemarketing.com/real -estate-marketing -strategies  to 

purchase a copy.  2ÅÍÅÍÂÅÒȟ ÙÏÕȭÌÌ ÇÅÔ άίГ ÏÆÆ ÉÆ ÙÏÕ ÏÒÄÅÒ ÎÏ×Ȣ 

 

CHAPTER 2: MARKETING 101 ɀ A GUIDE TO THE ART AND SCIENCE OF SELLING 

As a real estate agent, you are a salesperson.  You probably already knew that.  But what are you 

selling?  Four walls and a roof?  !Î ÅØÐÅÒÉÅÎÃÅȩ  !Î ÏÕÔÃÏÍÅȩ  Ȱ&ÏÒ ÙÅÁÒÓ ×ÅȭÖÅ ÈÅÁÒ ÔÈÅ ÅØÁÍÐÌÅ 

ÔÈÁÔ Ȭ"ÌÁÃË Ǫ $ÅÃËÅÒ ÄÏÅÓÎȭÔ ÓÅÌÌ ÄÒÉÌÌÓ Ȣ Ȣ Ȣ ÔÈÅÙ ÓÅÌÌ ÈÏÌÅÓȦȭ  (ÏÌÅÓ ÁÒÅ ×ÈÁÔ ÃÕÓÔÏÍÅÒÓ ×ÁÎÔȟ ÒÉÇÈÔȩ  

https://www.cmrealestatemarketing.com/real-estate-marketing-strategies
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7ÈÁÔ ÇÏÏÄ ÉÓ Á ÄÒÉÌÌ ÉÆ ÉÔ ÃÁÎÎÏÔ ÄÒÉÌÌ Á ÈÏÌÅȩȱ1  To get a prospective client to sign on the bottom 

ÌÉÎÅȟ ÙÏÕȭÖÅ ÇÏÔ ÔÏ ÕÎÄÅÒÓÔÁÎÄ ×ÈÁÔ ÔÈÁÔ ÃÌÉÅÎÔ ×ÁÎÔÓȢ  

!ÎÄ ÉÔȭÓ ÐÒÏÂÁÂÌÙ Îot four walls and a roof. 

Sure, your job is to help clients buy a home or sell 

ÏÎÅȢ  "ÕÔ ×ÈÁÔ ÙÏÕȭÒÅ ÒÅÁÌÌÙ ÏÆÆÅÒÉÎÇ ÉÓ ÓÏÍÅÔÈÉÎÇ 

much deeper than that ɀ a little piece of the 

American dream, financial stability, a place to call 

ÈÏÍÅȟ Á ÒÅÔÉÒÅÍÅÎÔ ÎÅÓÔ ÅÇÇȢ Ȣ Ȣ ×ÈÁÔÅÖÅÒ ÉÔ ÉÓȟ ÉÔȭÓ Á 

ÌÏÔ ÍÏÒÅ ÔÈÁÎ ÂÒÉÃË ÁÎÄ ÍÏÒÔÁÒȢ  /ÎÃÅ ÙÏÕȭÖÅ ÆÉÇÕÒÅÄ 

out what your prospective client really wants it will 

ÂÅ ÁÎ ÅÁÓÙ ÊÏÂ ÃÏÎÖÉÎÃÉÎÇ ÈÅÒ ÔÈÁÔ ÙÏÕȭÒÅ ÔÈÅ ÏÎÅ ÔÏ ÐÒÏÖÉÄÅ ÉÔȢ  ɉ&ÉÇÕÒÉÎÇ ÏÕÔ ×ÈÁÔ ÙÏÕÒ ÃÕÓÔÏÍÅÒ 

really wants is an e-book unto itself ɀ check out HÏ× ÔÏ 7ÉÎ #ÌÉÅÎÔÓ ÉÎ 4ÏÄÁÙȭÓ 4ÏÕÇÈ -ÁÒËÅÔ at 

www.cmrealestatemarketing.com/products.) 

WHAT IS MARKETING? 

Marketing has gotten a bad rap ɀ think Madison Avenue ad men and the toy commercials that 

make your kids absolutely nuts.  While there is that kind of marketing out there, at its core 

ÍÁÒËÅÔÉÎÇ ÒÅÁÌÌÙ ÍÅÁÎÓ ÓÏÍÅÔÈÉÎÇ ÑÕÉÔÅ ÓÉÍÐÌÅȡ ÃÏÍÍÕÎÉÃÁÔÉÎÇ ÙÏÕÒ ÍÅÓÓÁÇÅȢ  4ÒÁÄÉÔÉÏÎÁÌÌÙȟ ÉÔȭÓ 

a message about your service or your product.  But marketing can also mean communicating 

other messages ɀ giving your prospects the kind of information they want and need, for example.  

WHAT MAKES GOOD MARKETING? 

The key to successful marketing is connecting with your prospective customers.  There are three 

important elements that make a successful marketing campaign: 

1) It speaks to the target audience 

2) It communi cates benefits rather than features 

3) It motivates the audience to action 

But it takes a special kind of marketing campaign to achieve those three elements.  The design 

ÁÎÄ ÃÏÎÔÅÎÔ ÏÆ ÔÈÅ ÍÁÒËÅÔÉÎÇ ÍÁÔÅÒÉÁÌÓ ÈÁÖÅ ÔÏ ÂÅ ÒÅÌÁÔÁÂÌÅ ÆÏÒ ÔÈÅ ÐÒÏÓÐÅÃÔÓ ÙÏÕȭÒÅ ÔÁÒÇeting.  

The content has to be written in such a way that it communicates how your service will solve your 

ÐÒÏÓÐÅÃÔÓȭ ÐÒÏÂÌÅÍÓ ÏÒ ÈÅÌÐ ÔÈÅÍ ÁÃÈÉÅÖÅ ÔÈÅÉÒ ÄÒÅÁÍÓȢ 

'ÏÏÄ ÍÁÒËÅÔÉÎÇ ÉÓÎȭÔ ÅÁÓÙ ɀ ÉÆ ÉÔ ×ÅÒÅȟ ) ×ÏÕÌÄÎȭÔ ÈÁÖÅ Á ÊÏÂȢ  "ÕÔ ÉÔȭÓ ÎÏÔ ÒÏÃËÅÔ ÓÃÉÅÎÃÅȟ ÅÉther.  

)ÔȭÓ ÂÏÔÈ ÁÎ ÁÒÔ ÁÎÄ Á ÓÃÉÅÎÃÅ ÔÈÁÔ ÙÏÕ ÃÁÎ ÌÅÁÒÎ ɀ and you will, if you keep reading. 

                                                      
1
 Boyle, ,ÏÉÓȢ  Ȱ4ÈÅ 4ÈÅÏÒÙ ÏÆ 2ÅÌÁÔÉÖÉÔÙȟȱ Target Marketing. 1 May 2007, pp.23-4. 

ȰThe fact is, everyone is in 

sales. Whatever area you 

work in, you do have clients 

and you do need to sell.ȱ 

ɀJay Abraham 

http://www.cmrealestatemarketing.com/products
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MARKETING IN A RECESSION 

Research has proven time and again that those 

businesses that market themselves in economic hard 

times do drastically better than competitors who cut 

back on marketing.   

Ȱ#ÏÍÐÁÎÉÅÓ ÔÈÁÔ ÃÕÔ ÁÄÖÅÒÔÉÓÉÎÇȟ ÍÁÒËÅÔÉÎÇ ÒÅÓÅÁÒÃÈ 

and other forms of marketing do worse following a 

downturn .  This could be an opportunity for smart 

ÍÁÒËÅÔÅÒÓ ÔÏ ÇÅÔ ÒÉÄ ÏÆ ÔÈÅÉÒ ÃÏÍÐÅÔÉÔÉÏÎȢȱ2 

In the seminal guide Ogilvy On Advertising, David 

Ogilvy explains research that showed how dramatically better companies did when they 

continued to advertise during the 1974-αί ÒÅÃÅÓÓÉÏÎȢ  Ȱ4ÈÅ ÃÏÍÐÁÎÉÅÓ ÔÈÁÔ ÄÉÄ not cut their 

advertising budgets did better in every year.  By 1977, their sales had more than doubled, while 

ÓÁÌÅÓ ÈÁÄ ÂÁÒÅÌÙ ÇÏÎÅ ÕÐ ίΪ ÐÅÒ ÃÅÎÔ ÆÏÒ ÃÏÍÐÁÎÉÅÓ ÔÈÁÔ ÃÕÔ ÔÈÅÉÒ ÁÄÖÅÒÔÉÓÉÎÇȢȱ3  !ÎÄ ÉÔ ×ÁÓÎȭÔ ÊÕÓÔ 

sales that went up for companies that continued to market ɀ net income (sales revenue minus 

expenses, like marketing expenditures) went up, too! 

 

 

                                                      
2 ,ÅÖÅÙȟ 2ÉÃÈÁÒÄ (Ȣ Ȱ*ÕÓÔ ÔÈÅ "ÁÓÉÃÓȢȱ Direct, March 2009, p. 7. 
3 Ogilvy, David.  Ogilvy On Advertising.  New York: Random House (1983), p. 171. 

Win by marketing when others ÁÒÅÎȭÔȢ  

Now ÔÈÁÔȭÓ a dollar well spent. 
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Source: Ogilvy On Advertising, p. 171. 

The message?  While spending money can seem foolhardy ɀ in this topsy-turvy economy it seems 

instinctual to take what we still have and hide it under the mattress.  But in times like these, you 

actually have an amazing opportunity to out-do your competitors by marketing your services 

×ÈÅÎ ÔÈÅÙȭÒÅ ÈÕÎËÅÒÅÄ ÄÏ×Îȟ ÎÏÔ ÍÁÒËÅÔÉÎÇ ÔÈÅÉÒÓȢ 

 

CHAPTER 6ȡ ./7 )4ȭ3 0%23/.!L 

A number of years ago the direct marketing magazine Direct published 

a case study highlighting the importance of personalization.   The 

profiled company, Atlantic Broadband, saw 10% response rates on its 

letter mailings, which offered current or recently lapsed customers 

cross-sell and up-sell opportunities.4  (A 10% response to a mailing is 

absolutely huge ɀ 2% is considered quite good.)  A number of factors 

ÃÏÎÔÒÉÂÕÔÅ ÔÏ ÔÈÅ ÃÏÍÐÁÎÙȭÓ ÓÕÃÃÅÓÓȡ 

¶ Customized lifestyle-based intro 

¶ Signature variations (regional or home office executive) 

¶ Customized P.S. area 

¶ Different products and benefits from template, triggered by 

region or lifestyle 

¶ Image variations in customized order box 

                                                      
4 2ÉÇÇÓȟ ,ÁÒÒÙȢ  Ȱ4ÈÁÔ 0ÅÒÓÏÎÁÌ 4ÏÕÃÈȟȱ Direct, May 2007, p. 44. 
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Ȱ%ÁÃÈ ÍÏÎÔÈȟ ÔÈÅ digital  television and Internet service provider sends 145 versions of letters 

ÂÁÓÅÄ ÏÎ ȰÅÖÅÎÔ ÔÒÉÇÇÅÒÓȱ ɀ ÉȢÅȢȟ ×ÈÅÎ ÉÎÄÉÖÉÄÕÁÌÓ ÂÅÃÁÍÅ ÃÕÓÔÏÍÅÒÓȟ ×ÈÁÔ ÓÅÒÖÉÃÅÓ ÔÈÅÙȭÖÅ ÂÏÕÇÈÔȟ 

ÁÎÄ ×ÈÅÔÈÅÒ ÔÈÅÙȭÖÅ ÊÕÓÔ ÃÏÍÐÌÁÉÎÅÄ ÏÒ ÌÅÔ ÔÈÅÉÒ ÓÅÒÖÉÃÅ ÅØÐÉÒÅȢ  !ÔÌÁÎÔÉÃ ÃÏÕÐÌÅÓ ÔÈÁÔ ×ÉÔÈ 0ÒÉÚÍ 

ÓÅÇÍÅÎÔÁÔÉÏÎ ÁÎÄ ÄÅÍÏÇÒÁÐÈÉÃ ÄÁÔÁ ÔÏ ÄÅÔÅÒÍÉÎÅ ÃÏÎÔÅÎÔȢȱ5 

While your situation is a bit different than the cable service provider with tens or hundreds of 

thousands of customers, you can personalize your marketing materials in much the same way.  

First, break your prospective clients into groups.   The most obvious are: buyers, sellers and 

past clients.  You could go farther: within-six-months buyers, more-than-six-months buyers, 

within -six-months sellers, more-than-six-months sellers, not currently thinking of buying or 

selling, FSBOs (for sale by owner), past clients, sphere of influence (people you know ɀ could be 

family members, friends, professional associates).  The more highly segmented your prospective 

clients are, the more personal ɀ and effective ɀ your materials will be. 

Next, create relevant messages for each group  (see Chapter 5 on being relevant).  With the 

fabulous technology that is variable data printing, you can personalize your materials down to the 

individual.  I would suggest the following individual elements: name, segment (buyer, seller, 

FSBO, sphere of influence, etc.). 

)ȭÖÅ ÃÏÐÉÅÄ ÂÅÌÏ× Á ÌÅÔÔÅÒ ) ×ÒÏÔÅ ÆÏÒ Á ÒÅÁÌ ÅÓÔÁÔÅ ÁÇÅÎÔȟ ×ÈÉÃÈ ÈÉÇÈÌÉÇÈÔÓ ×ÅÌÌ ÔÈÅ ÒÅÌÁÔÉÖÅÌÙ ÓÉÍÐÌÅ 

personalization we did ɀ by name and by segment. 

                                                      
5 ibid.  



www.CMRealEstateMarketing.com    Helping Real Estate Agents Stand Out from the Crowd 

 

Copyright 2009 Castelazo Marketing Ltd.  All rights reserved.  Reproduction without permission is prohibited by law. 

 10 

 

A Real Estate Agent  

1234 Pleasant Lane  

Anytown, ST 12345  

 

Selling  a Home Can Be a Scary, Stressful Experience.  

But It Doesnôt Have to Be. 

 

Dear John and Jane ,  

 

Surveys show that selling  a home is one of the most stressful things you can do in life ï 

right beside caring for a dying relative, getting divorced, and losing your job.  

 

Itôs true that selling  a home is a big deal.  Itôs a major financial decision, and often 

emotionally charged,  too.  But it doesnôt have to be a painful experience. . .  

 

. . . If you have the right partner.  

 

When youôre ready to sell  your home, I challenge you to five tasks.  I guarantee that you 

canôt complete them with any other partner: 

1.  Give yourself a break.  The home selling  process is stressful enough.  Lighten your 

load by hiring a realtor who has for 15 years been earning the trust of so many 

buyers and sellers in the Phoenix area.  

2.  Rest easy tonight knowing that, as member of the National Association of Re altors, I 

adhere to a strict Code of Ethics.  

3.  Be as involved as you want to be.  With my automated Home Feedback System, you can 

check whatôs going on with your home sale , view comments received from buyers and 

their agents, check up on the work Iôve done to market your home, read summary 

feedback statistics, and more.  

4.  Even if youôre more of a hands-off person, youôll never be ñout of sight, out of 

mind.ò  Iôll call you every week with a progress report on how your home sale is 

going.  (You have enough going  on ï you donôt need a second job managing your real 

estate agent.)  

5.  Learn about all thatôs behind the ups and downs of the housing market.  With the 
wealth of free information you can access through my website, MyPhoenixMLS.com, and 

my blog, youôll have all the power that comes with knowledge.  

 

Of course, I understand that what matters most to you at the end of the day , John and Jane ,  

is being able to sell  your home for the most money as quickly as possible.  Iôll leverage a 

15- step marketing plan and partn erships with local buyerôs agents who can help me connect 

their buyers with you.  And as a Certified Negotiation Expert, Iôll have the upper hand when 

we go to the bargaining table ï to get you the best deal.  

 

All real estate agents claim they will help yo u sell  a home.  I promise my clients the best 

deal with the least hassle ï just the way the home selling  process should be.  

 

When youôre ready to sell  your  home, youôll need a trusted partner.  Call me at 123- 456 -

1234.  I look forward to helping you!  

 

P.S. Are you signed up to receive your FREE Your Name Here monthly client update?   

Read the latest real estate news, get tips on selling  your  home, stay on top of market 

trends with Phoenix MarketWatch, play the Trivia Quiz, and more!  Sign up for your 

co mplimentary subscription by e - mailing newsletter@yoururl.com or calling 123 - 456 - 1234.  
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PART II: ONLINE MARKETING 

According to a recent National Association of REALTORS® study, 

87% of buyers begin their home search online.6  3Ï ÉÆ ÙÏÕȭÒÅ Á 

ÂÕÙÅÒȭÓ ÁÇÅÎÔȟ ÙÏÕȭÖÅ ÇÏÔ ÔÏ ÂÅ ×ÈÅÒÅ ÔÈÅ ÂÕÙÅÒÓ ÁÒÅȢ  3ÅÌÌÅÒÓ ÁÒÅ 

online, too ɀ they go to the Internet to learn the value of their 

homes and look for a real estate agent.  Will they find you? 

In Part II: Online Marketing I outline ways you can make sure that buyers and sellers will find you 

online ɀ ÁÎÄ ÌÉËÅ ×ÈÁÔ ÔÈÅÙ ÆÉÎÄ ɉÓÏ ÍÕÃÈ ÔÈÁÔ ÔÈÅÙȭÌÌ ÈÉÒÅ ÙÏÕɊȢ   

¶ In Chapter 9: Your Website ÙÏÕȭÌÌ ÌÅÁÒÎ 10 tips for maximizing the effectiveness of your 

website ÁÎÄ ÈÏ× ÔÏ ÍÅÁÓÕÒÅ ÙÏÕÒ ÓÉÔÅȭÓ ÓÕÃÃÅss 

¶ In Chapter 10: Your Blog I talk about blogs ɀ the greatest thing since sliced bread ɀ 

including how to set one up and how to measure its success 

¶ In Chapter 11: Social Networks ÙÏÕȭÌÌ ÌÅÁÒÎ ÁÂÏÕÔ ÔÈÅ ÐÈÅÎÏÍÅÎÏÎ ÔÈÁÔȭÓ ÔÁËÉÎÇ ÔÈÅ ×ÏÒÌÄ 

by storm: social networking, and how to make social networks work for you 

¶ In Chapter 12: E-mail Marketingȟ ÙÏÕȭÌÌ ÌÅÁÒÎ ÁÂÏÕÔ ×ÒÉÔÉÎÇ Å-mail subject lines to get your 

messages read, and how to stay within the CAN -SPAM Act rules 

To read the full version of Part II: Online Marketing (as well as the other parts of the e -

book) visit https://www.cmrealestatemarketing.com/real -estate-marketing -strategies  to 

purchase a copy.  RemeÍÂÅÒȟ ÙÏÕȭÌÌ ÇÅÔ άίГ ÏÆÆ ÉÆ ÙÏÕ ÏÒÄÅÒ ÎÏ×Ȣ 

 

PART III: DIRECT (PRINT) MAIL MARKETING 

Call me old school, but I think (and the numbers agree) that the 

good old-fashioned Pony Express still has its place.  Direct mail 

(which includes anything you send direclty to your prospects by 

mail ɀ letters, newsletters, postcards, etc.) has a number of 

advantages, including: 

1) As fewer and fewer real estate agents use direct mail, yours 

will stand out . 

                                                      
6 2008 National Association of Realtors® Profile of Home Buyers and Sellers.  Available at 

http://www.realtor.org/press_room/news_releases/2008/11/home_buyer_and_seller_survey_shows.  

https://www.cmrealestatemarketing.com/real-estate-marketing-strategies
http://www.realtor.org/press_room/news_releases/2008/11/home_buyer_and_seller_survey_shows
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2) Direct mail  has a sense of permanence.   Ideally, your direct mail will  be so good that 

recipients will want to keep it ɀ ×ÈÅÔÈÅÒ ÉÔ ÇÏÅÓ ÏÎ ÔÈÅ ÆÒÉÄÇÅ ÏÒ ÉÎÔÏ ÔÈÅ ȰÒÅÓÏÕÒÃÅÓȱ 

ÆÏÌÄÅÒȢ  4ÈÁÔ ÍÅÁÎÓ ÔÈÁÔ ÅÖÅÎ ÉÆ ÔÈÅ ÒÅÃÉÐÉÅÎÔ ÉÓÎȭÔ ÒÅÁÄÙ ÔÏ ÂÕÙ ÏÒ ÓÅÌÌ ÔÏÄÁÙȟ ÙÏÕÒ ÍÁÉÌ ×ÉÌÌ 

still be around when they are. 

3) According to research from the U.S. Postal Service, 67% of Americans feel traditional 

mail is more personal than Internet communications .  Because personal connections 

are so critical to your success, traditional mail should be a part of your marketing strategy. 

4) People like getting mail.   A study by InnoMedia revealed that 56% of Americans say 

receiving mail is a pleasure. 

In Part III : Direct (Print) Mail Marketingȟ ÙÏÕȭÌÌ ÌÅÁÒÎ 

¶ 7 tips for direct mail success in Chapter 13: 7 Tips for Direct Mail Success 

¶ How often you should touch your contacts, in Chapter 14ȡ (Ï× /ÆÔÅÎ 3ÈÏÕÌÄ 9ÏÕ Ȱ4ÏÕÃÈȱ 

Your Contacts? 

¶ How to use newsletters to win clients in Chapter 15: Newsletters 

¶ Making letters and postcards work for you in Chapter 16: Letters and Postcards 

¶ How to measure the success of your direct mail marketing  in Chapter 17: Measuring the 

Success of Your Direct Mail 

Are you ready to take your business to the next level?  To read the full version of Part III: 

Direct (Print) Mail Marketing (as well as the other parts of the e -book) visit 

https://www.cmrealestatemarketing.com/real -estate-marketing -strategies  to purchase a 

copy.  Enter coupon code SEM07 to get 25% off ɀ if you order right now.  

 

CHAPTER 15 : NEWSLETTERS 

Newsletters (as we design them here at Castelazo Marketing Ltd., at least) are the pinnacle of 

direct mail marketing.  Why?  Because they have all of the advantages that other print mail 

marketing pieces (like letters and postcards) have and ÔÈÅÙ ÏÆÆÅÒ ÙÏÕÒ ÐÒÏÓÐÅÃÔÓ ȰÎÅ×Ó ÔÈÅÙ ÃÁÎ 

ÕÓÅȱ ɀ helpful information that makes their lives better, and positions you as the expert. 

KEY ELEMENTS OF A SUCCESSFUL NEWSLETTER 

The most successful newsletters have a number of key elements in common: 

https://www.cmrealestatemarketing.com/real-estate-marketing-strategies
http://www.cmrealestatemarketing.com/
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¶ They offer timely, relevant, area-specific content ɀ the kind your prospects want to read. 

They ÅÐÉÔÏÍÉÚÅ ÔÈÅ ÐÈÒÁÓÅ ȰÎÅ×Ó ÙÏÕ ÃÁÎ ÕÓÅȢȱ 

¶ They position you as the real estate expert your contacts will turn to ɀ for up-to-date 

information on your local real estate market and helpful tips on buying and selling. 

¶ They describe the unique benefits you offer your clients (why your prospects should hire 

you and not the next guy) and include your contact information  

¶ They stand out ɀ ÆÒÏÍ ÔÈÅ ÐÉÌÅ ÏÆ ÏÔÈÅÒ ÍÁÉÌ ÉÎ ÙÏÕÒ ÐÒÏÓÐÅÃÔȭÓ ÂÏØ ÁÎÄ ÆÒÏÍ ÔÈÅ ÍÁÉÌÉÎÇÓ 

other real estate agents might send.  (Remember, different is good!) 

When I send newsletters for clients, I send them tri -folded and sealed with a clear mailing seal, 

not in an ÅÎÖÌÏÐÅȢ  ) ÄÏ ÔÈÁÔ ÆÏÒ Ô×Ï ÒÅÁÓÏÎÓȡ ΫɊ ÉÔ ÓÁÖÅÓ ÔÈÅ ÃÏÓÔ ÏÆ ÔÈÅ ÅÎÖÅÌÏÐÅ ɉ×ÈÉÃÈ ÉÓÎȭÔ Á ÈÕÇÅ 

deal, but every little bit helps, right?) and, more importantly 2) it allows the newsletter to stand 

out.  All six of the designs at CMRealEstateMarketing.com are meant to stand out ɀ so your 

ÎÅ×ÓÌÅÔÔÅÒ ÇÅÔÓ ÐÉÃËÅÄ ÕÐȟ ÏÐÅÎÅÄȟ ÁÎÄ ÒÅÁÄȢ  )Æ ÉÔ ÁÒÒÉÖÅÓ ÉÎ Á ÎÏÎÄÅÓÃÒÉÐÔ ×ÈÉÔÅ ÅÎÖÅÌÏÐÅȟ ÔÈÁÔȭÓ 

less likely to happen. 

)ȭÖÅ ÉÎÃÌÕÄÅÄ ÅØÁÍÐÌÅÓ from two of Castelazo MarketiÎÇ ,ÔÄȢȭÓ ÎÅ×ÓÌÅÔÔÅÒÓ (The Modern Green 

page 1 and The Fancy page 2) so you can see those key elements at work. 

http://www.cmrealestatemarketing.com/
http://www.cmrealestatemarketing.com/newsletters
http://www.cmrealestatemarketing.com/newsletters
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