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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 4leals a year, you must market yourself to stand
out from the crowd.

| £ Al OOOAh Ul 00 xkPEEAT ROODIBOADAAREAOAOOAT AET ¢ 1O
AAT OA OEA AOI xA8 AEAT A xEAT Ul 66 OA cCihémwhy OO bHQT O
you are the one to help them solve their problems and achieve their dreamsThe fact is that you

canmake a great living as a real estate agemrteven today. | will show you how.

In this info -packed eA T T E fihd @eétdols you need to thrive as a real estate agerg even in
O AAUS O Ol e olsitoyénerdieOnew leads,convert those leads into clients, and
keep those clients as repeats and referrals. Twin .

f In Partl: Marketing NutsandBolts) 81 1 1T AU 1T OO0 OI fgBod matkettdc A DOET AE

f InPartll: Online MarketingUT 6811 1 AAOT EI x O 1 AEA OOOA OEAC
you online.

f In Part Ill: Direct (Print) Mail Marketingh ) 61 1 OET x UT O ET x O 1 AOAO/
the good old-fashioned Pony Express .

f In Part IV: Marketing, Crazy LocoStyla  UT 6811 1 AAOT AAT 6O b1l ATTEIC

marketing campaign with a touch matrix and setting your marketing budget.

ol AAGA AT EIT U OEA A 11T xETCc OAI AAO AEAPOAOOS 7EA]
the next level, buy the full e -book at

Happy reading!

Molly Castelazo
July 21, 2009

Become a fan!
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PART |I: MARKETING NUS AND BOLTS

Marketing, in a lot of ways, is like farming. You have to carefully plant
your seeds, then cultivate themz over time z 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, wite, and design
creatively. You also need to analyze results, measure outcomes, and
tweak your strategy accordingly.

In Part | of the Real Estate Strategies-dook | lay out some of the principles of good marketing.

f In Chapter 2 Marketing 10% A Guide to the Art and Science of Sellily UT 68611 CAO OEA
condensed version of Marketing 101

f In Chapter3, + A A D E iz 8tay)n@withidteAdir Housing RulesUT 0811 1T AAOT ET »
stay within the Fair Housing guidelines

1 In Chapter 4 Once Is Never EnougH talk about the importance of marketing consistently
Z to win at marketing, you have to be in it for the long haul

f In Chapter 5 Are You Relevant® | 0611 1 AAOT AAT 6O Ei x O [ AEA U
relevant to your prospectsz and why that is so important

f InChaptered . T x ) O &ték abokitovByimakdnh it personal is a quick and
relatively easy way to get more clients

f InChapter®, ) £ 91 O60A "1 T UAOCHT 1) DAADDOOOAT ABABOEA O
editing

1 In Chapter 8 Can You Hear MeNow? Listening to the Voice of the Custometr 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 to

purchaseacopy. 2 Al AT AAOh U1 06611 CAO airT 1T A& ELA UI O 1T OAAC

Qu

CHAPTERZ2: MARKETING101 7z A GUIDE TO THE ART AND SENCE OF SELLING

As a real estate agent, you are a salesperson. You probably already knew that. But what are you
selling? Fourwallsandaroof?? T A@DAOEAT AAe 1T T OO0AT I Ae 0&1 O U/,
OEAO O"1 AAET QOS DAEROADERDOO 8 8 8 OEAU OAI1 EIT1 AOA
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7EAO CIiT A EO A AOEI I' ToReEa irddpediveiclierit t0 sigh OriHe bottdn ET 1 Ae 6
1 ETAR UI OG60A ci 6 01 O1 AROOOAT A xEAO OEAO Al EAT O «x
I'T A EOJ O otBodriwAlld @&t dJroof. s N

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

iTAs8 "00 xEAO UIT O060A OAATI U, AFEAQEI.C- EO OT 1 AOEET

much deeper than thatz a little piece of the

American dream, financial stability, a place to call

Eii Ah A OAOEOATI AT O TAOO Accs 8 8 xEAOAOAO EO EON

1TO0 11T O0A OEAT AOEAE AT A |1 OOAOS8 I'TAA Ul 66 0A £ECO

out what your prospective client really wants it will %

AA Al AAOGU ET A Ai1 OETAEI ¢ EAO OEAO Uil O60A OEA T|TA

really wants is an ebook unto itself z checkout Hi x  OT 7ET #1 EAT OO Edt 471 AAUG (
)

WHAT IS MARKETING?

Marketing has gotten a bad rapz 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

i AOEAOGET ¢ OAAT T U TAAT O O1 i1 AGEET ¢ NOEOA OEIiI PI Ad |Al
a message about your service or your product. But marketing can also mean communicating

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

WHAT MAKES GOOD MARKING?

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

AT A AT TOAT O 1T &£ OEA 1 AOEAOGET ¢ | AOGAOEAI Oetid OA OT |AA
The content has to be written in such a way that it communicates how your service will solve your

DOl OPAAOOSE POIT AT AI O TO EAI D OEAI AAEEAOA OEAEO |AO

i
) 66

Ai OE Al AO0OO A

| AOEAOKIEGE EO 5B OAAOY xi O AT S0 EAOANA Ei Ag | -
1 A zandyduill if fiol ke€pitchding.Ui © AAT 1 AAOI

A
0

'Boyle,, i EO8 04 EA £BMNEngdtMarkefihg. 2l MayRMERP.234.
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MARKETING IN A RECEB$ON

Research has provertime and again that those 7

businesses that market themselves in economic hard Y

times do drastically better than competitors who cut ; -

back on marketing. “ k.

O#11BATEAG OEAG KOO AAGAOI 4 rgii 3\- OAOAAO
and other forms of marketing do worse following a .,,‘@'r\u , =

downturn. This could be an opportunity for smart

i AOEAOGAOO O CAO OEBA 1T £ OBMEW A!IBAUhqt.lSé

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 19740 i OAAAOOEI 1 8 O 4 mocutkhéin DAT EAO OE
advertising budgets did better in every year. By 1977, their sales hadbre than doubled, while

OAT AOG EAA AAOCAT U CciTA Obp il DPAO ARG AEIE®D AIAICH ABICE A
sales that went up for companies that continued to marketz net income (sales revenue minus

expenses, like marketing expenditure} went up, too!

Sales

340

300

260

220

180

140

100

60

1972 1973 | 1974 1975 1976 1977
Recession Years

2 ROAUR 2EAEAOQA (DBectOMaIO2D09(BEA “ AOEA OB S
3 Ogilvy, David. Ogilvy On Advertising New York: Random House (1983), p. 171
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NetIncome
220
180
140
100
1972 1973 1974 1975 1976 1977
Recession Years
| Did notcutin 1974 or 1975 | Did cutin both years

Source: Ogilvy On Advertisingp. 171.

The message? Whilespending money can seem foolhardy 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

xEAT OEAUB8OA EOT EAOAA AixTh 110 I AOEAOGEI ¢ OEAEQOS

CHAPTER6d . / 7 ) 483L0%23]/

A number of years ago the direct marketing magazie Direct published
a case study higlighting the importance of personalization. The
profiled company, Atlantic Broadband, saw 10% response rates on its
letter mailings, which offered current or recently lapsed customers
crosssell and up-sell opportunities.* (A 10% response to a mailing is
absolutely hugez 2% is considered quite good.) A number of factors
ATl T OOEAOOA O OEA Al i PATUBO OOARA
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

1 Image variations in customized order box

=A =4 -8 4

“2ECCOR , AOOUS O Dikedt May02800,pi48. A1 47 OAER S
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OwAAE I 1 dighedkthlevididhAnd Internet service provider sends 145 versions of letters

AAOCAA 11 OAPHAS B8 10OEELIAOBDIGAEOEAOAT O AAAAT A AOOOIT I A
AT A xEAOEAO OEAUBOA EOOO Aii bl AETAA 10 1AO OEAEO

OAci AT OAGET1T AT A AAIT COAPEEA AAOA O1 AAOAOI ET A Al

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 modg obvious are: buyers, sellers and
past clients. You could go farther: within-six-months buyers, more-than-six-months buyers,
within -six-months sellers, morethan-six-months sellers, not currently thinking of buying or
selling, FSBOs (for sale by owner), past clients, sphere of influenc@éople you knowz could be
family members, friends, professional associates). The more highly segmented your prospective
clients are, the more personak and effectivez your materials will be.

Next, create relevant messages for each group (seeChapter 50n being relevant). With the
fabulous technology that is variable data printing, you can personalize your materials down to the
individual. | would suggest the following individual elements: name, segment(buyer, seller,
FSBO, sphere of influence, etc.).

)y 6 OA AT PEAA AAl T x A 1AOOAO ) xOiT OA A O A OAAI AO0O
personalization we did z by name and by segment.

® ibid.
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1

A Real Estate Agent
1234 Pleasant Lane
Anytown, ST 12345

BEliRGIN 2 Home Can Be a Scary, Stressful Experience.
But |t Doesndt Have to Be.

Dear John and Jane ,

Surveys show that EEliRGI 2 home is one of the most stressful things you can do in life i
right beside caring for a dying relative, getting divorced, and losing your job.

ltos trueclEliigei 2 home is a big deal. ltdos a major financi
emotionally charged, too. But it doesnét have to be a painful ex

... If you have the right partner.

When youdr e rEBlEldypurhome, | challenge you to five tasks. | guarantee that you
candt complete them with any other partner:
1. Give yourself a break. The home EEIiGHll 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, |
adhere to a strict Code of Ethics.
3. Beas involved as you want to be. With my automated Home Feedback System, you can
check whatos going on \giléfll iewcommentshezaived from buyers and
their agents, check up on t hoemanke yolr homé, vead suhonarg t
feedback statistics, and more.

4 Even if youodre mor eofoff paerhsaonmd,s youdl | never be fAout o
mi nd. 0 I 61l 1 call you every week with a progress repc¢
going. (You have enough going oni you donét need a second job man
estate agent.)

5, Learn about all thatés behind the ups and downs of ¢t
wealth of free information you can access through my website, MyPhoenixMLS.com, and
my bl og, youbd]l lithe power that @mes with knowledge.

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

is being able to BBl your home for the most money as quickly as
15- step marketing plan and partn erships with | ocal buyerdés agents who
their buyers with you. And as a Certified Negotiation E)»
we go to the bargaining table i to get you the best deal.

All real estate agents claim they will help yo u B8l ahome. | promise my clients the best

deal with the least hassle i justthe way the home BEIfGIN process should be.

When youdre rElEdypurthoome, youdl |l need a trusted par t466-r .

1234. | 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 EEliRGI your home, stay on top of market
trends with Phoenix MarketWatch, play the Trivia Quiz, and more! Sign up for your
complimentary subscription by e - mailing newsletter@yoururl.com or calling 123 - 456- 1234.
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PART II: ONLINE MARKETING

According to a recentNational Association of REALTORS®tudy,

87% of buyers begin their home searchonliné 31T EAZ Ul 608 OA A
AOGUAOBO ACAT Oh UT O8OA ci O Oi AA xEAO
online, too z 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 | outline ways you can make sure that buyers and sellers will find you
oninezAT A 1 EEA xEAO OEAU Z£ZET A j O | OAE OEAO OEAUSI I
f In Chapter 9 Your WebsiteU T O & I 10 tipsAoArekimizing the effectiveness of your
websiteAT A ET x O 1 AAOOssA Ui OO OEOAGO OOAAA
1 In Chapter1Q Your Blogl talk about blogs z the greatest thing since sliced bready
including how to set one up and how to measure its success
T In Chapter 11Social NetworksUT 0611 1 AAOT AAT 6O OEA PEATITITATTI
by storm: social networking, and how to make social networks work far you
f In Chapter 12E-mail Marketingh UT 061 1 1 A A Onail séblett nés toxgbtgddiE 1 C A
messages read, and how to stawithin the CAN-SPAM Act rules

To read the full version of  Part IIl: Online Marketing  (as well as the other parts of the e -
book) visit to
purchase a copy. Remei AAOhR U1 68611 CAO ai T 1T £ ELA UI O 1T OAAO

PART IlI: 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 z 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 .

® 2008 National Association of Realtors® Profile of Home Buyers and Sellers. Available at
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2) Direct mail has a sense of permanence. ldeally, your direct mail will be so good that
recipients will wantto keepitzx EAOEAO EO CciI A0 11 OEA AEOEACA |10
Al 1 AROS 4EAO 1 AAT O OEAO AOGAT EAZE OEA OAAEDPEAT O
still be around when they are.

3) According to research flom the U.S. Postal Service, 67% of Americans feghditional

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 malil is a pleasure.
In Part Il : Direct (Print) Mail Marketingh U1 0811 1 AAOI
9 7 tips for direct mail success inChapter 137 Tips for Direct Mail Success

f  How often you should touch your contacts, in Chapter14, (1 x / £O0AT 3 ET 01 A |91
Your Contacts?

1 How to use newslettersto win clients in Chapter 15Newsletters
1 Making letters and postcardswork for you in Chapter 16 Letters and Postcards
1 How to measure the success of yar 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 lll:
Direct (Print) Mail Marketing (as well as the other parts of the e -book) visit

to purchase a
copy. Enter coupon code SEMOQ7 to get 25% off z if you order right now.

CHAPTER15: NEWSLETTERS

Newsletters (as we design them here at , 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) havandOEAU 1T ££AO0 Ul 60 DPOI OPAADOO
O O Algelpful information that makes their lives better, and positions you as the expert.

KEY ELEMENTS OF A SCGESSFUL NEWSLETTER

The most successful newsletters hae a number of key elements in common:
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1 They offer timely, relevant, areaspecific content z the kind your prospects want to read.
TheyADEOT i EUA OEA DPEOAOA OT AxO Ul O AAT OOA86
9 They position you as the real estate expert your contacts will turn toz for up-to-date
information on your local real estate market and helpful tips on buying and selling.

1 They describe theunique benefits you offer your clients (why your prospects should hire
you and not the next guy) and include your contact information

 Theystandoutz £201 I OEA DPEIT A T £ 1 OEAO 1 AEl ET Ul 60 DOl
other real estate agents might send. (Remember, different is good!)

When | send newslettersfor clients, | send them tri -folded and sealed with a clear mailing seal,

notinan AT O1 T PAS8 y Al OEAO &I O Ox1 OAAOI 1069 Yq EO OA
deal, but every little bit helps, right?) and, more importantly 2) it allows the newsletter to stand

out. All six of the designs at are meant to stand outz so your

TAxO1l AOOAO CAOO PEAEAA Obh 1T PAT AAh AT A OAAAS )| E
less likely to happen.

)y 8 OA ET Al O kolnAwoAi@asieBdo M@keti C , OA8 8 O (ThdlAo@inACHA OO
page 1 and page 2)so you can see those key elements at work.
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