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WELCOME 
Welcome to NAR’s e-PRO® certification program. e-PRO® is the only 
technology certification of its kind to be officially recognized, endorsed, 
and conferred by NAR. 
 

 
 
This program serves as the benchmark of technology expertise for 
today’s real estate professionals. REALTORS® who hold this certification 
demonstrate: 
 
 Excellence in adopting, implementing, and promoting technology 

best practices. 

 
 Ethics, with a commitment to use technology in a fair and 

responsible manner. 

 
 Professionalism by completing this program and keeping their 

technical knowledge and skill sets up to date. 

 
More than 37,000 REALTORS® are e-PRO® certified. 
 
 
HOW TO EARN NAR’S E-PRO® 
CERTIFICATION 
The steps for earning NAR’s e-PRO® certification are straightforward. Use 
Figure I.1 as your checklist as you seek NAR’s e-PRO® certification. 
 
 

Slide 2 
 
 
 
 
 
 
 
 
 
 
 
 
 
Slide 3  
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Figure I.1: Checklist for Earning NAR’s e-PRO® Certification 
 

 
PA

R
T 

1 
 

 Be a member in 
good standing 
with NAR or an 
NAR cooperating 
international 
association. 

 

 

 Complete Day 1. 
 

• The final exam is closed book and consists of 30 
multiple-choice questions. 

 

• The required passing score for the final exam is 
80 percent. 

 

• Note: Students must complete Day 1 before 
proceeding to Day 2 Online. 

 

 Complete Day 2 
Online. 

 

 

• The price of Day 2 Online is $129 (USD).  

• The final exam is closed book and consists of 40 
multiple-choice questions. 

 

• The required passing score for the final exam is 
80 percent. 

 

• When students enroll in Day 2 Online, they have 
12 months to complete the course. 

 

  

Complete online 
application and 
submit a one-
time application 
fee. 

• Online application is available through 
ePRONAR.com. 

• The cost of the one-time application fee is $110.50. 
 
 

 

When NAR receives confirmation that you have successfully completed Days 1 and 2 and 
submitted your application fee, we will email you a link to the e-PRO® website with your 
login and password information. For U.S. members, we will also update your profile in the 
National REALTORS® Database System to reflect that you are e-PRO® certified. 

 
 

Slide 4 
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Benefits 
The benefits of becoming e-PRO® certified are 

> Use of the e-PRO® logo and name 

> Differentiation at REALTOR.org and the White Pages at 
REALTOR.com 

> Customizable marketing materials 

> Online referral directory 

> Free webinars 

> Downloadable certificate 

> Lapel pin available for purchase through the REALTOR® Team 
Store 

 
For a visual representation of e-PRO® benefits, see Figure I.2. 

PA
R

T 
2—

O
N

G
O

IN
G

 
 

 

Maintain active 
membership 
within NAR or 
an NAR 
cooperating 
international 
association. 

 

Slide 5 
 
I-Note: REVIEW the 
benefits of NAR’s e-
PRO® certification. 
EMPHASIZE that this 
certification require  an 
additional application 
fee of $110.50.  
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Figure I.2: Visual Representation of e-PRO® Benefits 
 

 

 
 
 

 
 
 
 
 
 
 

Differentiation as e-PRO® at 
REALTOR.org and the White 
Pages at REALTOR.com 

Online referral directory 

 

Customizable marketing materials 

 

e-PRO® lapel pin 

Networking with other 
e-PRO®s on Facebook 
and Twitter 
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NAR’s e-PRO® Certification Counts as 
Elective Credit for Other Programs 
Completing NAR’s e-PRO® certification is a great way to start on other 
NAR designation and certification programs. Students who successfully 
complete the requirements of NAR’s e-PRO® certification and receive the 
certification can use it as elective credit for the following programs: 
 

> Accredited Buyer’s Representative (ABR®) designation: 

– NAR’s e-PRO® certification is an approved elective for the 
ABR® designation. 

– For more information, visit www.rebac.net. 
 

> Certified International Property Specialist (CIPS) designation: 

– NAR's e-PRO® certification counts as 15 points toward CIPS 
requirement #2. 

– For more information, visit www.realtor.org/designations-and-
certifications/cips-designation. 

 

> Certified Residential Specialist (CRS) designation: 

– NAR’s e-PRO® certification counts as 16 approved elective 
credits for the CRS designation. 

– For more information, visit www.crs.com. 
 

> Performance Management Network (PMN) designation: 

– NAR’s e-PRO® certification can be used to replace one PMN 
course credit. 

– For more information, visit www.wcr.org. 
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WHY e-PRO®
 IS MORE RELEVANT 

THAN EVER 

Technology has changed more in the past 5 years than it has in the past 
50 years. It has fundamentally changed how people communicate in their 
day-to-day lives. The adoption of smartphones and mobile technology 
keeps us connected all the time, everywhere we go. The physical 
boundaries of time and space are going away. As the saying goes, “If it’s 
not on Facebook, it didn’t happen.” 
 
Today’s real estate professionals need to have mobile technology and 
social networking skills and know how to engage consumers by using a 
wide variety of new communication venues. Of course, that doesn’t mean 
that you should drop marketing and communication strategies that are 
currently working in your business. Rather, this course is designed to help 
you: 
 

> Understand the changes in consumer behavior and communication 

> Integrate and use new technology to run a more effective and 
efficient business, which will ultimately help you 

– Be more profitable 
– Have stronger, more trusted relationships with your clients and 

customers 
– Protect your license and your online reputation 

 

  

Slide 7 
 
I-Note: REVIEW why 
students need this 
training. As new 
technologies and web 
resources are 
developed, real estate 
professionals are able 
to use innovative 
techniques and 
strategies for 
connecting with 
prospects and serving 
clients. It is crucial that 
practitioners develop 
and maintain an online 
presence; they need to 
understand the 
concepts and 
strategies that allow 
this. 
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WHAT YOU WILL LEARN 
Day 1 
The first day of the program provides high-level digital marketing theory, 
with practical suggestions for its consistent implementation. You examine 
the modern consumer and discover how to capture and convert these 
prospects into clients. You dive into an overall online marketing strategy 
that includes how to use content to engage consumers. 
 
You study the concepts that arise in the life cycle of a lead, from capturing 
a prospect through creating a web presence, engaging through social 
strategies to managing these prospects and clients. You also learn social 
strategies to expand your influence and discover where to focus your 
efforts in social media. As a result of generating business from these 
sources, Day 1 also addresses lead management, using a contact 
relationship program to stay in touch as well as transaction management. 
 
At the end of the first day, you will understand: 
 

> The challenge of being found and how to create traffic to your online 
web presence through various tools and products 

> The hub-and-spokes strategy, including differences between owned 
content and earned and paid marketing 

> Social strategies to expand your influence and focus efforts 

> Different customer relationship management (CRM) systems that 
you can implement to manage your online business 

 

Slide 8 
I-Note: POLL students: 
 
- How many of you 
have your own 
website?  
- How many of you 
have invested in any 
paid marketing? 
- Are you creating 
content of any kind—
video, articles, photos? 
 
What if any are your 
pain points with 
managing social media 
and leads? 
 
 
Slide 9 
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Day 2 Online 
On the second day of the program, which will be available online through 
the Center for REALTOR® Development, you learn how to develop a 
social media strategy that is sustainable. You also learn how to make 
yourself more mobile, more efficient, and more profitable by integrating 
technology into your current business. 
 
Day 2 addresses new or rich media (digital photos, videos, and audio 
files), operating an e-office using cloud computing tools, and a variety of 
free or low-cost web applications to improve your business and enable 
you to work from virtually anywhere. The course talks about how you can 
organize your business to capture and convert consumer inquiries and 
direct them to the “who, what, where, why, and how” of doing business 
with you. The course discusses using social networks like Facebook, 
Twitter, and LinkedIn as well as image-focused social networks like 
Instagram and Pinterest. 
 
You learn how to use all these tools in an appropriate manner, gaining 
best practices for using social media as a business tool and how to 
facilitate your internal and external communication and marketing efforts. 
You will be able to develop a comprehensive plan to implement a digital 
marketing strategy that allows you to reach your professional goals 
regardless of changes in software, hardware, or the online landscape. 
The goal is that you will have developed an approach for thinking about 
technology and how to use it to further your business while saving money 
and time. 
 
Specific topics for Day 2 include: 

> The Gartner Hype Cycle—which technologies to watch, get, or 
avoid 

> Software programs to help you manage your finances and 
accounting 

> The suite of Google products and how you can leverage them for 
greater business and communication efficiency 

> Evernote and how you can organize notes, documents, and files in 
the cloud 

> How to uphold the NAR Code of Ethics in your digital marketing 
efforts 

> How to take better photos and videos in your marketing activities 

Slide 10 
 

I-Note: EMPHASIZE 
that the tools are not the 
important part of NAR’s 
e-PRO Certification 
program as tools are 
constantly changing. Six 
years ago, the tools 
were MySpace and 
Classmates. Today, the 
tools are Facebook and 
Twitter, and we don’t 
necessarily know what 
tools we will be working 
with in another six 
years. 
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> Managing your online reputation 
> Protecting the content you create and respecting the copyright of 

others 
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1. Connect: The Modern 
Consumer  
In this chapter: 

> Competing to connect in a digital age 
> Reaching consumers early in the process 
> Hub and spokes 
> Different types of hubs 
> Different types of spokes 

 

COMPETING TO CONNECT IN A 
DIGITAL AGE 
Today’s consumer is empowered by the digital world and inundated by 
information. Consumers believe that they carry the world’s biggest 
reference book in electronic form in their phone. They look to the Internet 
as a reference, a teacher, and often as an advisor for everything from 
learning to tie a bow tie to purchasing a house. Crowd-sourced opinions 
are the new arbiters of good and bad, and we have made the shift to an 
"attention economy," where individuals and businesses compete with 
each other for the attention of consumers. 
 
This competition had changed the way real estate professionals need to 
think about connecting with the new consumers who are the lifeblood of 
every business. The time when real estate professionals controlled the 
information on what was for sale has long passed. Today’s consumer has 
access to thousands of websites, providing information about properties 
for sale, in default, and for sale by owners; properties that have been 
foreclosed upon; and even properties that are not for sale as well as 
those that have been sold and are inaccurately advertised online. 
 
Real estate professionals need to consider how to be found in a world 
where they are not the main source of property information or even the 
immediate by-product of the consumer’s property search. In today’s 
online world, the consumer is almost drowning in property information. 
 

Slide 13 
 
I-Note: EXPLAIN  that 
the importance of 
being found is being 
supported by google 
searches and  online 
reviews. 
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EXAM QUESTION 1 
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Aside from the property search websites of real estate practitioners, 
brokerage websites, public-facing websites of multiple listing services 
(MLSs), national franchises, newspaper websites, and real estate portals 
all provide property information, often tied to content-rich websites like 
Yahoo, AOL, and The Wall Street Journal. 
 
In a competition of this nature, real estate professionals find themselves 
outspent. The portals and other professional advertising sites spend 
money, time, and human resources to ensure that their user interfaces 
(UIs) are user friendly and their sites have rich, current, and frequently 
updated property information. Real estate firms of all sizes have far larger 
budgets to spend on web design, search engine optimization (SEO), and 
search engine marketing (SEM) than any individual real estate 
practitioner or team could possibly manage. Will consumers find you 
when they look online? 
 

REACHING CONSUMERS EARLY 
IN THE PROCESS 
To compete, real estate professionals must determine which battles they 
can win against such overwhelming odds. One of the best ways to do so 
is to try to reach consumers early in the information-gathering process. 
But reaching consumers early in this process means that real estate 
professionals need to rethink the traditional three-step sales cycle where, 
according to Google's research study, Winning the Zero Moment of Truth, 
consumers who were home buyers experienced:1 
 
1. Stimulius. A consumer saw a For Sale sign for a property in a 

neighborhood where he or she wanted to live and decided to learn 
about buying a home. 

2. Shelf or The First Moment of Truth. The consumer contacted a 
real estate professional and, after weeks of learning about homes 
for sale, viewing homes, putting in offers, and negotiations, closed 
on a home. 

3. Experience or The Second Moment of Truth. The consumer 
moved into the home. 

                                                
1 Jim Lecinski. Winning the Zero Moment of Truth, 
https://www.thinkwithgoogle.com/collections/zero-moment-truth.html. 
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With the internet and available information about homes for sale, the 
consumer now experiences a four-step sales process with a Zero 
Moment of Truth (or ZMOT for short). This means that consumers 
experience: 
 
1. Stimulius. A consumer sees a For Sale sign for a property in a 

neighborhood where he or she wants to live and decides to learn 
about buying a home. 

2. Zero Moment of Truth. The consumer learns about buying a home 
and begins to look online at homes for sale. 

2. Shelf or The First Moment of Truth. The consumer contacts a real 
estate professional and, after weeks of viewing homes, putting in 
offers, and negotiations, closes on a home. 

3. Experience or The Second Moment of Truth. The consumer 
moves into the home. 

 
In the Zero Moment of Truth, today’s consumer spends hours looking 
through real estate websites, online videos, and social channels for 
information long before they begin the actual process of contacting 
agents or physically visiting houses for sale. Google and National 
Association of REALTORS® published a joint study entitled “The Digital 
House Hunt.” 
 
The study revealed the following points:2 

> Real estate–related searches on Google had grown 253 percent. 
> 52 percent of actions (for example, property searches, home value 

searches, looking up agents, reading “about me” pages, researching 
office locations) on a real estate brand site come directly from a 
local search in a search engine. 

> 89 percent of new-home shoppers use a mobile search engine at 
the onset and throughout their research. 

> Shoppers will perform an average of 11 searches prior to taking 
action on a real estate site. 

> 69 percent of home shoppers who take action on a real estate brand 
site begin their research with a local term, such as <Mytown> 
homes for sale, in a search engine. 

                                                
2 The Digital House Hunt: Consumer and Market Trends in Real Estate. National 
Association of REALTORS® and Google. 

Slide 19 
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As shown in Figure 1.1, the study also showed that YouTube was the 
number one site consumers searched for information, followed by 
brokerage websites, Google Video, and then consumer-generated online 
reviews, all of which outperformed portal websites. 
 

Figure 1.1: Use of Online Home Video Research 
 

 

 
 
Source: The Digital House Hunt: Consumer and Market Trends in Real 
Estate. National Association of REALTORS® and Google. 
 
So, although property search may not provide the “keys to the kingdom,” 
good content from local real estate professionals just might. For example, 
the study showed that 86 percent of consumers watched video to find out 
more about a specific community and that finding an agent and agent-
related searches on YouTube grew 46 percent year over year. Logically, 
creating simple videos about the area in which you work and live 
combined with information about you provides an easy way for 
consumers to find you when they search online. 
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I-Note: EMPHASIZE 
the concept that good 
content from local real 
estate professionals 
just might provide the 
keys to the kingdom. 
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Marketing in the Zero Moment of Truth is more a marathon than a sprint. 
The idea is to create content that homeowners are looking for branded in 
a way that helps them identify you with the area, not as the number one 
salesperson but as a neighborhood expert who has deep knowledge 
about your market and area. Unlike the “lead” inquiry on a specific 
property, the content you create—blogs, photos, and videos—should help 
consumers find you while they’re doing their initial research and will make 
consumers comfortable with you as they begin to associate your name 
with the information they’re gathering about the areas they investigate. 
 

The Power of the Long Tail 
When you create content to attract consumers early in the information-
gathering process or Zero Moment of Truth, be mindful about the 
keywords you use. As a general rule, the more specific the keywords, the 
better your chances to rank higher in organic search results. Why is this 
so? The answer is the Long Tail, a theory developed by Chris Anderson, 
editor-in-chief of Wired magazine. In his book titled The Long Tail, 
Anderson asserted that the cumulative value of small communities (or 
low-demand markets) outweighs the benefit of large communities (or 
high-demand markets). 
 
According to Anderson: “The theory of the Long Tail is that our culture 
and economy is increasingly shifting away from a focus on a relatively 
small number of ‘hits’ (mainstream products and markets) at the head of 
the demand curve and toward a huge number of niches in the tail,” as 
shown in Figure 1.2. 
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Figure 1.2: Visualizing the Long Tail 
 

 

 
Anderson noted: “We are turning from a mass market back into a niche 
nation, defined now not by our geography but by our interests.” Calling 
the head of the graph the “bestseller bin,” and the tail the “infinite aisle,” 
Anderson quotes former music industry Kevin Laws who bluntly stated: 
“The biggest money is in the smallest sales.” Recognition of the Long Tail 
has led to the birth of hyper-local and other niche marketing strategies.   
 
This theory led people to think about the smaller markets that created the 
"infinite aisle" and to recognize the importance of reaching them. As a 
real estate professional, you don't need to reach the larger markets if the 
smaller markets can provide you with sufficient consumer contacts  to fuel 
your business. Even real estate brokerages can compete more effectively 
for terms that aren't "best sellers" but are more reflective of their 
geographic or demo graphic marketplace.  
 
A simple way of viewing the value of Long Tail keywords is to think about 
fishermen. Every fisherman knows that the best places to catch fish are 
where the places where fish congregate. The problem is that when a 
place becomes known, everyone goes there to compete to catch the 
limited number of fish in that location. Smart fishermen look for places 
where there are fewer fish, but less competition. Those are the places to 
seek in creating a Long Tail strategy. Like fishermen, we all compete to 
reach consumers, and when there is greater competition, it is more 
difficult to either rank organically in search engine results or to outspend 
our larger competitors with paid advertising and it is here that the Long 

Slide 25 
 
I-Note: SHARE 
another example of the 
Long Tail. The 
cumulative effect of all 
of an agent's online 
actions even on 
different sites (photos 
posted on Flickr, 
Twitter messages, 
Foursquare check-ins 
and Facebook posts) 
add up to create more 
places for agents to be 
found. 
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Tail can be our friend. By choosing keywords or keyword strings that are 
used by smaller but sufficient groups of consumers, we can fine tune our 
strategy to reach the consumers we want to reach. It would be really hard 
to compete for a "best seller" like "houses for sale in Philadelphia." It 
would be still difficult to compete for phrases like "houses for sale in 
Northeast Philadelphia" or "row houses in Northeast Philadelphia for 
sale." 
 
But easier to compete for "Society Hill condos near dog parks for sale" 
(limiting your search by specific neighborhood and interest). Demographic 
specialization becomes even easier using new technology because you 
aren’t geographically restricted. For example, we are all familiar with 
those real estate salespeople who have become valued members of 
fraternal or charitable organizations with no real estate needs only to find 
that the salesperson had become the person the members of the 
organization turned to when they needed a real estate expert. People 
who seek to connect with individuals who have specialized real estate 
needs or with non-real estate communities can create an effective online 
strategy so they can be the real estate specialist when community 
members have a real estate need. 
 

HUB AND SPOKES 
All of your efforts to create meaningful consumer content should direct 
consumers to a place where you can obtain their contact information and 
collect information about their needs and wants. This place is called a 
hub. Your hub is the foundation of your digital presence. It’s your home 
base—the place you want to drive consumers to so that you can do 
business with them. You use your hub to demonstrate expertise, build 
community, and capture and convert clients. As shown in Figure 1.3, 
spokes are touch points where you interact with your community or 
communities in all of your digital activities and, in many cases, your offline 
activities, as well. You can use the engagement and interaction that occur 
in the spokes to drive traffic back to your hub. 
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Figure 1.3: Visualizing Your Hub and Spokes 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Although participation in a variety of places is essential to building a 
strong online presence, many real estate professionals are getting 
disappointing results from their online activities because they don’t have a 
way to capture information and convert connections into clients. The hub 
is the vehicle where the essential capture and conversion process takes 
place. 
 

Key Components of Your Hub 
Your hub is the central location where all your online and offline 
marketing sends clients and prospects. The information you have used in 
your various online profiles is amplified and reiterated here. Although the 
audience for any of your online profiles may be restricted to participants in 
that community, your hub is a more public place to display and promote 
your personal and business information. Because all your online profiles 
should be consistent and reinforce each other while being appropriate for 

I-Note: GIVE every 
student seven sticky 
notes. DIVIDE 
students into groups. 
Have them write down 
different hubs and 
spokes they are 
interested in using. 
INSTRUCT students to 
put their notes on a 
white board or a wall. 
TELL students to sort 
the sticky notes into 
two groups: hubs and 
spokes. Once this is 
done, ASK each group 
to share their notes. 

 



 1. Connect: The Modern Consumer 

23   

the online venue for which they’re provided, you should be able to 
repurpose some of that information for this deeper and more thorough 
location. 
 
There’s an old saying in sales that consumers don’t care what you know 
until they know what you care about, so your hub should demonstrate the 
following points in a professional manner: 
 
 Who you are: 

– What are your core values? 
– What are your interests? 

 What you know: 

– Many agents say that they’re number one. Telling consumers 
that you’re number one doesn’t demonstrate expertise, it 
demonstrates ego. Today’s consumers don’t care what you 
claim; they care about your expertise. 

 Where you are: 

– Real estate expertise is local. Practice varies from state to 
state, region to region, and sometimes even town to town. 
Consumers want to hire someone who understands the area 
and community of interest as well as the customary usages 
and laws. Demonstrating your connections to the area you 
serve is important. 

 Why they should care: 

– People need to be able to connect with you. Online, as in 
person, the first way to connect with someone is by finding 
common ground. Common ground could be a hobby you 
enjoy, a sports team you root for, a favorite restaurant, the 
place you grew up, the high school you attended, or any 
experience that you and the other person share. Areas of 
common ground are an important first step in creating a 
rapport and building a relationship with a consumer. Think 
about how consumers may react to content you share on your 
hub, because it’s something you have in common with them. 
How they will feel if you’re providing them with something they 

Slide 32 
EXAM QUESTION 3 
 
I-Note: ASK students 
share examples of key 
components (who they 
are, what they klnow, 
where they are…) that 
have worked for their 
hub. BE PREPARED 
with examples of your 
own if students cannot. 
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want and value? These social techniques predispose people 
to like and trust you, making them more likely to contact you. 

 How you do what you do: 

– Many consumers think that all real estate licensees are 
created equally, but as salespeople, we strive to be different 
and set ourselves apart from the pack. Here’s where you can 
establish your point of differentiation. Are you an investment 
expert? A specialist in historic homes? Someone skilled at 
working with first-time home buyers? Or, do you use 
technology in a unique manner that makes it easier for the 
buyer or seller to work with you? Whatever your business 
model or methods, here’s the place to exhibit them so you 
stand out. 

 How to contact you: 

– When you interact with consumers on other sites, they may 
head back to your hub to find more information about you and 
how to reach you. Make it easy for them to contact you. 

 
Calls to Action 
Your hub should offer consumers something of value that inspires them to 
take action. For example, you might offer white papers on topics that 
interest your target market or a means of subscribing to your property 
feed or blog. Calls to action (CTAs) are where real estate professionals 
can capture and convert consumers into clients. 
 
CTAs may include: 

> Sales: 

– Learn more 
– Register 

> Marketing: 

– Sign up 
– Feedback 
– Share 
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For example, your hub might include any of the following elements: 

> Search for properties. 
> What is our home worth? 
> Receive email updates about market statistics. 
> Learn about the neighborhood. 
> Request more information. 
> Download a checklist or whitepaper. 
 
Keep registration processes as simple as possible. Registration forms 
that are overly detailed can turn consumers away. Fields for first name, 
last name, email address, phone number, and the ability to enter a 
specific message are generally sufficient. Only require them to submit an 
email to contact you. 

 
DIFFERENT TYPES OF HUBS 
You can use many different types of hubs as the home base for your 
business. You may already have one or more of them that you could 
enhance to include the key components of a successful hub. 
 

Website 
A website can be used as the Hub of your business, but don’t make the 
mistake that many agents did in the early 2000s. If consumers go to your 
website, they aren’t going to be compelled by a large glossy photo of you 
and generic home buying and selling tips. Your website should be 
customized to include the key components for your Hub. 
  
Property information is key to many websites such as this, and creating a 
larger inventory of properties has long been thought of as a fundamental 
need. As a result, IDX policy was adopted by NAR in May 2000. 
  
IDX (Internet Data Exchange) gives MLS participants the tool they need 
to display each other’s listings on their Internet websites. Under IDX 
brokers consent to display each other’s listings online. 
 
IDX home search can be a valuable tool to capture and convert clients 
once they land on your site, but it’s not enough. By demonstrating who 
you are, what you know, and how you work—as Maria Babaev, MBA, 

I-Note: EXPLAIN  that 
there are different 
types of hubs. Remind 
students that they 
should try 
implementing what is 
already available to 
them. Websites can 
cost anywhere from $5 
to thousands of dollars 
per month. 
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does with her website, LuxuryLongIsland.com (Figure 1.4)—you have an 
opportunity to gain the attraction and the trust of prospective customers 
most likely to work with you because of your unique personality and skill 
set. It’s more likely that someone will choose you because they like or 
trust you than because they happened to see a property on a site you’re 
attached to. 
 

Figure 1.4: www.LuxuryLongIsland.com 
 

 

  
Source: Reprinted with permission of Maria Babaev, MBA, e-PRO®, 
SFR®. 
 
If you don't have a website, but want to create one, consider a 
customized agent website from Placester. Placester is a REALTOR 
Benefits® Program partner and offers NAR members an Agent, Broker, or 
Single Property website with the following features: 

> Quick setup 
> Several available site designs 
> Custom branding. Including company logo, slogan, and color 

scheme 
> Powerful IDX search, including advanced search 

Slide 34 

Maria's website 
offers rich IDX 
search capability, 
including the ability 
for consumers to 
conduct searches 
in 12 different 
languages. Maria's 
website also 
encourages 
consumers to meet 
Maria and her team 
and to read 
testimonials. 
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> Mobile-friendly (responsive) site design 
> Slideshow to showcase your city and featured listings 
> No ads 
> Built-in settings for lead capture 
> Location maps for your listings 
> Social media sharing, allowing consumers to share your listings on 

Pinterest, Facebook, Twitter, LinkedIn, and Google Plus 
> Blogging functionality 
> The ability to publish client testimonials 
> Reliable hassle-free hosting 
> Amazing support 

 

 
 
Pricing begins at $5 per month. Members  who claim their .REALTOR 
domain will receive six months of free website hosting and design from 
Placester. To learn more about agent websites and other Placester offers, 
visit www.placester.com/NAR. To claim your .REALTOR profile, visit 
https://www.claim.realtor. 

Reinforce your value and 
brand as a REALTOR® 
by claiming your 
.REALTOR domain. NAR 
is giving away FREE 
.REALTOR domains, one 
per member for one year. 
To learn more, visit 
www.about.REALTOR. 
 

All Placester sites allow 
you to showcase your city 
and listings in a 
slideshow. As a unique 
benefit only available to 
NAR members, Placester 
also offers a themed 
template which features 
REALTOR® trademarks 
and value statement.  To 
learn more about all the 
features included in this 
design, visit 
www.placester.com/NAR. 

http://www.placester.com/NAR
https://www.claim.realtor/
http://www.about.realtor/
http://www.placester.com/NAR
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Blog 
Contact management systems or blogging platforms like WordPress are 
being used as hubs because of their ability to incorporate IDX search as 
well as other functionality of a website. Incorporating video, downloads, 
and photos is easy because the UI is user friendly, unlike a website on 
which coding knowledge may be required. 
 
A blog can be defined simply as a website that has regular entries 
typically displayed in reverse-chronological order. Blogging is time 
consuming, but it’s also one of the most effective methods of 
demonstrating the key elements of the hub. Using a blog as your hub is 
also an excellent way to increase your rank in organic (unpaid) searches. 
 
The differences between a blog and a website have been vanishing in the 
past few years as blogging platforms have changed and websites have 
become more fully featured. Many blogging platforms have added 
features, giving them the journaling function of a blog combined with the 
features of a more traditional website that has multiple pages and the 
ability to add video, photos, documents, and real estate listing and area 
information. 
 
When blogging first became popular in the real estate industry, most real 
estate professionals had a static website and a separate blog. Today, you 
will find that many bloggers now use one platform, or hub, that includes 
the elements of the blog and additional pages of content, including an IDX 
property search to make a full-featured site. 
 
A blog platform is a useful hub because it’s easy to personalize, easy to 
change, and flexible. For an example of an effectively designed blog, see 
Blog by the Bay (Figure 1.5). 
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Figure 1.5: www.blogbythebay.com 
 

 

 
 
Source: Reprinted with permission of Ginger Wilcox, CRS®, e-PRO®, GRI. 

This blog offers consumers 
an option to sign up for a 
newsletter and market 
stats by using a simple 
registration form. 
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“Squeeze” or Landing Page 
These pages are single-page sites that make an offer of a product or 
downloadable document, with relevant and audience-specific material in 
exchange for contact information. So, you can take some of the questions 
that you are most commonly asked and generate a white paper, the most 
popular and most-shared format of which is a “Top 5” or list-like series 
(called listicles).  
 
The optimal format for a squeeze or landing page is a two-step opt-in, 
which allows visitors to digest the CTA on the landing page, as well as 
some highlights on what they will obtain when they download the 
document. Upon deciding to do so, they select Download Now, and then 
they are taken to a second window that asks for their name and email 
address. This two-step process (as opposed to providing information and 
asking for their personal stats all on one page) increases conversion by 
30 percent.3 The following example is a one-step opt-in. Century 21 
Advantage Gold has landing pages (see Figure 1.6) that offer consumers 
a free real estate market report for the greater Philadelphia area. 
 
Figure 1.6: Landing Page Example from Century 21 Advantage Gold   

 

 
 
Source: Reprinted with permission of Century 21 Advantage Gold. 

                                                
3 LeadPages™. 15 Landing Page Trends from Rising Companies, Designers, 
and Our 25,000+ Users, http://blog.leadpages.net/landing-page-trends. 
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Business Card Site 
Business card sites can act as a hub for agents who have a wide variety 
of interests and a broad online presence. Business card sites are an 
aggregator for all of the places you can be found on the web. For an 
example, see Figure 1.7.  
 

Figure 1.7: Business Card Site for Anne M. Rubin 
 

 

 
 

Source: Reprinted with permission of Anne M. Rubin, CRS, e-PRO®, GRI. 
 
The most obvious benefit is the ease of modification and the ability to 
make changes quickly and simply. They are the equivalent of a digital 
billboard. Even if you choose not to use a business card site as your hub, 
there’s a benefit to having a website devoted to you, bearing your name 
and informing consumers about your experience and services, making it 
easy for them to find you when they search for you by name. 
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THE SPOKES 
As explained earlier, the spokes, when implemented correctly and 
effectively, drive traffic to your hub. Spokes can be traditional (nondigital) 
or digital. 
 
Traditional (nondigital) spokes include: 

> Printed business cards 
> Yard signs 
> Direct-mail campaigns 
> Printed marketing collateral like brochures and flyers 
> Printed newspaper ads 
> Home book magazine 
 
Digital spokes include: 

> Blogs that have rich content optimized for real estate searches  
> Facebook business page, where you can connect with those in your 

sphere who “Like” your page  
> Videos of your listings or the neighborhoods you serve at YouTube  
> Drip email campaigns that incorporate digital newsletters or short 

video clips  
> Agent profile content in directories such as portals and rating review 

websites   
> Single-property websites 
> Purchasing URLs to redirect traffic to your hub 
> Paid marketing on social networks like Facebook (sponsored posts) 

and Twitter 
> Electronic press releases announcing your most recent productivity 

award or credential 
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I-Note: ASK students 
about the digital 
spokes that they want 
to incorporate in their 
marketing going 
forward. ENCOURAGE 
them to identify a date 
by which they will 
research and 
implement the digital 
marketing effort. 
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2. Get Found: Owned 
Content 

 

In this chapter: 

> What is owned content? 
> Property search: the main feed 
> Your own/owned content: thinking outside the MLS property data 

form 
 

WHAT IS OWNED CONTENT? 
Owned content is content that you pay to publish on your hub, like your 
agent or company website or blog. Examples of owned content include: 

> Property information (listings and sold data, where allowed by state 
law) 

> Facebook business page updates 
> Copy for drip email campaigns 
> Community videos 
> Neighborhood and community information 
> Buyer and seller tips that you host 
 
Owned content is also content you can publish at spokes such as email 
blasts, press releases, or single-property websites. Owned content helps 
you create and reinforce your personal or company brand by providing 
consistent messaging at the places and times of your choosing. 

 
PROPERTY SEARCH: THE MAIN 
FEED 
Although property search may be available on a variety of sites, giving 
consumers the ability to search for properties on your website is an 
accommodation that allows consumers to acquire property information 
easily that you host. As a listing agent or part of a firm, you have to think 
about how you are going to share and publish your listings. As a buyer 
agent, you must think about how you might use the different data feeds 
that your MLS supplies for public consumption. 
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Internet Data Exchange and Virtual Office 
Websites 
For broker-to-broker sharing, two types of data feeds provide property 
data for consumers, each offering a different consumer experience: IDX 
sites and Virtual Office Websites (VOWs). 
 
An IDX Site Is an Advertising Site. IDX sites may or may not require 
registration. The information that the MLS provides includes only those 
listing brokerages that have opted into the program and is the most 
popular type of agent and brokerage property website. Consumers may 
or may not have to register to perform property searches: The business 
policies of the company or agent who owns the site make that 
determination. 
 
The VOW Is a Business Site. That said, though, a VOW also provides 
some advertising benefits to the site operator. This site requires that 
consumers register before they can perform property searches, 
establishing a business relationship between the consumer and the 
owner of the website. As a result, after consumers have registered, they 
are considered clients of the company operating the website and are 
given exposure to listings in an online equivalent of the experience they 
might have if they were actually in the real estate office, viewing listing 
information with a salesperson. 
 

Syndication 
Unlike IDX or VOWs, where brokers use MLS data to power property 
searches on their own websites, syndication is the distribution of listing 
data to third-party sites. These sites can include national portals like 
Zillow, Trulia, and REALTOR.com; large, national franchise sites; regional 
publishers like newspaper real estate sections; and other property sites. 
On these sites, unlike broker-controlled or MLS sites, the publishers are 
not bound by MLS rules or NAR’s Code of Ethics. 
 
There are four types of syndication feeds, differentiated by the entity 
authorizing the syndication and whether it is automatic or manual: 

1. Syndication by dashboard or syndication channel manager 
(ListHub, Zillow Dashboard, etc.) 

2. Direct syndication by the MLS 
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3. Direct syndication by the brokerage 
4. Manual feed 

 

The differences between these feed types are simple. When there’s direct 
syndication, by either an MLS or a brokerage, both parties sign a third-
party data agreement that details the terms of the syndication and the 
rights and obligations of both parties to the contract. In these instances, 
the individual agent has little or no input. In the manual feed, listings are 
added to other sites one by one, and the listing agent is then responsible 
for monitoring the information and making sure it’s current and 
appropriate. Using a dashboard or syndication channel manager is a way 
to determine which destinations receive the brokerage or agent’s listings. 
The choices are limited to those channels that have entered into contracts 
with the dashboard or channel manager operator, and the terms of those 
contracts may or may not be made available to the participants 
depending on the business practices of the dashboard or channel 
manager. 
 
Syndication is not an activity MLSs require, and brokerage firms are given 
the opportunity to opt their listings out of syndication. Initially, syndication 
was perceived as a benefit to the seller and the listing agent because it 
provided widespread exposure for the property. In its early days, Point2, a 
syndication channel manager, used the phrase distribution trumps 
destination to explain that it was better to have the information anyplace 
the consumer might go than try to direct the consumer to a specific 
destination, such as your website. As syndication has grown substantially 
in the past 10 years, many practitioners have accepted it as necessary for 
properly exposing a property to the marketplace. Syndication is not 
without problems, however. 
 
All sites that feature property information compete with the real estate 
practitioners’ sites for consumer attention. In addition, as duplication, 
errors, and other data-accuracy issues have surfaced, syndication has 
become in the minds of many a necessary evil. Agents are fearful that 
potential sellers will see not syndicating to larger property sites 
negatively, and brokers hesitate to limit syndication because they’re 
concerned that their agents will view it as a competitive disadvantage. 
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In today’s marketplace, thoughtful syndication has become an important 
consideration for brokerages and agents. It starts with an understanding 
of where the national sites get their property information and what they do 
with it. 
 
Property sites typically seek a variety of property information, including 
property feeds from brokers. They purchase public records in many parts 
of the country; seek agreements with national franchisors; direct 
agreements with MLSs, when possible; direct agreements with large 
brokerages, when possible; incorporate feeds from sellers of bank-owned 
properties from the U.S. Department of Housing and Urban Development, 
Fannie Mae, Freddie Mac, and others; and even use direct information 
from homeowners who are selling privately. 
 
Obviously, these sources often provide information about the same 
properties but from different perspectives—in most cases, from the 
perspective of the source providing the information. For example, a 
company that sells real estate–owned (REO) properties for Freddie Mac 
might send a property that it has listed. Freddie Mac will send the same 
property, the broker’s national franchiser might also send that property, 
and the MLS might have a syndication agreement. Add the public record 
information, and the portal may now have as many as four slightly 
different versions of the property information, each featuring the listing 
broker or agent in a slightly different manner because each information 
provider wants consumers to see it as the primary source of information. 
 
The portal generally has trumping rules that determine which feed has 
priority in publishing, and that doesn’t always result in publication of an 
agent-friendly version. Trumping also handles the deduplication of listings 
that sites receive from multiple data sources. Not all publishers 
deduplicate listings, but all do have rules for determining which version of 
the listing is displayed. Therefore, thoughtful syndication must extend to 
reviewing the version of your listing that each site you syndicate to has 
published. 
 
Finally, there’s the issue of advertising by other agents or brokers that 
appears on the pages displaying your listing, the lack of prominence in 
the placement of the listing agent’s photo, or a link back to the agent or 
brokerage website. 
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Your decision to syndicate should be an extension of your brokerage’s 
syndication policy, and there’s no shortage of brokerage policies. Some 
brokerages don’t syndicate listings, leaving the decision to the individual 
agent. To provide MLS with an automated feed of listings, your broker 
must obtain or authorize the feed. 
 
Although we live in a world where we accept the Terms of Use (TOU) 
agreements on websites and software without reading them, that’s not a 
good idea with syndication. Before you approve an agreement that sends 
information to any third-party site, read and understand the website’s 
TOU. 
 
For example, publishing to some sites provides them with a license in 
perpetuity to use the data you send them. Some site agreements reserve 
the copyright for you, and others give the copyright to the site. Some sites 
indemnify you, and other sites expect you to indemnify them. Some TOUs 
give sites the right to sublicense the information to other sites, and you 
have no control at all over what happens to the data at that point. 
 
When listings are sublicensed or sent to other sites, they may not be 
updated in a timely manner, and you need to remember that under 
Article 12 of the Code of Ethics, it is your responsibility to remove 
property information that is outdated or inaccurate from any website that 
you publish to, even indirectly. 
 
To maximize your property syndication, try to negotiate some or all of the 
following elements: 
 
 Insist on top billing for listing agents, with their picture, phone 

number, email address, and company information (to ensure 
regulatory compliance). 

 Provide a link for consumers to email the listing agent directly. 
 Place contact information and email addresses in remarks. 
 Do not duplicate your listing. 
 Keep all listings current. 
 Direct links to the company or agent website. 
 Do not use sublicensing that doesn’t provide all of the above 

elements. 
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Single-Property Websites 
Single-property websites are those dedicated to one listing, usually on a 
custom domain with the property address. Most single-property websites 
have a number of templates to choose from and a simple Web-based 
interface for real estate professionals to upload property information and 
photographs. 
 
Fees are often based on a per-listing charge or a monthly fee for a set 
number of listings. Most vendors syndicate your listing to other online 
verticals, as well. Single-property websites are popular with sellers who 
like having their own custom website for the sale of the home. Single-
property websites are generally quick to deploy. Their downside is the 
diversion of potential web traffic to a real estate professional’s main 
website. 
 
Common Features 

> Features a single home or property 
> Unique domain name (usually the property address) 
> Photo gallery with property images 
> Virtual tour of property 
> Map and directions 
> Listing agent or broker information 
> Lead-generation forms 
 
Benefits 

> Dedication to Marketing Your Listings. A property website 
dedicated to individual listings indicates to prospective clients that 
you mean business and know your market, making you stand out 
when it’s time for them to choose their agent. 

> Grow Your Sphere of Influence. Many of these products provide 
the ability to link to social media sites, greatly expanding your 
marketing reach. 

> Save Time and Money. These sites are a cost-effective way to 
target your marketing dollars and reduce the amount of time you 
spend on hands-on marketing activities. 
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Overall, single-property websites appear to be popular with consumers 
because they quickly provide the exact information consumers are 
looking for. 
 
Single-property website vendors include AgencyLogic 
(www.agencylogic.com), Listing Domains (www.listingdomains.com), 
Listings Unlimited (www.listingsunlimited.com), and RealBird Listing 
Publisher (www.realbird.com). 
 
 

Optimize Each Site 
It’s important to use single-property websites optimally. The last thing you 
want is an unwieldy list of web pages for every property in your inventory 
that contains little or no visibility or value. These single-property websites 
should help you impress your seller and sell the home you’re featuring, so 
make sure you use them purposefully. 
 
Visual impact is critical, so the overall look and feel of the site itself should 
be aesthetically pleasing (see Figure 2.1 for an example of an 
AgencyLogic single-property website). Any photos or video (virtual tour) 
you use should be of the highest quality. Also, be sure to add zoom-in 
and zoom-out features. 
 
Well-written copy and information about the property will answer a lot of 
questions up front for consumers, so be sure to include such information. 
The last thing you want is for potential customers to feel frustrated 
because they can’t find the information they’re looking for on a property 
they’re excited about. 
 
To increase the conversion value of each site, be sure to include a well-
defined CTA. Without this, a website will have an extremely difficult time 
converting visitors to leads or sales. If you’re unsure about which CTA to 
use, do some research. Check out other sites to see what they’re doing, 
what works, and what doesn’t. The time you put in here will pay off in the 
long run. 
 
Last but certainly not least, don’t forget to include your contact 
information. Make sure any prospects viewing the site can quickly and 
easily contact you with inquiries. 
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Figure 2.1: An AgencyLogic Single-Property Website 
 

 

  
Source: Reprinted with permission of AgencyLogic. 
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YOUR OWN/OWNED CONTENT: 
THINKING OUTSIDE THE MLS 
PROPERTY DATA FORM 
So far, this chapter has given you ways to maximize the syndication of 
your listings. You’ve also looked at one-off strategies, such as single-
property websites, that can help amplify your SEO efforts. But what about 
all of the other content you can create (and own) that isn’t contained in an 
MLS property data form? Ideas for relevant content are limitless. 
Consider any of the following: 
 
 Market updates  
 Pocket listings 
 Resale housing inventory levels 
 New-home construction development 
 Cost versus value of specific home upgrades 
 Staging tips and strategies 
 Real estate investment activity 
 Appraisals 
 Appealing property tax assessments 
 New businesses and employers in the area 
 Changes in transit 

Next, think about how you want to curate your content. Should your 
content be video based, primarily photos, or written articles? We'll explore 
each in the sections that follow.  
 

Video 
Are you a natural with video? Video is a rich method of communication 
that allows consumers to hear and see what you’re saying or showing. 
There are multiple ways to create relevant video content for consumers: 

> You are the subject and narrator. Whether you’re discussing what’s 
happening in the market, answering consumer questions, or talking 
about the latest trends in home design, video can be a powerful way 
to blog without writing a word. 
 

> Others are the subject and narrator. By interviewing others, you 
don’t have to be on camera. You could have an entire blog with 

I-Note: MAKE SURE 
you are comfortable 
with MLS data so 
you can 
communicate how to 
create market update 
reports from MLS or 
RPR. EXPLAIN how 
best to display this 
content.  
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others telling the story of your community. Interview shopkeepers, 
locals, historians, politicians, principals, and so on. 

 
> Your community is the subject, and you are the narrator. Consider 

commenting as you walk through your community with a video 
camera in hand, or let the sounds of the community do the talking. 
Capture your community live in action, and showcase it to 
prospective buyers in your community through a video blog. 

 
Whether you create videos on your own or hire someone, here are some 
quick tips: 
 
 Make your videos short and sweet: 

– The ideal length is between 60 seconds and 3 minutes. If you 
go over 3 minutes, you will lose the prospect.  

 Use your voice: 

– Videos that have just pictures and music can’t sell. Your voice 
can help point out the features that make a house a home 
while creating a connection with the viewer. 

 If you end up starring in your video, remember to represent your 
brand: 

– Look professional. 
– Wear solid colors, which work best. 
– Avoid white around your face. 
– Plan your setting. 
– Pay attention to lighting, sound, focus, and framing of your 

subject. 
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Video is an all-purpose medium, and you can tap it for a variety of uses 
(see Figure 2.2): 
 

> Testimonials. Record video testimonials from your past clients. Let 
them tell your story! 

> Education. Answer commonly asked questions, like what to expect 
during the home-buying process. Give it to all new buyer clients. Or, 
address what’s happening in the market. Market stats can be boring 
when written, so make it interesting by providing your commentary. 

> Buyer Tours. Send video emails of homes you have previewed for 
your buyers. (Get the listing agent’s permission first!) 

> 24x7 Tours of Homes. Pictures can show the feel of a home, while 
video can tell the actual story. Discuss the features of each room in 
the home. Capture testimonials from the sellers regarding their 
favorite features of the home and neighborhood. 

> Virtual Community Tours. Showcase your community to 
prospective buyers. People don’t just buy homes; they buy 
communities. 

> Interviews with Local Business Owners. Ask them what makes 
their business unique. Make sure you get their name and contact 
information to follow up with them. Let them know you will contact 
them after you have posted the video. Also, specify where you post 
the video (preferably your hub—your own site). 

> Interviews with School Principals or Local Event Organizers. 
Ask principals about the school's most recent accomplishments. 
Talk with event organizers about what makes their event unique and 
what visitors will gain as the result of attending.  

> Just-Moved Announcement. Help your happy home buyers show 
off their new home! Create a video of their home and neighborhood 
for new home buyers to send to their friends. 
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Figure 2.2: Simple Steps for Creating Video Content with Your 
Smartphone 

 

1. Pretend a long-lost friend is coming to visit you, and think about 
where you would want to take them. Then, write a list of those 
places in your town or neighborhood—your favorite diner or coffee 
house; a local park or monument; the elementary, middle, and 
high school; the local library, etc. 

2. Set up and memorize simple intro and “outro” scripts, for example, 
“This is Sam Smith from Hometown Realty in MyTown. I’m 
standing in front of MyTown’s courthouse, a Victorian structure 
built in 1899. This beautiful granite building is the pride of our town 
square and stands over a lovely small park area where people feel 
free to walk, gather, or just enjoy a quick lunch break from work. If 
you need any more information about MyTown, please feel free to 
reach out to me, Sam Smith from Hometown Realty, at 555/555-
1212.” 

3. Choose a sunny day. 
4. Go somewhere in your market, and take a video of the place you 

want to talk about. 
5. Use a microphone for better sound quality. 
6. Title it with your town and state in a consistent manner (using your 

town and state for reference—for example, Rittenhouse Square in 
Philadelphia, Penn., or Parks in Philadelphia, Penn. Rittenhouse 
Square). 

7. Post it to YouTube, Google Videos, and your own website, and 
then share it to your social networks. 

 
When you have shot your video, edited it, and are happy with the results, 
what do you do now? You post it, of course! The first places video-
sharing services such as YouTube.com and Vimeo.com. After you have 
uploaded your videos to your profile, you can share it anywhere across 
the Web. We always suggest making every link or online marketing piece 
you create send you back to your hub. So, post your video there first, with 
some insider comments that make it distinct from the other places you 
may post it. Next, use the same link to your main hub, and post it to your 
blog, Facebook business page, or your LinkedIn page. If this process is 
confusing, don’t worry: Day 2 of this certification program will provide 
more in-depth information about all these topics.

I-Note: OFFER 
resources for those 
new to video. 
SUGGEST finding a 
wedding 
videographer. 
Videographers know 
how to tell a story. If 
agents offer 
consistent work to 
videographers, 
video costs may be 
reasonable. 
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Practitioner Perspective:  
Kim V. Colaprete, Team Diva Real Estate, Seattle, WA 

 

 
How do you integrate video in your real estate business?  
 
We Divas love video! And we love to have fun with our video 
shoots. We started using video about five years ago and have 
been slowing expanding in the ways we use video in our business.   
 
First, we create a video for all of our listings—regardless of 
whether we think it will sell in 5 days or 50 days and regardless of 
price. And we try to make them all as unique and quirky as the 
homes we list. We just launched a new website called “Move to 
Capitol Hill.” For that site we divided Capitol Hill into 16 different 
microhoods and created mini videos for all of the hoods.  
 
Lastly, Divas love to have fun! And video is the perfect medium for imparting just how non-traditional, 
creative, and savvy we Divas are in our profession. For us, video is all about how to we stand out 
from the crowd, not just professionally but personally. 
 
How should real estate professionals start using video in their business? 
 
Cheesy as it sounds… selfies! Stop making excuses, get out that iPhone and shoot a video for your 
peeps. You could start with just shooting a quick video to congratulate clients on their home closing 
or to say thank you to a friend or client for a referral. Next, try shooting a quick video when you find a 
great new coffee shop in your hood. Ask the owner or folks working there if it is ok to shoot the video 
first. Your video gives people a chance to see you are “in the know” about what is going on in your 
neighborhood or community. 
 
We also strongly feel that any agent who has solid listing business or who wants to build up their 
listing business NEEDS to be using video as part of their marketing. And we do not mean picking 
and choosing only the best homes to video. Make it a consistent part of all your listing marketing. It 
will make a huge difference between you and other agents in your marketplace. 
  
If you do not know a videographer then spread the word. Ask an agent you know who does video 
already, go to a local college or arts school and find a student who needs the experience, post on 
Facebook, get the word out to all your peeps that you are in need a video person. Trust me – seek 
and you shall find! Want to see some of our Diva TV videos? Just go to 
http://teamdivarealestate.com/diva-tv/. 

Photo 

 

http://teamdivarealestate.com/diva-tv/
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Photos are an excellent way to showcase your community without having 
to write a lot of content. Pictures on their own can tell an entire story. 
Walk your community, and let your photos capture the essence of where 
you live and work. 
 
The current and ever-evolving era of social media marketing is the 
biggest boon to real estate agents since the creation of MLS, and with the 
predominance of smartphone users, it’s becoming eponymous with a 
successful real estate career. The reason is that there’s no easier way to 
keep your past, present, and future clients and customers in close contact 
than maintaining an active presence on the Web. Real estate 
professionals who use blogs, online communities, social media, and 
carefully curated email newsletters have the power to reach hundreds of 
people every day for a small investment of time and effort, as Teresa 
Boardman does in St. Paul with her photo blog, St. Paul, MN Photos 
(Figure 2.3). 
 
In this current era of social media marketing, the most highly viewed 
posts are image posts. Yes, videos are fantastic for some situations, and 
text posts can be wonderful and heartfelt, as well, but photos are the 
current king of content because they take the viewer no time to recognize 
and interact with an image post as opposed to having to load and watch a 
video or read and comprehend a long text post. In fact, most people just 
skip over most text posts longer than three or four sentences unless they 
are particularly intriguing, and those extra fractions of a second seem to 
be far too much effort for the average short attention span that social 
media fans have. What does that mean for you as a real estate 
professional? Well, post a lot of pictures! Take pictures with your 
smartphone of the properties you’re viewing, of the great staging and 
design ideas you’ve seen, and of interesting (even mildly interesting) 
things you see during the course of your day. Just keep the “selfies” to a 
dull roar, and take it easy on reposting images that you didn’t create: Self-
generated content is preferred. And don’t forget to caption the photo and 
add a few #hashtags to help guide viewers as to what they’re looking at 
and where the photo was taken. 
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Figure 2.3: Teresa Boardman's Photo Blog: St. Paul, MN Photos  
 

 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  

 
 

Source: Reprinted with permission of Teresa Boardman. © 2015 Teresa 
Boardman, http://stpaulphotos.com. 
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Written Blogs 
There are benefits and drawbacks to writing blog content and maintaining 
a blog. Blogging can require a significant time investment on a weekly 
basis, and results will not be immediate. Bloggers open themselves up to 
commentary from their readers and even their management and 
competition (although comments can be turned off). 
 
Many real estate practitioners are fearful of blogging because they’re not 
trained writers. They don’t want to produce content that is unprofessional 
or silly. Then, there’s the challenge of what to write about. Even the best 
and most experienced bloggers get writer’s block. 
 
Although blogging has significant hurdles to overcome, it’s also one of the 
most rewarding online activities a real estate professional can undertake. 
Real estate professionals who are able to maintain a consistent blogging 
schedule with quality content have a greater chance to accomplish the 
following results: 

> Establish their expertise as a valued member of their local 
community. 

> Demonstrate their unique personality and interests. 
> Develop a following, and establish trust with prospective clients. 
> Keep existing clients by educating them and staying in front of them. 
> Exert influence over the decisions of their readers who develop a 

relationship over time. 
> Gain exposure to potential clients by ranking high in search engines. 

Search engines love websites that have consistently updated, 
relevant content! 

 
The ongoing effort required for a successful blog discourages many real 
estate professionals. Blogging is not a get-rich-quick activity: Developing 
a following of people who trust you takes time and energy, regardless of 
whether it’s online or offline. Real estate professionals who have been 
successful with direct mail say it generally takes 2 years to generate 
regular results. Although generating results through a blog generally 
takes significantly less than 2 years, the concept is the same. Success 
through blogging or any other social media channel comes from 
consistency and repetition over time. 
 

Slide 50 
I-Note: ASK: Who is 
blogging? If you aren't, 
what are the hurdles? 
 
If there is interest in 
blogging but students 
don't know what to blog 
about, tell them to keep 
track of the questions 
that consumers and 
clients frequently ask. 
These questions could 
be their first blog posts.  
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Practitioner Perspective: Nick Bastian, Realty Executives, Tempe, 
AZ 

  
 
How do you integrate blogging in your 
real estate business?  
 
At Raillife.com, we brand our websites and 
social accounts together and use them to 
send our audience to a central "hub" of 
information. Print and online media are 
designed to get people to our website to 
learn more about the lifestyle. We focus on 
what it is like to live along the line far more 
than anything else. That lifestyle focus is 
what people are looking for. They can find 
homes on dozens of websites. We want to  
be the ones to connect with them on a  
different level of expertise.  
 
How would you advise someone to get started using blogging in 
their business? 
 
To get started in blogging and niche marketing, I suggest that agents find 
something they are interested in and start telling people about it. This can 
be a part of town, a specific demographic, or something that interests 
them. Become to go-to person for that niche. Tell stories, provide 
information, share photos, and be passionate about what you do and how 
you present the information. People want to work with an agent they know 
and trust. Build their trust and service their needs. It is a truly win-win 
situation for you and for your clients. 
 
My other suggestion is to own your own content rather than writing on a 
platform that you do not control. You are going to put countless hours into 
effectively branding yourself as a niche expert, make sure you always 
have control of your business. 
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Choosing a Blogging Platform 
You have many blogging platforms to choose from, and none of them is 
perfect. When picking a blogging platform, consider the following points: 
 
 Who owns the content you publish?  
 Can you take it with you? 
 How easy is it to take it with you?  
 Can you brand it to your own domain?  
 Can you make it look the way you want?  
 Can you integrate it with your MLS search? 

If you are new to blogging, test out a free blogging platform first. Play 
around and write a few posts before you announce it to the world or make 
a large financial investment. Most people get all fired up about blogging, 
and then forget the commitment it takes to make a blog work. The most 
beautifully designed blog in the world will be completely wasted if you 
don’t use it. The best blogging platform is one that you will use.  
 
When choosing a blogging platform, you can use a platform that someone 
else maintains or one that you maintain yourself. 
 
Platforms Maintained by Others 
Generally, platforms that others maintain require less technical skill. The 
site owner handles software updates and maintenance, saving you time 
and money. The downside is that you generally have less control over 
and flexibility with performance and design, which is why many bloggers 
start on free platforms that an outside firm maintains and eventually 
switch to a self-hosted platform that they or their web developer maintain. 
 
The challenge in using platforms that others maintain is lack of control. 
You need to be aware of the terms of service for platforms outside of your 
control. You should also pay close attention to how frequently they make 
changes, how those changes may affect your content or site, and how 
frequently the site goes down. 
 
A cautionary tale to explain that concern is activerain.com. One of the 
earliest blog platforms in the real estate space, the site was created by 
Jonathan Washburn. It was a place where hundreds of thousands of real 
estate professionals learned to blog. The site originally featured two 
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platforms: one member-to-member platform (the community platform) and 
one member-to-consumer platform (a fee-based platform). Washburn ran 
the site for several years, branching out into real estate education in 2009 
with Raincamp, but eventually decided to sell. Market Leader bought the 
platform in 2012; Trulia purchased Market Leader in 2013, which was in 
turn acquired by Zillow in 2015. In June 2015, Zillow sold Active Rain to 
real estate broker and REALTOR® Ben Kinney. With each acquisition, 
millions of pieces of content changed ownership, all without the consent 
or permission of the content creators. 
 

Facebook Business Pages 

Facebook business pages (https://www.facebook.com/business) allow 
you to create content for your business and promote it within the 
Facebook community. Facebook users can opt in to receive messages on 
Facebook about your business by liking the page, thereby becoming 
“fans.” You can use Facebook business pages to share information and 
engage in discussion with fans. 
 
Facebook gives you tabs with different types of content. These tabs allow 
visitors to see different pages of content within your Facebook business 
page customized to match your branding. Unless you’re comfortable 
editing HTML, you will probably need to hire a designer to customize your 
tabs, although new apps come online daily that you can update without a 
high level (or any level) of HTML know-how. Note that Facebook business 
pages also allow you to add third-party applications to syndicate your 
posts to Twitter, Pinterest, and other social networks. 
 
Facebook business pages are currently free. You can use ads to promote 
your page (called Page Like Ads) or to send people to your website or 
squeeze page (called Website Click Ads). These ads appear in three 
places: (1) the news feeds of your target audience’s desktop; (2) the 
news feeds of your target audience’s mobile device; and (3) the right 
column on your target audience’s desktop 
 

You can create highly targeted ads that can drive the right kind of 
potential client to your page or website. Facebook changes its design and 
features regularly, so extensive or expensive customization may quickly 
become obsolete. 
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Blogger 

Blogger is a free, simple blogging platform from Google and the easiest to 
use for beginner bloggers. The setup process is user friendly and can be 
completed in three steps: (1) create an account; (2) name your blog; and 
(3) choose a template. Blogs that Blogger.com hosts are given URL 
extensions of .blogspot.com. The domain name bloggers choose for their 
Blogger.com blog precede .blogspot.com (see Figure 2.4 for an example). 
 

Figure 2.4: Judy Graff’s SFV Real Estate Blog 
 

 

 
 
Source: Reprinted with permission of Judy Graff. © 2015 Judy Graff, 
http://sfvrealestate.blogspot.com. 
 
Blogger.com offers an easy-to-use template-editing feature that allows 
you to edit and customize your Blogger template—colors, fonts, header, 
and sidebar—without any knowledge of HTML or Cascading Style 
Sheets. You can optionally configure Blogger with a secret email address 
so that you can email your posts to your blog, handy for making updates 
on the fly or updating from your smartphone or other mobile device. 
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WordPress.com 

WordPress.com (http://wordpress.com) is a free, hosted blogging 
platform. Although slightly more complicated than Blogger, 
WordPress.com is still fairly simple to use and offers more customization 
options. For an example, see Teresa Boardman's St. Paul Real Estate 
Blog (Figure 2.5). If you plan to expand your blog later or switch it to a 
different blogging platform, WordPress.com is often a good starting 
solution because your content is easy to transfer at a later date. 
WordPress.com has many templates and a strong online support 
community. The site offers 3 GB of storage space and built-in WordPress 
analytics to help you track the effectiveness of your posts and pages. 
 

Figure 2.5: Teresa Boardman’s St. Paul Real Estate Blog 
 

 

 
 
Source: Reprinted with permission of Teresa Boardman. © 2015 Teresa 
Boardman, www.stpaulrealestateblog.com.  
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On the WordPress dashboard, you can create your blog and get an at-a-
glance overview of what’s happening with it. You can customize your 
WordPress.com blog by using a variety of themes and widgets, which are 
applications in the blogging platform that enable you to customize the 
content and appearance of your blog without knowing how to code.  
 
You can add multiple pages to your WordPress.com blog, such as an 
About Me page or a page for your property listings. You could even 
create a full-featured website in WordPress.com. If you ever choose to 
transfer your blog to another platform, WordPress.com makes it easy to 
export your site. 
 
 

Platform Maintained by You 
WordPress.org 

The underlying software that powers WordPress.org 
(http://wordpress.org) is free and open source, which means that the 
software is created by a community of developers and offered free of 
licensing fees. Users who choose to maintain their own WordPress.org 
blog are responsible for hosting charges, which typically cost less than 
$10 a month. 
 
The WordPress.org platform is the content-creation platform of choice for 
many real estate professionals because of the wide variety of themes and 
plug-ins (i.e., code installed on a platform that extends the functionality of 
that platform) that it offers. See Figure 2.6 for an example of a 
WordPress.org blog. 
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is just one of many 
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there are many 
developers who 
have created 
plugins for real 
estate.  
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Figure 2.6: Andy Sheets’s Sold By Sheets Blog 
 

 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source: Reprinted with permission of Andy Sheets, SFR®. © Andy 
Sheets, http://soldbysheets.com. 
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Free and paid plug-ins are available. Many of the most popular plug-ins 
are free and supported by donations from users. Premium plug-ins are 
also available and vary in cost from $10 to $100. Must-have plug-ins 
include: 

> Akismet. This plug-in helps filter spam comments from valid 
comments. 

> All-in-One SEO Pack. This all-in-one SEO tool uses search 
engines’ algorithms to create the most relevant search results. It 
also creates metatags automatically. 

> WP Backup. This plug-in helps you keep a virtual backup of your 
WordPress.org submissions. 

 

Note that support levels vary for plug-ins. Some plug-ins conflict with 
others. 
 
Tumblr 
Tumblr is a free blogging platform that takes a simple approach with its 
UI, post types, and options. The Tumblr dashboard is fairly minimal. 
 
Like Blogger, Tumblr has a WYSIWYG editor as well as an HTML editor 
for embedding HTML code. Creating a post is straightforward, with a 
focus on content rather than a multitude of options and tools. You can 
customize your blog by employing a variety of design themes, some of 
which are free and some of which you can purchase. 
 
Tumblr is different from Blogger and WordPress in that it looks and 
functions more like a social media network than a content-publishing 
platform. Tumblr’s platform makes it easy to connect with and follow other 
people as well as post your own short updates, pictures, videos, and 
quotes. Tumblr offers a mobile app for Android, iOS, and Windows 
devices that allows you to post your own content while on the go. 

 
Not Sure Which Blogging Platform to 
Choose? 
For a quick reference chart that compares features and functionality of all 
the primary blogging platforms discussed in this section, see Figure 2.7. 
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Figure 2.7: Choosing a Blogging Platform 
 

 

 Cost  Hosted Technical 
Difficulty 

Custom 
Domain 

Design 
Flexibility 

SEO 
Benefits 

Portabilit
y 

Ability 
to 
Add 
IDX 

Sponsore
d Ads 

Platforms That Others Maintain 

Facebook 
Business Page 

Free  Easy No Limited Very 
good 

Limited No Yes, no 
control 

Active Rain $39/mo  Easy Yes Limited Excellent Limited Yes Yes, no 
control 

Blogger Free Yes Easy Yes, 
addl fee 

Template 
available, 
limited 
changes 

Good Partial No No ads 

WordPress.com Free Yes Easy to 
moderate 

Yes, 
addl fee 

Template 
available, 
limited 
changes 

Very 
good 

Yes No No ads 

Platforms That You Maintain 

WordPress.org $10/mo No Moderate to 
advanced 

Yes Highly 
customizable 

Excellent Yes Yes No ads 
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3. Get Found: Earned and 
Paid Marketing 
 

In this chapter: 

> Word of mouth or earned marketing 
> Paid marketing 
 

WORD OF MOUTH OR EARNED 
MARKETING 
 
We have always been an industry that values word-of-mouth marketing. 
Customers, clients, friends, and family refer us to new buyers, sellers, 
tenants, and landlords, but the explosion of online information has 
brought new interpretations of the concept of word-of-mouth or earned 
marketing. 
 

Rankings 
Consumers view the real estate industry as monolithic, finding little 
difference between agents or companies until those differences are 
pointed out to them. As a result, real estate professionals have 
traditionally worked hard to build their reputation and attract new 
customers and clients through referrals from satisfied customers and by 
making comparisons with other agents or agencies to differentiate their 
services from the services others provide. 
 
Typically, franchises, associations, and individual firms have ranked their 
agents through award rankings, usually by volume or number of units 
sold. Raw data about the number of properties sold or listed is compiled, 
and the person who has the highest number of transactions or the highest 
volume of sales is number one, with everyone else following according to 
number of transactions. What are the weaknesses of this type of ranking? 
Volume alone doesn’t speak to the type of business agents do or their 
qualifications to conduct a specific piece of business. Also, except for the 
highest-volume agents in a marketplace, such a measurement makes 
everyone else insecure. With the availability of the data and the love of 
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lists that permeates our society, however, it’s inevitable that third parties 
will assemble similar information (no matter how poor or incomplete the 
data) and use it to lure consumers. In the attention economy, a list that 
draws the eye is worth its weight in diamonds. RealTrends, well known for 
its list of the top companies in the United States by volume and by 
number of units sold, has now created Top Agent lists that the people 
ranked in them read and share with their online communities. 
 
Some sites actually create their business model around listing agents and 
offering to match agents to consumer’s needs, although matching an 
agent based on unit or sales volume doesn’t actually mean that the agent 
is best suited to help a given consumer. In fact, far from helping the 
consumer, the purpose of these sites is to sell consumers—or their 
contact information, at least—to real estate professionals as lead 
opportunities. These sites also drive traffic to other property search sites 
and offer advertising for real estate professionals and firms, all ways for 
them to generate income. Consumers, who aren’t aware that their 
information is being sold, see these sites differently, often viewing their 
information as having some quality, and will contact agents who are 
advertising to make further inquiries. 
 
Because these sites use MLS data to determine the quantity and volume 
of transactions as their primary indicator, they are really more about 
ranking agents than rating them. That said, some do claim to collect 
reviews about the agents online and incorporate those reviews into their 
list. They claim to have actually rated the agents as being closer or farther 
from the needs a consumer indicates. 
 
If you want to take a minute to see what consumers will see if they look 
for you on one of these sites, you can start by trying Homethinking at 
www.homethinking.com. 
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Ratings and Reviews 
As consumers, we look at reviews before buying or renting movies on 
iTunes, visit TripAdvisor when we plan vacations, check out customer 
reviews on Amazon before buying books or other products, and look to 
Yelp for information about a wide variety of places. In the 2014 Profile of 
Home Buyers and Sellers, only 10 percent of the consumers surveyed 
indicated that they had been influenced by online recommendations, and 
a like amount (9 percent) indicated that they had used online 
recommendations but were not influenced by them (see Figure 3.1). Even 
more interesting, though, is that 38 percent of the respondents who did 
not use online recommendations indicated that they would consider using 
them next time. If this trend continues, we might see 20 percent to 
25 percent of consumers being influenced by online recommendations in 
the not-too-distant future.  

 
Figure 3.1: Buyer Use of Online Agent Recommendations 

 

 

 
Source: National Association of REALTORS®. 2014 Profile of Home Buyers 
and Sellers. Chicago, Ill. 
 
 
Yelp, a contraction of the term Yahoo! Help, has become a staple for 
consumers seeking reviews by peers of products or services they’re 
interested in buying, with millions of unique visitors seeking some form of 
information supplied by their peers about their experiences with different 

10%

9%

38%

43%
Used online recommendations
and it influenced choice of
agent

Used online recommendations
and it did not influence choice
of agent

Did not use online
recommendations but would
consider doing so next time

Did not use online
recommendations and would
not consider using
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businesses.4 See Figure 3.2 for a client review of Richard Silver, ABR®, 
e-PRO®. 
 

Figure 3.2: Client Review of Richard Silver, ABR®, e-PRO®, on Yelp 
 

 

 
 
Source: http://www.yelp.com/biz/richard-silver-sothebys-international-
realty-toronto.   

                                                
4 Statista.com, Number of unique visitors to Yelp.com from 1st quarter 2010 to 
4th quarter 2014 (in millions), http://www.statista.com/statistics/278065/quarterly-
number-of-unique-visitors-to-yelp (accessed April 19, 2015). 

Slide 82 
 
I-Note: EXPLAIN 
how Yelp works and 
how students can 
claim their page on 
Yelp. If consumers 
actively use Yelp in 
the market in which 
you are teaching, 
RECOMMEND that 
students ask past 
clients to review 
them on Yelp. 

http://www.yelp.com/biz/richard-silver-sothebys-international-realty-toronto
http://www.yelp.com/biz/richard-silver-sothebys-international-realty-toronto
http://www.statista.com/statistics/278065/quarterly-number-of-unique-visitors-to-yelp
http://www.statista.com/statistics/278065/quarterly-number-of-unique-visitors-to-yelp


NAR’s e-PRO® Certification: Day 1 

62 

Aside from Yelp, Angie’s List and several other review sites feature 
reviews of real estate professionals, but Yelp is far and away the largest 
and most active of these “generic” review sites. As part of any thoughtful 
marketing plan, a first step should be to search Yelp to see what types of 
reviews there might be for real estate professionals in your market area. 
Even though you might not have thought to go to Yelp to look for or 
review real estate agents, consumers in your market no doubt already 
have. You might want to search Yelp in your area to see what consumers 
would see if they were to look for a real estate agent. 
 
Obviously, a good Yelp rating is important, and you suffer by comparison 
if you don’t show up when consumers are looking for an agent, so let’s 
look at what it takes to get good reviews. 
 

Seven Tips to Improve Your Yelp Rating 
1. Fill Out Your Profile Completely. Add photos or videos, if 

possible. 
2. Ask for Reviews. Contact past clients and ask them if they would 

consider reviewing you on Yelp. 
3. Respond to Reviews. Yelp leans toward companies that are 

engaged with consumers. 
4. Move Positive Reviews out of the Filter. Yelp uses an algorithm 

to hide or filter reviews that it thinks are inauthentic or don’t add 
value. These reviews can be accessed at the bottom of the 
company page. To improve your Yelp rating, check the filter for 
positive reviews that are stuck, and follow the reviewers back 
(which is sometimes enough to get the reviews out of the filter) or 
thank them for their review and ask if they would update their 
review. These two techniques are often enough, but you might 
also try to help them become more relevant reviewers using some 
of the techniques below. 

5. Turn to Friends and Family. When you receive reviews from 
people whom you follow and who follow you, Yelp gives them 
more weight. Who would be more likely to give you positive 
reviews or to talk about a highlight of your business or services? 
For a new Yelp business, these positive reviews have a lot of 
weight.  

6. Ask Your Vendors. People with whom you do business know 
your business well and probably have positive things to say about 
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it. Word of mouth includes the printed word today, and these are 
people who are already sending work your way as you send it to 
them. 

7. Make Sure Your Reviewers Are Relevant to Yelp so Their 
Opinions Have Weight. Yelp looks for profiles that are completely 
filled out, including a picture; people who check in from mobile 
devices in a variety of places; and people who write a few reviews, 
not just one. By letting your friends and family understand what 
they need to do to become a relevant review on the site, their 
opinions have more weight, are less likely to become stuck in the 
filter, and help make the Yelp experience more relevant for them 
and their audience. 

 
Agent Rating Websites 
The Houston Association of REALTORS® recognized the trend toward 
ratings and decided to offer an online rating platform for consumers 
(Figure 3.3). The association is able to shape the information environment 
for members’ benefit and build credibility that drives traffic to the site. 
 
 

 

Figure 3.3: HAR.com Agent Rating Report 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source: Reprinted with permission of Houston Association of 
REALTORS®, Sample Rating Report, http://members.har.com/Realtor-
Rating-Program/default.cfm. 
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Agent Reviews on Major Portals 
Zillow, Trulia, and REALTOR.com all have places where consumers can 
review their agents. Each site handles these reviews differently, but they 
are places where the sites gain new, relevant content written by others, 
providing them with SEO benefits. Consumers can find information 
relating to agents that keep them on the site longer—a valuable metric for 
any website. 
 

Getting Reviews 
Getting reviews is a simple matter of asking people with whom you have 
relationships to help you build your digital footprint in a positive manner. 
Every buyer; every seller; and every vendor, landlord, or tenant is a 
potential reviewer in today’s world, and it’s no coincidence that the people 
who ask, receive. 
 
Asking for testimonials isn’t new to digital review sites—salespeople have 
been asking satisfied clients to write testimonials for the past 100 years—
but today, instead of asking for a written letter or typing such a letter and 
asking the client to sign it, you need to make it part of your business to 
seek the electronic endorsement of a review. Where the electronic review 
is different from the traditional testimonial letter is that today’s consumer 
will accept the review of anyone—buyer, seller, landlord, tenant, 
contractor, mortgage person, home inspector, appraiser. To Yelp, they’re 
all one if they post a review of you. 
 
As with everything else in your business, consistency and persistence are 
the keys to success. Set expectations early, and remind clients often of 
the importance of their opinion. Use your customer relationship 
management (CRM) system to remind them, use a form to help them 
through the process, and make the completion of a review part of your 
presale or after-sale checklist for the buyer or seller. 
 
Another way to get reviews is to send your clients a survey. Although you 
could create a survey on Google forms, you would be smarter to find 
someone skilled in the art of creating surveys and letting that person or 
organization provide you with one. Luckily, someone has already thought 
of that for you. 
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Client Surveys 
In the past several years, there has been a proliferation of companies that 
send surveys to consumers on behalf of real estate professionals. These 
surveys actually generate testimonials for agents. These firms send 
specially designed surveys to collect information about the quality of 
service the real estate professional provided as well as determine the 
client's satisfaction. Like the after-purchase survey you filled out when 
you bought your new car, this survey is designed, at least in part, to elicit 
answers that you can use in testimonials, post to other sites, and share 
with your social sphere of influence. This ability to “syndicate” the 
testimonials you receive is a strength of all three sites mentioned below. 
 
RealSatisfied originated in Australia and has found a home here in the 
United States. The company has been aggressive in seeking partnerships 
with large franchises and associations throughout the country. Visiting its 
website at www.realsatisfied.com allows you to send a survey to yourself 
so that you understand the process from the client's point of view. It also 
allows you to post to Facebook and Twitter each time you receive a 
testimonial. 
 
Reach150 was part of the NARReach program and like RealSatisfied 
offers the ability to post automatically to REALTOR.com as well as your 
social networks. Instead of sending a sample survey, Reach150 suggests 
that you sign up for a free trial to begin requesting recommendations. To 
publish the testimonials, you must subscribe at 
https://www.reach150.com. 
 
Testimonial Tree prompts clients to share the testimonial on their social 
sites, bringing an additional referral component to the process. Visit 
Testimonial Tree at www.testimonialtree.com. 
 
Real estate professionals need to be aware of the issues that unhappy 
client and customer reviews can raise as well as the benefits they can 
reap through positive reviews. They should do everything in their power to 
please their clients and customers so that their digital footprint presents 
the most positive picture possible to consumers who have not yet met 
them. 
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Real estate professionals should also be concerned about third-party 
agent-matching processes because they are ultimately created and 
operated for the commercial benefit of the creators, not for consumers or 
real estate agents. 
 
In the final analysis, all of these reviews, rankings, and ratings affect only 
those consumers you haven’t met. Although consumers' research may 
affect their decisions, they’re not the be all and end all. In the end, it’s 
about whom consumers contact first, not whom they’ll eventually do 
business with. Ours is a business where consumers often continue to 
wander online and contact other real estate professionals after good initial 
contact with real estate professionals, sometimes even after they have 
signed a contract with a real estate professional for representation. Their 
practices aren’t about to change because of any of this, and good agents, 
regardless of the number of transactions they have completed in a given 
area, will still prevail in that competition. 
 

PAID MARKETING 
There are many ways to organically bring traffic to a website, but those 
methods can take time to bear fruit. Paid marketing and placement are 
ways you can get results more quickly. 
 

Search Engine Marketing 
Although SEM encompasses any kind of search engine–centered 
marketing strategies (including SEO), this course discusses paid 
placement in particular. 
 
At heart of SEM, you’re paying so that your website appears when 
someone searches for a keyword or several keywords that you feel are 
relevant to your site. For example, if you’re an agent in Phoenix, you 
might want your website to appear when people search for “Phoenix 
homes for sale” or “Phoenix real estate.” 
 
When you execute a search in Google, Bing, or any other search engine, 
before you get your organic results (from sites that rank well on search 
engines for a particular term or set of terms), you’ll see a collection of 
websites that have paid to have their ad appear above and to the right of 
those organic results (Figure 3.4). Those paid placements are a way to 
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get in front of people who are searching for a term you think is relevant to 
your business in less time than building a strong SEO backbone might 
take. 
 

 

Figure 3.4: Paid Placement in Google Search Results 
 

 

 
 
 
Some search engines (like Yahoo!) allow you to pay for inclusion, which 
means that your sponsored result will be mixed in with organic results. 
Other search engines (most notably Google AdWords and Bing Ads) 
show the sponsored results separately from the organic results, clearly 
labeled. 
 
There are many advantages to this type of paid placement (as opposed to 
newspaper ads, billboards, or bench ads): 

> A more focused placement for people in a specific area searching 
for a term or phrase that’s directly related to you. According NAR’s 
Digital House Hunt study, 69 percent of home shoppers who take 

I-Note: STRESS  that 
it’s much easier to be 
found if someone is 
actively looking for you 
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than looking for 
"homes for sale in 
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business sense. 
 
Slide 90 

Paid placements 
appear above and 
to the right of 
organic search 
results. 



NAR’s e-PRO® Certification: Day 1 

68 

action on a real estate brand website begin their research with a 
local term, such as “Houston homes for sale,” in a search engine.1 
 

> SEM allows you specify the keywords for which you want your site 
to appear. You can also set the specific geographic areas (down to 
a town or set of towns) in which your sponsored result will appear. 
As shown in Figure 3.5, you can set your area to anything from a zip 
code to a town to a congressional district, and as you select your 
target areas, you’ll see the rough size of the audience exposed to 
your ad. 

 
Figure 3.5: Choosing Locations Using Google AdWords 

 

 

 
 

Source: Google AdWords, https://www.google.com/adwords. 
 

> You can also set your daily ad budget, so you can test your ads for 
a set period of time without incurring a high cost, and then analyze 
your results much more quickly than you could via optimization. 
Every time you run an ad, you’ll be able to see how many click-
throughs to your site you got relative to the audience size and the 
amount you spent, giving you your cost per click (CPC). The CPC 
gives you an idea of the cost of acquiring a new customer. 
 

> You can make sure your ad is relevant to potential consumers. You 
write a headline and two short taglines that will run with your ad. 

https://www.google.com/adwords
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Google gives your ad a quality score based in large part on how 
relevant your site is to the search terms you’re hoping to rank for. As 
an example, a real estate site wouldn’t be as relevant to a search for 
“beach activities in New Jersey” as it would be to a search for “New 
Jersey homes.” 

 
Use the Google AdWords interface to make your ad more appealing and 
relevant to the people you’re targeting (Figure 3.6). 

 
Figure 3.6: Creating a Headline and Taglines Using Google AdWords 

 

 

 
 

 
Source: Google AdWords, https://www.google.com/adwords. 
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Of course, SEM has downsides, as well: 

> Your budget is counted as a “bid” and doesn’t guarantee premium 
ad placement. Placement is decided by a complicated algorithm that 
takes into account both the quality score of your ad, meaning that 
your cost to acquire a new customer may be much higher than 
you’d want because you’re competing with anyone else who is 
buying ads against those same keywords. 
 

> Limited exposure (after you have finished running an ad, it will no 
longer appear in those featured spots), making it much less visible 
than it would be on a properly optimized site. 
 

> Although recent studies indicate that sponsored results in Google do 
get a lot of clicks, this is mostly because they take up a large 
amount of real estate on result pages for popular keywords. That 
can be an issue if your bid isn’t high enough to get you in the top of 
the sponsored area, meaning that other sites can garner more clicks 
that you, despite what you have paid for placement. 

 

So, follow best practices for creating paid ads: 

> Have a Strong CTA. Getting people to click through to your site 
isn’t the ultimate goal. You want them to do something when they’re 
there, and they should be doing it because you provide something 
that they need. Keep in mind that when you craft your CTA, make it 
engaging and direct. For example, a CTA asking someone to “Learn 
More” doesn’t entice you as much as a CTA saying “Learn More 
About Properties in Your Neighborhood.” 
 

> Keep It Consistent. Make sure your ad is consistent with what 
people are going to find on your website. Getting someone to visit 
your site on a promise you can’t fulfill isn’t going to do anything to 
get more business. 
 

> Include the Keywords in Your Ad. It’s only going to help your 
quality score to have the ad contain the keywords you’re advertising 
for. It’ll also make it more relevant to the people doing the searching 
because those are the words they entered in the first place! 
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AdWerx 
Another form of paid marketing online involves placement on all sorts of 
sites around the Web. Although Google AdWords offers this service, you 
can use services that specialize in helping real estate professionals 
advertise online. One such company is AdWerx. You can use AdWerx to 
optimize ads for individual listings or for your personal brand across 
several different sites on the web. 
 
In a few simple steps, you can essentially syndicate your ad around the 
Web. Note, however, that AdWerx doesn’t create your tagline or select 
images for you, and its design choices are somewhat limited. 
 
Another factor to keep in mind is that AdWerx allows a limited number of 
agents to advertise themselves through AdWerx in any one zip code, 
which could put you in a situation where you’re locked out of promoting 
yourself. You can, however, promote as many listings as you’d like to: 
You pay a weekly fee for your ad to remain active. AdWerx also offers 
analytics so that you can see how your ads are performing. 
 

Search Engine Optimization 
If search engine marketing is paid placement, what is search engine 
optimization or SEO for short? SEO refers to efforts to make your website 
organically place or rank higher in the unpaid results. If you work to 
optimize your site, the fact is that its algorithm is constantly changing, 
making it a challenge to stay up to date and relevant so that potential 
customers can easily find you. 
 
Some paid services help you optimize your website content, the most 
popular of which is Moz. Moz charges a monthly subscription fee and 
includes a suite of products designed to help you navigate SEO for your 
site. If you do decide to go the paid route to help you optimize, here are a 
few practical points to know: 
 
Be Descriptive in Titles 
What do you want people to know about your site at a glance? If they’re 
using a search engine, which searches do you want to lead to you? The 
title of your website—the words that appear at the top of the browser 
window or in the tab—are extremely important because they also 
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determine how your site appears in search engines. The title of your site 
should contain relevant keywords in order from most important to least 
important. 
 
Similarly, if you have a blog, the titles of your posts should be relevant to 
the keywords of the body of the post. For example, if you’re writing about 
home staging tips, you would want to include “home staging” as early as 
possible in your title; it’s your primary keyword. 
 
Keywords 
Keywords are exactly what they sound like: key words and phrases you 
put in your content to make it easier for consumers to find. The content 
you create should be filled with relevant, organic keywords that make 
your content discoverable in several different searches. Keep in mind, 
however, that there are keywords for which many different sites might be 
competing; in those cases, even if your content is perfectly optimized, the 
overall popularity of a site to Google determines which sites rank better in 
results. The popularity of sites is determined by the sites linking in 
through backlinks and interlinks. 
 
Backlinks and Interlinks 
Backlinks (or inbound links) help determine a site’s popularity for search 
engines. The more sites there are linking in, the more authority the search 
engine will think your site has. Although it would be nice to get links from 
high-profile blogs and sites the moment you start your site, those 
relationships happen over time and are earned, because links like that 
are a tacit endorsement of your site. 
 
When building Backlinks, make sure those links aren’t NoFollow links. 
NoFollow  means that a site is telling a search engine “don’t follow my link 
back to this other site.” You can use tools such as the NoFollow extension 
for the Chrome browser to help you identify when a site uses NoFollow 
links. 
 
Here are two places where you can build some Backlinks right away: 

> YouTube. If you have a YouTube profile, you can add a link to your 
profile page that will follow back to your site. 
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> Google My Business. Creating an official listing for your site and 
yourself at www.google.com/mybusiness helps you show up in 
search listings and also creates an official-looking listing in search 
results. This process requires a postcard physically sent to your 
business’ address so you can verify its location on the map. 

 
Another type of link to your website that can help improve your SEO is an 
Interlink. As you amass web content, link your newer content back to your 
older but still relevant content. Think of it as fortifying the foundations of a 
house from within rather than using outside supports (which is the job of a 
Backlink). 
 
The key difference with Interlinks is that you’re trying to increase SEO for 
the keywords you’re already ranking for as opposed to linking back to 
articles so that you can rank for new keywords. 
 
Here are a few tips for Interlinking: 

> The higher you place your links within the new article the better. 
Sensibly enough, the earlier a link appears in an article, the more 
weight Google gives it. 
 

> Linking to the same article multiple times doesn’t do anything to help 
you. Search engines look for the first instance of the link and ignore 
the others. 
 

> Be sure that the anchor text in your link is made up of the keywords 
you want to rank for. Anchor text refers to the words or phrases that 
you click to visit a link (Figure 3.7). 
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Figure 3.7: Using Keywords in Anchor Text 
 

 

 
 

Source: Reprinted with permission of Ginger Wilcox, GRI, e-PRO®, CRS. 

 
Captions and Alt-Text 
Images can play a significant role in boosting your SEO and making your 
site even more discoverable, but although people look at images and see 
homes, mountains, rivers, forests, or whatever else is pictured, a search 
engine reads it as strings of code and, based on what’s in that code, 
decides where it shows up in search results. 
 
Captions typically appear below a photo and give you an opportunity to 
provide a more detailed description of the image’s contents for the people 
looking at an image. Alt-text describes the content of the image to the 
search engine and is the text that screen-reader software uses to make 
your images accessible to people who are visually impaired (Figure 3.8). 
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Figure 3.8: Adding a Caption and Alt-Text to an Image 

 
 

 
 

Source: Reprinted with permission of Hal Lublin, www.hallublin.com. 
 
 
Alt-text is crucial to the SEO value of an image. Here are tips for creating 
effective alt-text for your images: 

> Make it relevant not only to your keywords but also to the image 
itself. Many search engines penalize sites that try to game the 
system by entering inaccurate information in their alt-text. 

 
> Google recommends that you use no more than 10–15 words in 

your alt-text. 
 

I-Note: If time 
permits and you 
have Internet 
access, 
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how to add a 
caption and alt-text 
to an image. 
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> Naming your images is also important. Google knows the difference 
between an image titled IMG0009.jpg and one called 
Philadelphia_ranch_home.jpg. See Figure 3.9 for an example. 

 
Figure 3.9: An Example of Using Keywords in Alt-Text 
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The following strategies can also impact your SEO: 
 
Use Appropriate Canonical Tags 
When someone enters the URL to your content, which version should 
Google be ranking? Http or https? WWW or no WWW? A canonical URL 
helps search engines more easily index your content because they know 
which version of your URL is “canon.” Ensure that the person handling 
your website is using the appropriate canonical tags to maximize the SEO 
value of your website. 
 
Register with Web Directories 
Registering your site with different web directories is another way to 
increase exposure. These directories are collections of websites 
organized by categories and subcategories instead of keywords. Although 
they don’t necessarily have any SEO value on their own, when you’re 
listed in a directory, they do give you an Inbound link. Some directories 
are free, while others (such as Yahoo!) charge a fee to be listed. Be 
mindful that some directories have NoFollow links, while others want you 
to pay for placement. 
 
Registering your business with Google Business, however, gives you a 
listing on Google Maps and a click-to-call feature on mobile sites so that 
customers can call you directly from their phones (Figure 3.10). 
 

Figure 3.10: Google Business Listing 
 

 

 
 
Source: www.Google.com.  
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In addition to SEO and SEM strategies, you can pursue different types of 
online advertising to create awareness around your business. 
 

Online Advertising 
Online advertising is all about driving eyes and clicks to your site. Not 
unlike a magazine ad or a billboard, they come in different sizes and can 
be text, images, or a mix of both. 
 
Unlike traditional forms of media advertising, however, online advertising 
gives you a lot more control. You can pay by impressions (or views), 
traditionally measured in pay per mile (PPM) or pay per thousand. You 
can also use pay-per-click (PPC) advertising. Each model has its place. 
 
If you’re looking to increase brand awareness, PPM is a better choice 
because you’re essentially paying for exposure, not to elicit a specific 
action. With PPC, you pay only when a potential consumer clicks through 
to your site. This is great for lead generation and gives you even more 
information about what it costs to acquire a new customer. 
 
Keep in mind that with any form of advertising, you run the risk of ad 
blindness—people becoming so accustomed to the look and labeling of 
sponsored content and ads that they skip over them. 
 
Google Display Ads  allow you to advertise all over the web on different 
sites (Figure 3.11). You have control over where and to which 
demographics your ad is targeted. You can target by criteria like location, 
topics, age, and gender to reach potential consumers. 
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Figure 3.11: Sample Google Display Ad 
 

 

 
 
Source: www.Google.com. 
 
 
Here are some suggestions for creating effective display ads: 

> Make sure your ads are clear and engaging. You should have a 
strong CTA and well-thought-out images. Take the time to have 
something professional crafted for your ad. 
 

> Have a clear idea of whom you’re trying to reach: Knowing the 
audience you want to find will take you a long way toward making 
your ads as relevant as possible and bring you the best return. 

 
> Try, try again: If you’re planning to run ads more than once, use the 

results to improve and retarget the groups you’re trying to reach. 
 

In addition to Display Ad networks like Google’s, you can advertise 
directly on social networks. 
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Facebook Ads and Sponsored Posts 
The biggest advantage to Facebook ads is that they leverage the profile 
information people provide to create perhaps the most targeted ad 
system available. Its interface also helps you create specific, goal-
oriented ads, whether you’re looking to boost traffic to your website or 
your Facebook business page. 
 
Steps for creating a Facebook ad: 
 

1. Narrow down your target audience for the ad 
2. Set a budget and how long you want the ad to run  

 
Facebook keeps a record of all your campaigns so that you can easily 
see for any given ad how much you spent, how many people you 
reached, and how many actions (Likes, Clicks, Comments) resulted, 
giving you a cost per action that you can compare to similar ads. 
 
When creating these ads, keep in mind that the best practices that apply 
to other forms of advertising apply here: Be succinct and effective, and 
have a strong CTA and a compelling image in your ad to get the most 
from it. 
 
Facebook sponsored posts help overcome the challenge of getting posts 
to your business page seen by people who “like” your page and people to 
whom the post would be relevant. You can target and set budgets and 
schedules just like Facebook’s ads, but sponsored posts are more about 
getting attention for a post than driving more specific actions. You’re 
paying to guarantee visibility more than posting organically. 
 
If you’re going to sponsor a post, you should select a post with a URL in it 
so there’s a CTA for people who are ready to take it. 
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Twitter-Sponsored Tweets 
Although it’s a short form of communication (140 characters or less), you 
can pay to have your tweets on Twitter boosted and promoted to a target 
group of people for a variety of actions, from engagement to clicks 
(Figure 3.12). 
 

Figure 3.12: Available Campaigns Using Twitter Advertising 
 

 

 
 
Source: Twitter, https://ads.twitter.com/accounts/2g6na6/campaigns/new. 
 
Choose your desired outcome, and let Twitter guide you through its 
advertising process. 
 
Because Twitter has such a limited amount of space, be judicious in the 
posts you promote. Use a shortened link (through a service like Bitly) to 
give yourself more room for words; snappy, engaging copy is key. 
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Zillow, Trulia, and REALTOR.com Paid 
Ads 
The most targeted advertising you can have is to get in front of people 
when they’re on a site to start their search for a new home or to learn 
more about property values in a specific area. That’s why some agents 
prefer to advertise on real estate portal sites like Zillow, Trulia, and 
REALTOR.com. 
 
Both Zillow and Trulia allow you to pay for placement in specific 
geographic areas for people who are looking to buy or sell a home. You 
can get your listing featured at the top of results, similar to the SEM 
examples discussed earlier. 
 
In Zillow, you can pay for featured agent placement and “buy” specific zip 
codes, but in Trulia, ranking higher as an agent is based more on 
community participation and the creation of meaningful content. 
 
REALTOR.com differs from both Trulia and Zillow in that it offers a full 
CRM suite so that you can manage all your communication. You’re 
paying for exposure to leads, and then using its system to contact them 
throughout the sales process. 
 

SmartZip 
One company taking marketing and lead generation into the future is 
SmartZip. It has developed an algorithm that focuses on predicting which 
homes in a neighborhood are most likely to become sellers. It calculates 
the different factors important to determining why people sell in an area, 
and then offers you a suite of tools to contact specific homes on a block, if 
you want, as opposed to the neighborhood focus of other services. 
 
One factor to keep in mind is that these are predictors, not absolutes, 
which means that they’re not guarantees of business. That’s not to 
discount their entire business model but rather a factor to be aware of. 
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Paid Online Lead Generation 
If you’re looking for an alternative to paid online advertising, you can pay 
companies to generate leads—BoomTown and TigerLeads are two such 
companies. These vendors create custom IDX home search websites and 
offer dashboards that allow their clients to track buyer and seller leads as 
those leads navigate online. Paid lead generation is not inexpensive. As 
Kelley Skar, ABR®, e-PRO®, shared in his interview with Today's Buyer's 
Rep, his total spend with BoomTown is $3,000 a month.  
For insight from Skar and another broker who contract with lead 
generation vendors, see Figures 3.13 and 3.14.  
 
Note that some CRM platforms aid in lead generation for a fee: 
 

1. Trulia’s Market Leader CRM tool also features lead generation. 
You’re guaranteed exclusive leads, and its suite of tools helps you 
manage those leads through the sales funnel. Trulia also helps 
you advertise your listings across the web by using many of the 
advertising strategies discussed earlier. The advantage is having 
Trulia aggregate all that activity for you so you don’t need to 
manage multiple campaigns from multiple sources. 
 

2. Zurple is another solution where you pay the company not only to 
generate leads through online advertising but manage them 
through their dedicated CRM system. This pattern is consistent 
with many online lead-generation tools. 

 
There is no right or wrong answer as to which solution is right for you. 
Like any sound business decision, you need to explore all the options 
available and decide which will give you the best return on your 
investment. If you’re lucky, you’ll find the perfect solution right off the bat, 
but most likely it’ll involve testing different solutions to figure out the best 
fit.
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Figure 3.13: Practitioner Perspective on Paid Lead Generation 
 

  

 
Source: Reprinted with permission of the Real Estate Buyer's Agent Council. © 2015, REBAC. 



 3. Get Found: Earned and Paid Marketing 

85   

Figure 3.14: Practitioner Perspective on Paid Lead Generation 
 

 
 
 
  

 
Source: Reprinted with permission of the Real Estate Buyer's Agent Council. © 2015, REBAC. 
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4. Social: Expand 
Influence and Focus 
Efforts 
 

In this chapter: 

> Why social media is more than Facebook 
> Understanding where your best social space might be 
> Choosing where to invest your time and effort 
 

WHY SOCIAL MEDIA IS MORE 
THAN FACEBOOK 
Although paid and traditional advertising and marketing still have their 
place in the modern business landscape, it is simply impossible to ignore 
the ripe business opportunities that come from building both community 
and influence across the social platforms that are relevant to you. Before 
you jump wholeheartedly into every site you can find, however, it helps to 
understand the ecosystem that exists around social media and how 
businesses are connecting with potential customers. 
 
There was a time when a business could post a status update on 
Facebook and feel confident that the majority of its followers would see 
that post—at no cost. But those days ended in early 2014 when 
Facebook reduced the organic reach (those who receive your post in their 
news feed for free) to just 10 percent of total followers. Suddenly, 
businesses that had all their eggs in the Facebook basket were forced 
either to pay for wider reach or to start new communities from scratch on 
other networks. 
 
Whether you’ve invested time to build your followers or you’re just starting 
out on social media, do you want to give over the power of reaching that 
audience to a single third party? 
 
Although the social media audience is becoming more and more 
fragmented, it doesn’t mean that your message necessarily becomes 
diffused. In fact, this fragmentation offers you the opportunity to engage 
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with your desired consumers in a more direct manner, providing the 
information in the format they’re looking for at the moment they’re in a 
receptive frame of mind. 
 
Each platform speaks to a specialized demographic. Let’s look at a quick 
breakdown of the popular social networks along with some that are 
currently popular or gaining popularity. 
 

UNDERSTANDING WHERE YOUR 
BEST SOCIAL SPACE MIGHT BE 
Each platform has its own specific appeal to your audience. Just as you 
expect to see a commercial for Kraft Macaroni and Cheese on the Food 
Network, take advantage of the visual medium of Instagram to showcase 
the curb appeal of your available properties. Get your posts in front of a 
wider audience through the proper use of hashtags. Provide answers to 
your most frequent questions through Twitter or sites like Quora or 
Reddit. 
 
When you understand the strengths and limitations of the different social 
platforms (Figure 4.1), you’ll get a clear picture of which are best suited to 
the way you want to connect with consumers and with which consumers 
you want to connect.  
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Platform Strengths Weaknesses Opportunities Threats 

Facebook Large user base; many 
different ways to engage 
with people, including 
groups, business pages, 
and personal profiles. 

Difficult to make 
business posts visible 
without paying for 
placement; Facebook 
constantly changes its 
algorithms for exposure 
in the newsfeed. 

Building an engaged 
community on Facebook 
may require more work, 
but if you’re successful it 
becomes much easier to 
convert those people into 
clients. 

As time goes by and other 
platforms emerge, Facebook 
has become expensive for 
people looking to engage in 
an ongoing fashion. Also, 
younger consumers are 
abandoning Facebook in 
favor of newer platforms. 

Twitter Highly engaged 
community; allows you to 
send short and sweet 
messages that are easily 
shareable. 

Newsfeed can quickly 
become crowded as 
you follow more and 
more people, making it 
difficult to parse; makes 
it a challenge to 
effectively scale your 
efforts. 

Offer bite-sized bits of 
information relevant and 
engaging to people. 
Answer questions and 
engage in conversations 
with potential customers. 

For all the things Twitter 
allows you to do, you’re 
ultimately limited in the 
amount of information you 
can share without linking 
somewhere else, a problem 
that other platforms don’t 
necessarily have. 

LinkedIn Great for reputation 
building and connecting 
with professionals. 
Groups offer a chance to 
mind-share with industry 
peers. Members tend to 
have higher average 
incomes. 

LinkedIn is built more 
around self-promotion 
and job hunting than it 
is around leveraging 
your business. There’s 
a fair amount of spam 
circulating through 
groups. 

Build relationships and 
use the groups feature to 
establish expertise and 
reputation. Also, take 
advantage of its newsfeed 
to connect with people 
and share your triumphs. 

On a site where many 
people have their hands out, 
other sites that are less 
“transactional” can provide 
greater business value. 

Figure 4.1: An Overview of Popular Social Networks 
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Platform Strengths Weaknesses Opportunities Threats 

Instagram Wildly popular site built 
around sharing photos; 
easy to cross-post to other 
social networks. You can 
also make short videos or 
upload existing content. 

Mostly set up to keep 
traffic within the 
application. 

Use the power of images 
to build reputation and 
connect with potential 
customers, and then 
develop the relationship 
across other platforms. 

Despite its wild popularity, 
it’s still a limited site. For 
example, there are no 
built-in analytics. There 
are limits to the number of 
hashtags and mentions in 
a post. 

Path Having a smaller, curated 
network means more 
personal connection and 
communication. 

Limited sphere of 
engagement restricts 
the marketing or 
distribution impact. 

Use the Places tab to talk 
to businesses using text. 
Path makes a call for you 
and texts you back. 

The company seems 
unclear about its purpose 
and, though popular, may 
end up in the dead pool. 

Swarm by 
Foursquare 

Allows you to leave tips and 
information that people will 
find when they visit different 
places in your area. 

Not everyone uses 
location-based 
services. Many people 
who are on Facebook 
are just as likely to 
“check in” with them. 

Build your reputation as 
an expert about your 
market by actually leaving 
tips in the very places that 
they will visit, making 
them relevant. 

The shift to a second 
“check-in” app makes 
Foursquare’s position 
unclear. Many people are 
reticent to share their 
location on an ongoing 
basis.  
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CHOOSING WHERE TO INVEST 
YOUR TIME AND EFFORTS 
More than likely you’ll want to engage across more than one platform, 
which then raises the issue of time management. Which platforms should 
get the most time? Which should get the least? 
 
The nature of a platform like Twitter is that it’s a living stream, which 
means you may want to keep tabs on it. Fortunately, you can track it on a 
mobile device or simply by using desktop solutions like Hootsuite or 
TweetDeck and jump in when you want or need to. 
 
For a Facebook business page, you may take more time crafting your 
content, but ultimately you’re notified when someone mentions you or 
replies to something of yours, necessitating your participation.  
 
The reality is that any social network can be as much or as little a time 
investment as you want it to be. To use it effectively as a business tool, 
conduct the same type of cost–benefit analysis you’d apply to any 
marketing effort: Given what you’re trying to achieve, how much of a time 
investment are you willing to make? 
 
Here are two important tips to help you budget your time: 
 

1. Block out time to check your social platforms. Rather than 
constantly keeping tabs on your networks, schedule time into your 
day to check in and comment as needed. 
 

2. Create a content schedule. The best way to avoid spending too 
much time posting content is to have an idea of what you’re going 
to post on a daily basis. That way, you can either prepare and 
schedule posts or at least prepare them so that the posting 
doesn’t take an inordinate amount of time. 
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The Shelf Life of Social Networks and 
What It Means to You 
Sites like Facebook, which 71 percent of all people online use,5 may have 
staying power, but the truth is, many social networks start out hot, and 
then fizzle out. It’s a competitive space filled with companies trying to 
raise the bar and move digital relationships to the next bold frontier. What 
that means for you is that investing too much time in a new network could 
wind up being a lost effort if that site has to close its doors. 
 
Although there’s nothing wrong with being an early adopter, putting too 
many of your eggs in the basket of any social media platform can be a 
mistake. The best insurance policy against these changes is to own your 
hub, whether it’s an agent site or a blog—someplace where you control 
what is seen and that cannot be affected by changes in terms of service 
or algorithms or any of the things that can make social networks a less-
than-ideal hub for capturing and converting the majority of your leads. 
 
Here are recent trends to be aware of: 

> As Facebook’s user base continues to skew older, there’s more 
opportunity to reach people who are potential clients than there 
were when the site was populated more by teenagers. One of the 
trends that tends to happen over time is that younger users help 
pioneer the early growth of a social network, and then move onto 
the next one to engage there. That leaves a group of users that may 
be a bit slower or cautious in adopting new technologies. 
 

> Location-based systems present a huge opportunity for real estate 
professionals. As mentioned earlier with Swarm, you can tailor your 
efforts around the specific markets you serve, leaving tips, videos, 
and reviews to establish expertise and knowledge. You can also 
learn in real time about trends in your neighborhood, such as 
popular restaurants, businesses, and attractions that may be on the 
rise. 

                                                
5 Pew Research Center, “Demographics of Key Social Networking Platforms,” 
http://www.pewinternet.org/2015/01/09/demographics-of-key-social-networking-
platforms-2 (accessed April 20, 2015). 
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> With the explosive popularity of Instagram, photo and video sharing 
is more important than ever. Why pay for a local TV spot when you 
can make a genuine and engaging video with your smartphone? 
Adding personality and creativity gives you a low-cost way to stand 
out in a crowded marketplace. 
 

> Cross-posting can be your friend. Although not all content belongs 
or fits on all networks, there are times when you can and should 
take advantage of the ability to post content across all your 
networks. Carefully crafting select content to work on different 
platforms (photos and videos are particularly good for this) will be a 
helpful tool in scaling your efforts. 

 
Being social is easy; being social online effectively is not as easy. Day 2 
of this program will cover social media best practices in more depth to 
help you engage in an effective and ethical manner. 
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5. Convert: Leads to 
Clients 
In this chapter: 

> Executing against the opportunity 
> Customer relationship management (CRM) systems 
 
EXECUTING AGAINST THE 
OPPORTUNITY 
Consumers who move further in the buying process and are actually 
contacting agents to purchase are leads, consumers with whom you need 
to establish relationships so that you can earn their business. Unlike the 
consumers you reach in the Zero Moment of Truth (presale) or the 
consumers in your online social sphere of influence, these consumers are 
actively looking for property or agents and require a different set of skills 
to connect with as well as systems to help you be more efficient in the 
way you reach out or react to them. 
 
This course has already discussed lead generation, the processes by 
which you generate consumer inquiries both online and off—property 
search websites, digital business cards, blogs, single-property websites, 
etc.—but when you have the consumer contact, you need to execute 
against the opportunity. That requires an understanding of the 
consumers’ expectations and needs as well as the business needs of the 
real estate professional. 
 
The four keys to converting consumers to clients are: 
 

1. Be responsive to the consumer. 
2. Add value to the conversation. 
3. Make a connection with the person. 
4. Get the phone conversation started. 

 

By concentrating on response, distribution, prioritization, and follow-up, 
you can increase your effectiveness and put into place a sustainable 
method for converting these lead inquiries into clients. 
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It’s crucial that you respond to buyers’ inquiries promptly and thoroughly. 
According to the NAR 2017 Profile of Home Buyers and Sellers, 
"41 percent of buyers reached out to their agent via phone call and 
15 percent sent an email to their agent. Typically buyers only needed to 
contact their agent once before receiving a response from the agent they 
worked with.” 
 
Sixty-eight percent of first-time homebuyers and 72 percent of repeat 
buyers contacted only one agent in their buying or selling process, 
demonstrating the importance of a quick response to consumer inquiries. 
The significance of these statistics becomes overwhelming when added 
to information from RealTrends’ 2013 study, which showed that in 
43 percent of consumer inquiries, the real estate professional contacted 
never responded! 
 

Response 
Some consumer inquiries come by phone and are easily handled, but 
many consumer inquiries are made through the agent or company 
website using a contact form. These consumers expect to be contacted 
within 30 minutes, and the faster your response, the greater the potential 
for converting the inquiry into an appointment or relationship. 
 
Contact form responses provide email addresses, phone numbers, or 
both, and different response plans for each should be in place to handle 
them properly. 
 
If the consumer provides a phone number, a return call within 15 minutes 
of receipt is the best way to create a connection: 

> Keep the call brief, and leave a message even if there’s no answer. 
In the message: 

– Introduce yourself. 
– Acknowledge the request on the specific property, and tell the 

caller that you will be sending them that information. 
– Ask if they would like you to provide them with information 

about other similar properties. 
– Provide a timeframe for supplying the information you have 

promised. 
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> If you are on an appointment, in a meeting, or cannot return the call 
promptly for some reason, send an introductory text right away: 

– Most phones can be set up with a simple text response that 
can be sent without composing a new response—something 
like, “I’m on an appointment right now. Please text me the 
property address so I have the information you want when I 
call you back.” 

– Send an email with the information requested. 
– Provide additional value to the consumer: send personal 

observations about the property or the area, and be sure to 
provide complete MLS information or search Realtors Property 
Resource® (RPR®) to find information about the housing, 
demographics, the economy, or quality of life. Send the 
customer information about additional listings, as well. For an 
overview of RPR®, see Figure 5.1. 

– Set expectations by letting the customer know that you’ll be in 
touch to make sure that the caller received the information, 
and seek an appointment—for example, “If you would like to 
see the interior of the property, I can show it to you today at 
2:00 p.m. or tomorrow at 3:00 p.m. Please get back to me to 
let me know which would be better.” 

 
 
  

I-Note: EXPLAIN  that 
the online consumer 
may not be 
forthcoming with their 
true timelines. 
DISCUSS  lead 
incubation and how to 
have the stamina to 
stay in touch with 
leads that may not be 
ready to buy in the 
next 3 months. 
DESCRIBE the stages 
of buying and where 
they should be getting 
their scripts and 
processes. 
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Figure 5.1: An Overview of Realtors Property Resource® 
 

 
Realtors Property Resource® (RPR®) is a national property research 
platform providing REALTORS® with data, tools, and reporting to help 
clients make informed decisions when buying or selling property. 
 
The RPR platform: 

> Is offered exclusively for REALTORS®  
> Is 100% covered by your NAR member dues 
> Does not allow consumer access 
 
With RPR, REALTORS® can: 

> Search for any property, both on and off market* 
> View details such as tax, assessment, deed, valuation, mortgage, 

historic and distressed data 
> View school data, test scores and parent reviews 
> Search by school zones, neighborhoods, census tracks and more  
> View heat maps, FEMA flood maps, demographic information 
> Quickly download or email company branded reports 

– Seller’s report 
– Property Report 
– Mini-Property Report 
– Market Activity report 
– Neighborhood report 
– Property flyer 

> Access RPR and create reports on iPhone or Android phone’s with 
RPR Mobile™ 

 
*Requires local MLS partnership 
 

Bookmark these links: 

> RPR Video Learning Course: 
http://blog.narrpr.com/learning/fundamentals-of-rpr  

> RPR Help Desk: http://support.narrpr.com  
> RPR Blog: http://blog.narrpr.com  
> RPR: www.narrpr.com  
> RPR Mobile Promo Site: http://m.narrpr.com  

http://blog.narrpr.com/learning/fundamentals-of-rpr
http://support.narrpr.com/
http://blog.narrpr.com/
http://www.narrpr.com/
http://m.narrpr.com/
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If the consumer doesn’t provide a phone number and all you have is a 
name or email address, the process still requires a quick response. Have 
a ready response if you’re unavailable that sets the expectation that you 
will contact the caller later with more information. Keep the body of the 
text in a Microsoft Word document so that you can send it easily no 
matter what the circumstances, even from your phone—for example, “Hi, 
I just got your email request. I’m with a client (or on an appointment or in 
a meeting). I’ll be sending the information about the property you want as 
soon as I’m able and may have some information about other, similar 
properties that you might want to check out. I can get back to you sooner 
by phone. What’s the best number to reach you?” 
 

Note: Even though the consumer has not supplied a phone number, 
many sites, including Google, whitepages.com, and pipl.com, that 
may help. If you find a number, call the consumer and make contact 
that way, as well. 

> Send your email response quickly (that’s why you had a ready 
response!—in no more than 15 minutes). 
 

> When you send the property information, add some context, 
including your personal observations about the property or the area. 
Adding context to the property information demonstrates the value 
your experience can bring to the consumer’s property search. 
Again, RPR® can be a valuable resource. 
 

> Set the expectation that you will be sending a follow-up email to 
ensure that the consumer received the information. Alternatively, 
ask the consumer to text or call you on your mobile phone. 
 

> Include or offer to send later information about similar listings, new 
listings in the area, and listings that may be coming soon. 
 

> Create a CTA—for example, “Hi, I received your request for 
information. It does look like the property is still active at $XXX,XXX. 
If you’re interested, I can show you this home tonight at 7:00 p.m. or 
tomorrow at 5:00 p.m. Can you give me a call back when you see 
this? What’s the best number for me to reach you?” 
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Follow-up to the initial contact is crucial, because not all buyers are ready 
to act when they first contact an agent. 
 
According to NAR’s 2017 Profile of Home Buyers and Sellers Report, the 
average home buyer searches for 10 weeks, two of which are spent 
searching before contacting an agent.6 Therefore, agents should prepare 
for contact that’s consistent and ongoing. For that, you should use a CRM 
system so that you don’t miss opportunities in the press of daily business. 
 

CUSTOMER RELATIONSHIP 
MANAGEMENT (CRM) SYSTEMS 
When leads and prospects are generated, a strong CRM system is critical 
for managing them as well as clients. From prospects to past customers, 
you can store the history of your interactions. The power of being able to 
review a contact’s information and history allows you to work with your 
hot leads and have access to the warm and cold leads in an organized 
system. 
 
So, what questions do you need to ask when choosing a CRM system? 
How powerful a system do you want? What do you want it to do? 
Consider the following: 

> Cost. $40 to upwards of $500 a month for a program that not only 
tracks your business but sends out mass emails and creates a 
website where consumers can track their listing activities has more 
than paid for itself. 

> Longevity. How long has the vendor been around? Have the bugs 
been worked out? 

> Email Interaction. Do you have to use the vendor’s embedded 
email client, or can you still use Microsoft Outlook or Gmail? Do you 
have to bounce from email to CRM? The Outlook interface is most 
common, but more and more programs are embracing Gmail. 

> Support. When considering CRM systems, make it a point to call 
the vendor’s tech support to see how the representatives do. Just 
because a company offers 24x7 support doesn’t mean it can solve 
your problem. Is it really worth it? 

                                                
6 National Association of REALTORS®. 2017 Profile of Home Buyers and Sellers. 
2017 Chicago, IL. 
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> Phone Synching. Does the CRM system sync with your phone? 
Not all CRM systems do. The best option is to use the phone’s 
existing software rather than loading the vendor’s software. Your 
phone’s contact software will sync the information from your CRM 
system. You really don’t want to have to go online with the phone: 
It’s impractical. 

 
 

  
With the leads and contacts you obtain from your real estate marketing 
efforts, you need a reliable, reputable CRM system to store them. These 
days, CRM systems are more than just databases to hold names, email 
addresses, and phone numbers. Modern CRM software affords agents 
many unique benefits: 
 

> They’re Intuitive. The software you use should be quick, effective, 
and easily navigable. If it takes you more than 20 minutes to 
understand how to effectively use a CRM system, it’s outdated. 

> They Exist in the Cloud. File storing and file sharing have become 
a cinch thanks to cloud computing. The best CRM solutions allow 
you to store files, like listing photos and sales documents, online 
and drop and grab them with ease. 

> They’re Widely Accessible. The latest and greatest CRM tools 
have apps for iPhone, iPad, Android devices, and other popular 
mobile devices, making them simple to work on the go. 

> They’re Customizable. Professionals today don’t want a CRM 
solution that’s one size fits all. They require software that can be 
altered to their specific marketing and sales needs. Many modern 
CRM systems offer just that. 

> They Automate Real Estate Marketing and Sales Tasks. Gone 
are the days of manually sending out emails and publishing other 
marketing collateral. The top CRM software offers professionals the 
chance to schedule their tasks ahead of time and communicate with 
contacts automatically. 

> They Allow for Real-Time Tracking. Want to check the open rate 
for emails sent to leads? Curious about which contacts filled out a 
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form on your real estate website? You can find this data using 
today’s CRM solutions. 

 
CRM databases provide numerous other conveniences for real estate 
agents. Each solution is a bit different, so assess your own CRM needs 
and compare them against what the market has to offer. To get a glimpse 
of the best options for agents, we’ve compiled an alphabetical list of the 
best real estate CRM software systems available. (Remember: There are 
many options on the market that aren’t real estate specific, so do your 
due diligence, ask around for recommendations, and determine which 
works best for your real estate marketing and sales needs.) 
 

Contactually 
What it offers real estate professionals: 

> Syncs with iOS devices and Android devices, Gmail, Outlook, and 
Salesforce.com. 

> Dashboard shows daily reminders, actions, notifications, and 
various contact information. 

> Offers email templates and a ScaleMail tool for lead follow-up. 
> In-browser tool allows for content curation and sharing with 

contacts. 
> IntroMaker feature allows agents to introduce like-minded contacts 

in their network. 
 
What users and experts have to say: 

> “Have used MANY CRM’s over the years and this is one of the 
easiest to set up and consistently use. I have used Contactually 
since soon after it launched. I have found it to be one of the most 
user-friendly systems I’ve used in over a decade. It is very ‘plug and 
play,’ with a low barrier to hitting the ground running. The buckets 
are a terrific way of effectively segmenting your database and tags 
are a great method to further group by project.” (via BestVendor) 
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Follow Up Boss 
What it offers real estate professionals: 

> Syncs with iOS and Android devices, Gmail, and Outlook. 
> Automatically imports leads from other online sources, including IDX 

real estate websites. 
> MailChimp email drip campaigns start and stop automatically based 

on preferences. 
> Ability to track other online marketing efforts, including social media. 
> Smart lists allow separate hot leads from cold ones. 
 
What users and experts have to say: 
 
> “Follow Up Boss shows you at a glance which lead sources are 

performing as well as how your agents are performing by lead 
source, it’s an intuitive way to manage and refine your marketing 
spend to make it more effective.” (via eight11) 

 

Insightly 
What it offers real estate professionals: 

> Syncs with iOS and Android devices, Google Nexus, Amazon 
Kindle HD, and MailChimp. 

> Project management tool helps with email campaigns, reminders, 
and other tasks. 

> Social CRM identifies leads’ social media accounts after integration 
of an email address. 

> Offers end-user training to provide tips and tricks to users. 
> Easy file-adding and file-sharing capabilities. 
 
What users and experts have to say: 
 
> “Insightly is appropriately named. It not only gives you a CRM 

platform, but it also provides detailed insight into contacts, 
customers, companies, and your business processes. Aside from 
occasional slow performance, Insightly is an excellent CRM platform 
for smaller businesses and a 4.5 out 5 star Editors’ Choice for 
CRM.” (via PCMag) 
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IXACT Contact 
What it offers real estate professionals: 

> View all contacts at a glance on the dashboard. 
> Email campaign and tracking capabilities are automated. 
> A listing and closing activity plan feature for client-related tasks is 

included. 
> A business directory tool allows agents to keep in touch with 

vendors and other professionals. 
> Automatic lead capture syncs leads from other sources into the 

IXACT database. 
 
What users and experts have to say: 
 
> “This service can be really basic, or you can drill down and 

personalize your contacts through the groups you create. I think this 
is very easy to use, and they have videos to support all aspects of 
the site. I think it is perfect for people who are not super techno 
savvy.” (via ActiveRain) 

 

RealtyJuggler 
What it offers real estate professionals: 

> Syncs with iOS and Android devices, Gmail, and Outlook. 
> Score leads with five real estate calculators. 
> Import leads from other service providers, including RealtyTrac. 
> Offers email marketing and print mail and collateral services. 
> Tools allow for easy tracking of leads, clients, open houses, 

promotions, and more. 
 
What users and experts have to say: 
 
> “I have been slow to learn RealtyJuggler, but the more I transition 

over to it the more I am impressed by them. They have a great 
tutorial system, their tech support is always helpful and 
knowledgeable, AND it does so much you can pretty much run an 
entire company off of it.” (via ActiveRain) 
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Top Producer 
What it offers real estate professionals: 

> Syncs with other lead providers, including Zillow, Trulia, Boomtown, 
and REALTOR.com. 

> Works with iOS, Android, and Windows Phone devices and offers 
the Note Stream note-taking tool on mobile devices. 

> Instantly qualify leads and get coaching for lead management. 
> Integrates with Gmail, Yahoo! Mail, Outlook, Google Drive, and 

Dropbox. 
> Social Media feature allows you to monitor leads’ Facebook and 

Twitter activity easily. 
 
What users and experts have to say: 
 
> “I researched several CRMs last year . . . and decided to go back to 

Top Producer as it had features that I wanted (e.g., my business at 
a glance, ability to set reminders for tasks, easy Google syncing).” 
(via ActiveRain) 

 

Wise Agent 
What it offers real estate professionals: 

> Time Management Toolbox helps you keep productivity high. 
> Choose from hundreds of templates for email drip campaigns. 
> Get unlimited document storage. 
> Easily create print marketing collateral, like letters, newsletters, and 

postcards. 
> Integrate with Zillow, Constant Contact, MailChimp, Evernote, and 

other major services. 
 
What users and experts have to say: 
 
> “Very flexible, with an easy-to-use interface. Great customer service 

(they actually answer the phone.) Integration with MailChimp and 
Constant Contact. The price is very reasonable. You can define and 
create your own groups for mailing list and such.” (via ActiveRain)
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TRANSACTION MANAGEMENT 
SOFTWARE—DEFINING THE 
PROCESS 
Transaction management software isn’t new. In one form or another, it 
has been around for more than three decades, but we have gone from 
server-based software with databases of information input by clerical 
staff, with reminders, form letters, and business reports, to a focus on 
electronic document handling, sharing, and storing. 
 
Early transaction management software was mostly based on transaction 
records and accounting software, tracking commission schedules for 
brokerages, back-billing for agents, income and expenses per property, 
and not handling documents for the most part. A brokerage bought the 
software and generally operated it as part of its back office. These 
platforms were either task management software based on a relational 
database or tracking and reporting software centered around the 
spreadsheet, as in the world of accounting software. 
 
Real estate transactions became more and more complex, and the 
amount of paperwork generated for each transaction has grown with that 
complexity. Agreements of sale are, at their most basic, anywhere from 
five to 20 pages of disclosures and contingencies even before the 
addition of endorsements and addenda to the agreement of sale for each 
specific contract. With ever more mobile customers and clients, real 
estate transactions have moved toward electronic signatures and forms 
without letup. Because documents are often originated and executed 
electronically, the need for cloud-based document and transaction 
management software has grown exponentially.  
 
These changes in the industry and the emergence of different business 
models led to agents bearing more responsibility for the transaction 
processing in many companies. Coincidentally, the industry saw a strong 
push toward “paperless transactions” that distributed executed and 
executable documents to the participants in the transaction using 
scanned paper documents with “wet” (handwritten) signatures or 
electronic documents with e-signatures. This in turn led to a new 
generation of “transaction management” platforms, which revolved 
around document management in much the way that the earlier versions 
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revolved around the accounting function and were agent- and transaction-
centric rather than company-centric. Now, agents can create, scan, 
distribute, and mark up documents with all of the participants in a 
transaction—buyers, sellers, co-brokers, mortgage lenders, title 
companies, appraisers, attorneys, and anyone else who needed some or 
all of the documents generated during the transaction. 
 

MANAGING THE PAPER(LESS) 
In its simplest form, real estate professionals need to manage documents 
electronically, their brokers need to review documents for compliance, 
and all of the participants to a transaction need copies of every item the 
buyer or seller has touched. Documents need to be shared, split, merged, 
supplied to the participants in the transaction, and stored for compliance 
with state regulations. Although some agents used generic tools like 
Dropbox or Evernote to create folders to share documents, forms, and 
photos with their clients and customers, it wasn’t long before the creation 
of cloud-based document management software was marketed to the 
industry as transaction management software. 
 
Modern transaction management platforms need to have document 
management as a part of their overall design, but the management of 
transactions involves tasks that are tied to the creation and execution of 
documents and those that aren’t. The management of these tasks and 
the reporting of the overall progress of the transaction and its impact on 
the operation and management of the business are still weak spots in 
many transaction management platforms. For example, the management 
team needs to review documents for compliance with federal and state 
regulations as well as the business rules of the company. The agent or 
transaction processors need to make sure that all contingencies are met, 
including inspections or utility turn-offs or turn-ons, and completed in a 
timely manner and that all deposits are collected and deposited. 
 
From a brokerage perspective, the transaction management platform 
should provide basic reports to help agents guide their business, 
including days on market, difference between list and sale price, pending 
business, settled business, average sale price, number of units sold, total 
volume sold, and average productivity per person. 
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In the newest wave of transaction management platforms, each vendor 
seems to be moving from document management, collection, and sharing 
to more complicated platforms that provide many of these features, with a 
few of them are relying on checklists, which are a less robust method of 
ensuring uniformity in processing and compliance at every level. When 
they mature further, it is probable that the platforms will halt the 
transaction process until tasks are reported as complete rather than 
merely having a note to do so. 
 
Generic document handling platforms became a visible part of the real 
estate technology landscape. Practitioners like Dean Oulette in Phoenix 
(author of Evernote for Real Estate) has used Evernote to manage his 
real estate transactions for years. Others prefer Dropbox or SugarSync to 
manage their documents, creating individual folders to store documents 
and share with various participants, assigning different security rights and 
privileges to different users. Some people have even used Google Drive 
or Box.net for these purposes, but the confidential nature of the 
information contained in the documents created during a real estate 
transaction would suggest that dedicated platforms, though more 
expensive, will be better designed for the real estate professional.  
 

TRANSACTION MANAGEMENT—
MY WAY OR YOUR WAY?  
In any case, as electronic forms and signatures begin to dominate the 
transaction landscape, these platforms will continue to evolve. Currently, 
companies like zipForm, DocuSign, and DocuSign Transaction Rooms 
are working on integrating the process of creating, executing, and 
managing documents in the simplest possible manner. With the zipForm 
MLS product, the forms can access MLS and input the property 
information fields automatically, linking the property information to every 
document in the transaction. Everyone can use e-signatures to execute 
the documents, and then DocuSign Transaction Rooms to manage the 
documents, using checklists to manage the transaction. Dotloop offers 
similar integrations in some markets, though you need to determine which 
forms they have access to in those different markets. 
 
Although many transaction management platforms are available, these 
two were chosen because they are examples of two different 
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organizational philosophies. In the dotloop transaction, you create a 
“loop,” and then you invite others to that loop to interact with the 
documents. In a DocuSign Transaction Room, the documents are 
circulated to the participants, who do not need to be in the “room” to 
execute, send, or receive the documents. To some cooperating 
brokerages, the idea of being pushed to participate in someone else’s 
method of transaction processing is unsettling, and they may not wish to 
join your loop, creating some awkwardness in the processing. That being 
said, dotloop has a large, loyal following that enjoys the benefits of that 
particular program. 
 
BackAgent, a Texas-based company, provides not only transaction 
management but also a full-featured MLS search and company intranet, 
bringing another dimension to the platform and enhancing the company 
brand during the process. 
 
In the meantime, you need to choose the form provider, e-signature 
provider, and document handler that integrate most easily and work best 
in your market. 
 
Here are 10 questions you should ask about any transaction 
management software: 

1. Does it manage documents? 
2. Does it track the tasks from listing to sale? 
3. Can it communicate with all of the participants in the transactions? 
4. Can it provide useful business intelligence through reports to help 

you understand your business and manage it through 
measurement? 

5. Can it track commissions, expenses, and commission payments 
to agents? 

6. Does the platform provide calendar-based reminders and 
automate tasks common to each transaction? 

7. Does the platform provide timely reminders as contingencies are 
due to all parties involved? 

8. Does the platform require the participation of the other broker or 
agent, or can those parties send and receive communications 
without adapting their business rules to yours? In other words, do 
you have to go to the document to execute or make changes, or 
does the document go to you for these things to be done? 
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9. Does the platform have the ability to monitor communication and 
timeline events via ticklers, reminders, and tasks to ensure that 
the transaction is managed properly all the way to closing? 

10. Is the program platform agnostic and adaptable to a variety of 
browsers? 

 
Transaction platforms to review include: 
 
 DocuSign Transaction Rooms: 

https://www.docusign.com/support/transaction-rooms/article/top-ten-
docusign-transaction-rooms-faqs  

 Dotloop: https://www.dotloop.com  
 BackAgent: www.backagent.com/overview/intro  
 SkySlope: https://www.skyslope.com  

 

Alternatives to Dedicated Transaction 
Management Platforms 
If your brokerage firm is not ready to adopt a full-featured transaction 
management platform or you are responsible for processing your own 
transactions, you might choose to use a generic document management 
solution combined with a series of checklists or folders to help you work 
toward a paperless environment—or at least an environment in which 
there is less paper. Although all of the platforms here offer “freemium” 
models, for your business, you should be prepared to spend the money 
for premium accounts on whatever sites you use: It will mean more 
storage, better recovery of deleted files, and useful extra features. More 
importantly, it will mean continued access to stored files as long as you’re 
paying for your account and don’t exceed your storage limits. 
 
The most commonly used cloud solutions for file storage and 
management are Box.net, Dropbox, Google Drive, and Evernote. 
Microsoft offers OneDrive as a cloud-based solution, and Apple offers 
iCloud, but these are both more platform biased than the other solutions, 
and iCloud doesn’t currently work outside the Apple ecosystem. 
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Box and Dropbox 
Box and Dropbox are both cloud-based document storage systems and 
can be used for file storage and sharing. Box has the benefit of being 
almost starkly simple and easy for new users, but Dropbox is the less 
expensive option ($10 per month for 1 TB as opposed to $10 per month 
for 100 GB). Box is aimed at corporate users, with only 14 million 
individual users, but both sites offer options for syncing files to your 
desktop as well as free versions, so before you choose one over the 
other, it makes sense to open an account on each and see which 
interface you like the most and would be easiest for your clients and 
customers to work with. Evernote and Google Drive offer a little more 
than storage, file sharing, and syncing to different devices.  
 

Google Drive 
Google Drive is actually the residence of the Google suite of office 
products—Docs, Sheets, Slides, and Forms (the equivalent of Microsoft 
Word, Excel, and PowerPoint and a lightweight version of SurveyMonkey, 
respectively). It provides much more integral functionality, and if you’re 
already a devoted Gmail and Google Calendar user, it simplifies 
integration into your business.  
 
Drive can open up to 30 kinds of files right inside your browser, and this 
type of inclusiveness means that you are more flexible on the types of 
documents you receive and share. Drive also includes an option to turn 
on OCR text scanning, which means that when you upload images to 
Google Drive, Google will scan the images for text and make them 
searchable. 
 
When you start on Google Drive, you should set up six folders to help 
organize your real estate business. They can be labeled prospects, 
buyer, sellers, pending/under contract, closed, and templates, and the 
labels explain what you will store and share in them. 
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There are five basic ways to use Google Drive in your real estate 
business: 
 

1. Leverage templates to perfect and optimize real estate 
workflows. With a complete document suite, creating and sharing 
templates and checklists are a one-stop process; create, store, 
and share them all in one place. 

2. Share real estate documents with others involved in your 
transactions. Plus, you can manage permissions on a variety of 
levels. 

3. Collaborate on real estate documents in real time. Any 
document you share with Google Drive allows you to see others 
working on it in real time. Drive allows you to collaborate on any 
native file type in real time, something that will go a long way 
toward impressing your clients and customers. It allows you to see 
how you change documents to implement other users’ transaction, 
thereby avoiding misunderstandings about phrasing or terms. 

4. Leverage third-party integrations. Use tools from DocuSign to 
implement electronic signatures. By adding the DocuSign app for 
Google Drive, you gain all the functionality of electronic 
signatures. When you sign or send a document, the signed copy, 
including the Certificate of Completion, will automatically be 
returned to a DocuSign–Completed folder for you. 

5. Search and find all your real estate documents. Who does 
search better than Google? 

 

Evernote 
Evernote is a robust platform used for multiple purposes, all in the cloud. 
It’s a note-taking platform combined with document and file storage as 
well as email capability where you can collaborate by sharing notes and 
files, create templates, develop presentations, conduct CRM-related 
tasks, share business cards, get screen captures via Skitch, and organize 
your world using folders and tagging. 
 
Evernote makes it easy to access anything with one click and is 
accessible from any device. It is often described as one workspace, 
because you can perform almost any function within the platform. 
Evernote is organized on three levels: notes, notebooks (collections of 
notes), and stacks (collections of notebooks). 
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Premium features of Evernote include offline storage, added security, the 
ability to search within PDF and Microsoft Office attachments (a key 
feature for business purposes), a note history that tells you who did what 
and when to a note, priority support, no ads, and much more for only $45 
a year. 
 
You can use Evernote to manage your entire real estate operation, from 
first point of contact with a prospect through closing, and customize it for 
your real estate practice.  
 
Complete these steps to implement Evernote in your real estate business. 
 
1. Organize Your Notes into Specific Notebooks. 
You use six notebooks to organize your real estate business when getting 
started with Evernote: prospects, buyer, sellers, pending/under contract, 
closed, and templates. You can of course set up many others, but this set 
of notebooks should provide the flexibility to organize and find any 
documents. 
 
2. Organize Notebooks into Stacks. 
A couple of things to consider when getting set up: Templates should 
include any checklists or forms that you use over and over again. You can 
copy and paste the template into the appropriate client note. For example, 
you may have a new client questionnaire; you can create a template from 
it so that you ask the same questions every time. Common templates in 
real estate include a listing checklist, buyer checklist, contract to close 
checklist, and a qualifying questionnaire. Any form you use in Word can 
easily be converted to Evernote. 
 
 

3. Organize Templates for Each Part of the Real 
Estate Transaction as Notes. 
Before you begin to use any online tool, create checklists of things that 
you need to do, documents that your clients need to review or complete, 
lists of the steps that need to be taken before you get a listing, when you 
get a listing, when the listing is sold, when you sell a cooperative listing, 
and for the things that need to be completed when the client enters into 
an agreement. 
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4. Organize Client Notes. 
After you have set up your notebooks, you can begin to organize your 
client notes. You will want to keep standard information for each client—
for example: 
 
 Qualification Form. What did your client say during qualification on 

the phone? This is the step prior to the face-to-face meeting. You 
should have a qualification template in your template notebook. 

 Seller–Buyer Consultation. Standardize the buyer–seller process, 
and keep notes on your face-to-face consultations. 

 Seller Pricing and Comparative Market Analysis (CMA). Keep 
your pricing recommendations and CMA for each seller you meet. 

 Seller–Buyer Tour Notes. This is an important part of the process 
for buyers and sellers. In Evernote, you can use audio, video, and 
photos to help buyers remember their favorite homes; with sellers, it 
helps you remember the unique selling features so you can create 
marketing that enhances the home. 

 Seller–Buyer Presentation. Keep your customized presentation for 
each buyer and seller so that at the appointment, you can go over it 
with each. 

 Contract-to-Close Notes and Documents. Keep track of the 
status and documents of the transaction. You can easily do this in 
Evernote with a template and a client notebook. 

 
5. Keep Notes and Documents. 
You can add notes, documents, photos, and videos from anywhere and 
any device. With Evernote it’s easy to download documents and files from 
your email or the Web. It’s also easy to add photos from your camera via 
your phone or tablet, and you can use Skitch to mark them up. Evernote 
makes it easy to organize your business receipts and documents. 
Keeping and maintaining receipts have never been easier.  
 
6. Share with Clients. 
Evernote lets you share documents with your clients so they have access 
24x7. You can give them permission to see the documents you want 
them to see, and those you don’t can be for your eyes only. This 
functionality allows them to make comments, give feedback, and share 
ideas without email. 
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MUST-HAVE APPS 
1. Evernote. As described previously, Evernote is a cloud-based 

note-taking and file-storage application that synchronizes data 
across multiple devices. Evernote is a wonderful place to store 
and arrange notes, which can consist of photos, web pages, text, 
or audio organized into folders and tagged for easy sorting across 
those folders for your later review or to share with others. 

2. Dropbox. This app synchronizes across various devices, creating 
physical copies of files on your desktop or laptop, if you wish. 
Unlike Evernote, Dropbox doesn’t allow for the creation of files but 
is primarily a cloud-based file system. 

3. RPR® Mobile. This mobile version of RPR® allows you to search 
and locate any property around you easily, locating you through 
your phone’s GPS, allows you to create and send company-
branded reports from your phone or tablet, and view local market 
statistics. 

4. WhatsApp. This real-time, cross-platform messaging app allows 
users to exchange text, audio, photo, and video messages without 
paying SMS charges. Users can also create groups to broadcast 
messages.  

5. Feedly. This RSS service delivers news feeds to your browser 
and syncs to Android and iOS mobile apps, too. Logging in 
requires a Google account. After Feedly accesses your Google 
account, it loads a home page in a layout that is basic and easy to 
navigate. Feedly can help you choose streams to deliver 
information for you to curate and share easily from a variety of 
devices. 

6. Buffer. After you have chosen content to share through feedly, 
Buffer manages several profiles for you, and then posts items to 
those channels at varying intervals, avoiding the duplication 
issues possible with other types of dashboards. Simple and 
automated in its use, Buffer integrates with Facebook, LinkedIn, 
Twitter, and other channels, posting to any number of them easily 
with one key and scheduling them automatically or according to 
time intervals you set. 

7. LinkedIn Connect. Connect is an app that presents notifications 
about your LinkedIn connections in the form of cards that can be 
swiped up to dismiss or left or right to review. The notifications 
focus on updates about connections to your mobile device. Events 
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such as job changes, work anniversaries, or mentions in the news 
show up as cards that you can swipe through or respond to easily 
and smoothly. Users can interact with the cards as they would a 
Facebook post, with a “like,” a comment, or even a phone call. 
After you have dismissed all the cards, you may be given the 
opportunity to connect with some new people. By reminding you 
and them and placing your response through LinkedIn, the app 
makes you more engaged on that most important of the neglected 
sites. 

8. Glympse. Glympse is a fast, simple way to share your location in 
real time with clients, colleagues, family, and friends and let them 
know when you will arrive and where you are. Send a Glympse to 
your friends to let them know you’re on your way. Request a 
Glympse of a client or customer who is coming to a property to 
meet you. The app lets you set a duration, pick a destination, 
choose the recipients, and press send. Glympse sends a real-time 
map showing where you are, how fast you’re traveling, and an 
estimated time of arrival. 

9. Waze. Waze is a crowd-sourced traffic information and navigation 
app. Wazers report traffic conditions as they find them, including 
work on the highway, speed cameras and speed traps, accidents, 
and potholes. A simple interface allows you to see others using 
the app and to share the information as you travel. No more 
wondering what caused that traffic jam, Waze will let you know 
what it is and relieve your frustration by letting you know exactly 
what to expect.  
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6. Drip: Stay Top of Mind 
 
In this chapter: 

> Why email marketing? 
> CAN-SPAM Act of 2003 
> Email marketing programs 
> Controlling incoming email 
> Summing it up 
> Next steps 
 

WHY EMAIL MARKETING? 
Email marketing can be an efficient and effective way to communicate 
regularly with your customers and prospects as well as drive traffic to 
your hub. Today’s digital consumer may enjoy receiving daily and weekly 
messages on real estate. If you provide them an easy way to subscribe, 
this list can be a valuable asset to you. 
 
Email newsletters may ultimately replace their direct mail counterpart. 
They are more cost effective and can be more target specific. Effective 
email newsletters are timely and have three to four short articles, with 
links to the “rest of the story.” For an example of an effective email 
newsletter, see Figure 7.1. 
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Figure 7.1: Email Newsletter from the Good Life Team 
 

 

 
Source: Reprinted with permission of Krisstina Wise, 
www.goodlifeteam.com. 

Krisstina Wise's email 
newsletter incorporates 
calls to action that, when 
clicked, drive readers to 
her hub— 
www.goodlifeteam.com.   

http://www.goodlifeteam.com/
http://www.goodlifeteam.com/
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If you write blog posts or articles on your website or blog, you can use the 
posts as articles in your email newsletter. Write 25 to 50 words, and then 
include the link back to your website. Email newsletters may also feature 
embedded photo tours and direct links to specific information. Email 
newsletters can be automated and scheduled to be date-specific or sent 
in conjunction with some other event, like an open house.  
 
Ways to use an e newsletter include: 

> Conducting weekly email farming 
> Creating a personal promotional email brochure template 
> Creating a property-specific email marketing template 
> Extending content on your company website by creating a series of 

quick email templates for replying to leads and prospects 
 
Advice varies, but the email community has consensus on the following 
email tips: 
 
 Send your email campaigns during the day, not in the evening.  
 Avoid Mondays. People are still catching up after the weekend. 
 Twenty-three percent of emails are opened one hour after being 

delivered.7 If you have a special event, it’s wise to send out this 
email only 3–5 days before the event. Some email programs 
suggest an additional email an hour before, as well. 

 Sending email in the middle of the week and in the middle of the day 
still seems to be the best way to send emails. 

 Try different times. Send emails between 1:00 p.m. and 3:00 p.m., 
but test the morning, from 9:00 a.m. to 11:00 a.m., as well. 

 
All your email should be permission based. In building a relationship 
between you and prospects, past customers, and sphere of influence, the 
last thing you want is to flood them with unwanted email. Be sure to 
include a link on your website where visitors can subscribe to your 
e-newsletter. If you have a Facebook business page, set up a tab for 
visitors to register for your email newsletter, as well. 

 
                                                
7 GetResponse. Best Time To Send Email, http://blog.getresponse.com/best-
time-to-send-email-infographic.html. 
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CAN-SPAM 
Make certain you comply with the CAN-SPAM Act, which stands for 
Controlling the Assault of Non-solicited Pornography and Marketing, 
legislation enacted in 2003. CAN-SPAM establishes requirements for any 
email that advertises or promotes a commercial product or service, 
including website content. Emails must include: 

> An accurate header 
> Accurate subject lines 
> An easy opt-out method 
> Legitimate return email address and valid physical postal address  
 
CAN-SPAM Mobile Service Commercial Messages (MSCM) bans 
delivery of unwanted MSCM to wireless devices or domain names, 
including mobile phones, PDAs, and smartphones. Check the Federal 
Communication Commission’s list of wireless domain names at 
www.fcc.gov to ensure that you’re not sending commercial emails to 
prohibited domains. 
 

EMAIL MARKETING PROGRAMS 
A variety of programs can help you create your email marketing 
campaign. Some are turnkey, so you just pick the campaign, add your 
members, and the system does it for you. Others are custom programs, 
which require a greater time investment. 
 
 

Turnkey Programs 
Many of the CRM systems discussed in Chapter 5 include an integrated 
email platform. An integrated platform can create handshakes with 
Internet leads and send out automated email campaigns. Some of the 
CRM products also offer digital marketing campaigns to engage clients. 
Vendors include: 

> Top Producer 
> Market Leader 
> Imprev 
> Wise Agent 
> IXACT Contact 
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> RealtyJuggler 
> Kunversion 
> BoomTown ROI 
 
These email marketing programs require minimal work by the real estate 
professional, but the content can be used by other agents. They can also 
lack local content and the real estate professional’s “voice.” If you use a 
turnkey email program, be sure it allows you the opportunity to add 
custom content to personalize the newsletter.  
 

Custom Programs 
As mentioned earlier, custom email programs require a greater time 
investment. After you have created your template, you may find them 
easier to use, especially if you’re using regular content from your website 
or blog. A custom email program enables you to create targeted content 
to specifically meet the needs of your target consumer. 
 
You should make sure that a custom email program allows you to: 

> Manage subscriptions automatically 
> Offer an “unsubscribe” feature 
> See who’s reading your newsletter through data and analytics 
> Create a professional looking product using predesigned templates 
 
 
MailChimp 
The features and integrations at MailChimp (www.mailchimp.com) allow 
you to send marketing emails, automated messages, and targeted 
campaigns. Its detailed reports help you keep improving over time. 
MailChimp integrates with apps like Salesforce.com, Google, Twitter, 
Facebook, Follow Up Boss, and Propertybase. 
 
Features checklist: 

> Auto-responders 
> Bounce tracking 
> CAN-SPAM compliance 
> Click-through tracking 
> Event-triggered email 
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> Mailing list management 
> Newsletter management 
> Subscribe and unsubscribe 
> Template management 
> WYSIWYG email editor 
 
Deployment: 

> Mobile 
> Web-based 
 
Training: 

> Documentation 
 
Support: 

> Online 
> Business hours 

 
iContact 
An affordable newsletter product, iContact (www.icontact.com) makes it 
easy to create and track email results. 
 
Features checklist: 

> Auto-responders 
> Bounce tracking 
> CAN-SPAM compliance 
> Click-through tracking 
> Event-triggered email 
> Mailing list management 
> Newsletter management 
> Subscribe and unsubscribe 
> Template management 
> WYSIWYG email editor 
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Constant Contact 
Constant Contact (www.constantcontact.com) has many features to help 
make your email marketing more engaging. It offers easy-to-use 
templates for email and newsletters as well as easy-to-use forms to get 
sign-ups on your website and Facebook page. It also integrates with 
Hootsuite, the social media platform, allowing you to create posting 
strategies across Twitter, Facebook, LinkedIn, and Google+ Pages from 
one dashboard. 
 
Features checklist: 

> Auto-responders 
> Bounce tracking 
> CAN-SPAM compliance 
> Click-through tracking 
> Event-triggered email 
> Mailing list management 
> Newsletter management 
> Subscribe and unsubscribe 
> Template management 
> WYSIWYG email editor 
> Many apps to automate your email list 
 
Deployment: 

> Web-based 
 
Support: 

> Business hours 
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VerticalResponse 
An innovator, VerticalResponse (www.verticalresponse.com) uses drag-
and-drop technology to make it easy to create newsletters and email. Its 
professionally created templates are viewable on any device. You can try 
the service at no cost. 
 
Features checklist: 

> Easy contact upload 
> Contact forms for website and social media 
> Auto-responders 
> Publish to web  
> Integration with many apps 
 
Deployment: 

> Web-based, tablet and smartphone-based 
 
Support: 

> Business hours 
 
 

BombBomb 
BombBomb (www.bombbomb.com) offers easy video integration into its 
email templates, allowing you to record or add your videos to many 
different kinds of messages. BombBomb offers easy to use templates for 
both video and traditional email. 
 
Features checklist: 

> Auto-responders 
> Bounce tracking 
> CAN-SPAM compliance 
> Click-through tracking 
> Mailing list management 
> Newsletter management 
> Subscribe and unsubscribe 
> Template management 
> WYSIWYG email editor 
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Infusionsoft 
This email marketing program offers a CRM system in which you can 
manage your daily client relationships and activities in one platform. The 
email marketing aspect of Infusionsoft (www.infusionsoft.com) offers an 
easy-to-use product that helps you create email and for lead capture and 
email automation. 
 
Features checklist: 

> Auto-responders 
> Bounce tracking 
> CAN-SPAM compliance 
> Click-through tracking 
> Event-triggered email 
> Mailing list management 
> Newsletter management 
> Subscribe and unsubscribe 
> Template management 
> WYSIWYG email editor 
 
Deployment: 

> Web-based 
 
Training: 

> Documentation 
> Webinars 
> Live online 
 
Support: 

> Online 
> Business hours 
> 24x7 (live representative) 
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CONTROLLING INCOMING EMAIL  
With the volume of incoming mail that business people today receive, 
having some method to review, control, and redirect your email is crucial. 
Obvious steps to take include having a strong antispam filter on your 
email handler, and if you’re using an email handler like Outlook, you can 
and should establish rules to direct email to folders for easy disposition at 
your convenience. 
 

Gmail 
Gmail allows you to sort your incoming email using a tab system that also 
allows for presorting email to allow you to choose your battles as you 
work your way through your daily messages while still leaving the 
problems of email subscriptions that you may have, either knowingly or 
unknowingly, opted in to.  
 

Unroll.me 
For those emails that include items that interest you or for which you have 
some personal or business purpose, Unroll.me is a perfect tool. Unroll.me 
identifies your subscription-based emails and allows you to unsubscribe 
from them with a single click inside the Unroll.me platform. For the 
subscriptions that you wish to retain, Unroll.me provides you with a daily 
digest in an easy-to-read format at the specific time of day you wish to 
have it delivered for your review—morning, afternoon, or evening. 
 

Mailstrom.co 
For those who maintain a number of different email accounts, a stronger 
solution is Mailstrom.co. Mailstrom has an unsubscribe feature but is 
really designed to help with the wholesale organization of your inbox, with 
the stated goal of helping you reach Inbox Zero. The service sorts your 
emails by sender, time, size, subject, or the name of the person you 
emailed. By grouping your emails, the application allows you to organize 
your messages quickly and easily into files that appear as part of your 
email platform, making your emails easy to access when you need them.  
 
Its free service allows a snapshot of your email inboxes only to the first 
5,000 emails, and you can delete 25 percent of this. For only $49.95 per 
year, however, you can add three email accounts, deal with up to 100,000 
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emails, delete an unlimited amount of messages, set rules for future 
deliveries from specific individuals, and make folders to handle email 
sorted by time. 
 

SUMMING IT UP 
We've covered a lot of ground thus far in Day 1 of e-PRO®. Let's review 
the highlights: 
 

1. To connect with the modern consumer you need to have a digital 
presence to reach consumers during the ZMOT and beyond.  

– The most effective strategy for this is to have digital and non-
digital "spokes" directing consumers to a hub where you can 
capture information and begin the process of converting 
"leads" to customers and clients. 

– Real estate professionals are no longer the "keepers of the 
gate" for property information, and though consumers look at 
property information early in their process, they want to find 
real estate professionals who are honest and knowledgeable 
about the marketplaces where they are searching.  

 

2. Creating great content is crucial to attract consumers by 
demonstrating your knowledge of the area.  

– Blogs, photos, and especially videos can create that 
impression with consumers while providing information they 
seek on the quality of life in your area. 

 

3. Word of mouth marketing is still crucial and can be combined with 
a thoughtful digital marketing strategy. 

– Having good online ratings and testimonials is important to 
show consumers what your clients and customers think of the 
service you provide. There are several paid services to garner 
testimonials offering different methods of gathering and 
displaying the information. 

– SEO and SEM are also important parts of any digital 
marketing strategy—and the importance of the Long Tail 
(using the power of small communities) can help you be 
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competitive in your area of specialization. Using organic efforts 
to increase your appearance on search engines (SEO) or 
paying for clicks (SEM) are each useful for professionals 
desiring to be found in conjunction with specific keywords or 
phrases. 

– Digital display ads can also be useful in targeting specific zip 
codes or demographics. 

 

4. Using Facebook is not, by itself, using social marketing. 

– Analyzing the strengths, weaknesses, opportunities, and 
threats of each social network can help you choose which 
networks are best for you and your intended audience. 

– Your social efforts need to be consistent and sustainable, and 
should be reviewed to assure that you are reaching the 
intended audience. 

 

5. Automation is crucial to converting contacts to customers and 
clients, and CRM systems can help remind you to stay in touch 
with past clients, current clients, and your sphere of influence. 

– Once a transaction begins, we need help to handle the 
paperless transaction—from electronic forms and documents 
to document management and transaction management 
platforms. 

– Transaction management platforms can be generic of task 
specific, but developing and memorializing your workflow is 
important to your success and a seamless, compliant 
transaction. 

 

6. Email is a great, low-cost way to reach large audiences. 

– You can either use turnkey or custom email programs to reach 
your clients but staying in touch with them over longer periods 
of time through drip campaigns can be a great way to handle 
larger numbers of contacts.  

– But beware, you need to be respectful of the needs of your 
audience and comply with CAN-SPAM in all your email 
campaigns. 
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NEXT STEPS 
Your course provider will administer the final exam for Day 1. The final 
exam consists of 30 multiple-choice questions. The passing score is 80 
percent. Your course provider will follow up with you and provide your 
exam score results. 
 
The remaining steps are to complete Day 2 of NAR's e-PRO® certification 
program, which is available online at the Center REALTOR® 
Development: www.onlinelearning.realtor.  
 
When you have successfully completed Days 1 and 2, you will need to 
submit a one-time application fee of $110.50 online at 
www.ePRONAR.com. Once completing all the program requirements, 
NAR will confer the e-PRO® certification to you and notify you by email. 
Please allow 3-5 business days from completing Day 2 before complete 
your application.  
 
If there are any questions NAR staff can answer regarding the 
certification process, please contact us by phone at 877.397.3132 or 
email at epro@realtors.org. 
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