
 

 

 

 

  



  



Table of Contents 

What is Positioning? .......................................................... 3 

Market Segmentation - The Key To Successful Real Estate 

Marketing ......................................................................... 13 

How to Segment Your Market .......................................... 24 

Action step ....................................................................... 27 

Advertising components ................................................... 34 

S.WO.T. Analysis ............................................................. 38 

Marketing Vs. Advertising ................................................ 48 

 





Marketing Principles for Real Estate Agents 

 

1 

Welcome to the real estate marketing 

course. In this course you will: 

 You will receive strategies of how to position 

yourself in the marketplace so that you are easily 

found when someone needs to buy or sell a property 

 You will learn how to analyze your strengths, 

weaknesses, opportunities, and threats within your 

industry so that you can outmaneuver your 

competition 

 You will learn how to Identify your target market 

 You will learn how to be ranked as well the number 

one real estate agent on Google 

 You will learn earn how you can legally market 

yourself as the number one real estate agent 

 You will learn how to leverage impression 

management to attract your target market 

And you will learn much, much, more. Most importantly 

however, by the end of this course you will have a fully 

developed, and fully functional, advertising and marketing 

plan to help you become a successful real estate agent. 
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Before you start this course you will need to either print 

out the workbook or have the e-book version open and 

complete the action steps along the way. 
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What is Positioning? 

In marketing, positioning refers to linking the brand's 

features and benefits with the consumer perception to 

differentiating from its competitors. The main purpose of 

market positioning is to differentiate your real estate services 

from the competition. Additionally, by positioning yourself, 

you become an authority in a market space and become 

recognizable for solving the specific needs of others. 

Ask yourself, "What problem am I 

solving?" 

If you are a real estate agent, it is vital to adopt this concept 

to serve an audience. 

For instance: 

 A shoemaker may position as a symbol of status and 

luxury 

 A fast-food restaurant may position as the provider 

of affordable meals 
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 A smartphone may promote as the mobile device 

with the latest technology 

Positioning is the most crucial thing in marketing. Every 

product or service occupies a position in the consumers' 

minds, even if it is nowhere. Additionally, successful brands 

use marketing to differentiate themselves from their 

competitors. Use this strategy to differentiate yourself from 

your competition. 

Types Of Positioning Strategies 

There are several types of positioning strategies for real 

estate agents. The most effective positioning strategies are: 

1. Product Attribute 

One of the main ways real estate agents can position 

themselves is by specializing in properties with specific 

attributes or a consumer feature. Usually, it is based on a 

specific price range, property type, or property feature. 

Additionally, often a property can be positioned one more 

than one feature or benefit. A real estate agent's main job is 

to identify those things that are essential to consumers and 

are responsible for making a purchase decision. The most 
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significant positioning categories for real estate agents 

include: 

 Positioning by property type 

 Positioning by location 

 Positioning versus competition 

 Positioning by property attribute, features, or 

benefits 

 Positioning by value or quality 

It is in your best interest as a real estate agent not to enter a 

crowded market and copy what everyone else is doing. The 

only way you can compete in this competitive marketplace 

is by offering points of differentiation, something that 

separates you from your competitors. Your purpose is to 

support customers to understand how you can help with their 

real estate issues and why you are different from everyone 

else. 

Ask yourself, "Any person with a real estate license can 

sell a house, why should someone choose me? 
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2. Price/Quality: Positioning based on 

price or quality 

If you decide to use the price-quality approach means you 

are using the relation between price and quality. Keep in 

mind that price doesn't need to be high for positioning as 

high quality. For example, Walmart has willingly positioned 

itself as a low price instead of high pricing. With that said, 

If you specialize in selling run-down mobile homes, people 

will know you as the go-to person for selling run-down 

mobile houses. Or you can position how long the luxury 

homes the point image of ourselves so that you are in a 

market space of specific properties that you become known 

for selling or helping people buy. Another example is to 

market yourself as a real estate agent with the lowest 

commission guarantee that you will be less than your 

competitors. Be creative, do research, and find a niche to 

position yourself in. 

3. Use/application: positioning based on 

how property will be used 

As a real estate agent, it is imperative to create a unique, 

consistent, and recognized customer about you and your 
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offering. A property can be positioned based on how it is 

used. You can position yourself as an investment property 

expert, farmland expert, commercial real estate expert, 

multi-family home expert, vacant land expert. One of the 

best ways to position yourself in real estate is how the client 

you're targeting plans to use the land they're purchasing. As 

an agent, you have to remember that you are highly trained, 

so have the skills and knowledge to ensure you put your 

customer interests first, which is the ultimate goal of 

marketing as well. 

4. Service Class Positioning 

There are two types of class positioning. 

1. Position yourself by appealing to a specific type of 

prospect or specializing in a specific class of 

properties. For example, service class positioning 

means to deal with an exclusive class of properties 

such as fixer-uppers, affordable housing, luxury 

homes, condominiums, etc. Service class positioning 

means that you work within specific parameters of 

the real estate industry. 
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2. The second type of service class positioning is 

comparing your strengths and services to other 

agents, exposing competitors weaknesses, and 

highlighting your strengths, so that you can be 

differentiated from your competition. 

Your prospects must understand that your brand offers high-

quality benefits in comparison to other real estate agents. 

Service class positioning involves holding in a consumer's 

mind relative to competing services. Usually, real estate 

agents do this to counter competitive attacks, appeal to 

consumers, target other segments, and remain appealing. 

This type of market positioning can include adding more 

services or removing specific offerings from the market. 

Successful real estate agents usually utilize a combination of 

these positioning approaches. Whatever strategy you select, 

your main goal is to differentiate from your competitors by 

focusing on your service's distinctive advantages. 

5. Product user: Positioning towards 

particular group who uses your service 

Another approach is to market yourself as the preferred 

choice of a particular demographic zone, both preferred by a 
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specific group of people, backed by customer testimonials. 

By associating yourself with people and testimonials, who 

approve and use your service, you build credibility with 

other people within that market segment. It is vital to be 

yourself not only when you are working but also when you 

expose yourself to social media to gain trust within your 

market segment. Don't forget to become an expert in your 

segment of the real estate industry. You want to appear 

skillful, knowledgeable, and expert. It is imperative to prove 

to your customers that you are capable of helping them. 

Remember that their home is one of the most significant 

investments they will ever make for your clients. They want 

to work with someone who can help them navigate through 

this complicated and overwhelming process. 

7. The Blue Ocean Strategy: Create a 

custom Category where you are Number 

One 

BMW separates itself from the competition with the tagline 

"BMW, the ultimate driving machine." A common 

positioning strategy that you can use and many other 

successful companies do is create a custom category where 

you're number one. When most people think of the largest 
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business in any space, they automatically assume that their 

product, or service, must be good. Another excellent 

example of a positioning tagline is Sara Lee  

 

With "Nobody Does it Like Sara Lee." Strong brands have 

consistent positioning, which is often communicated 

through their advertising taglines. To position yourself as the 

number one real estate agent, start by creating a tagline that 

positions you away from your competition. Once you 

develop a tagline that positions you where you want to be in 

the market, you should use this catchphrase on all of your 

marketing materials. 

For example, if you are a real estate 

agent in San Diego, you can have the 

catchphrase that says, "SAN DIEGO'S 

#1 real estate agent with the lowest 

commission... GUARANTEED!" This 

catchphrase positions the real estate 

agent as number one, and it allows 
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room for modification if another agent undercuts their 

commission rate. 

Finally, it is essential to position yourself as a real estate 

agent to win customers' attention and interest. Besides, it 

allows you to communicate and fulfill the expectations of 

your target buyers. It promotes goodwill and loyalty. 

Ultimately, it is the best way to promote yourself and 

services by designing an effective promotional strategy to 

increase sales. 

Examples of positioning taglines: 

 Highest Quality, Lowest Cost, Fastest 

Delivery...Guaranteed! 

 (Your town or city name here) #1 Real Estate Agent 

with the Lowest Commission...Guaranteed! 

 Your (insert geographical region here) Real Estate 

Authority  

8. Position Yourself Against the 

Competition 

Positioning yourself against the competition means that you 

will highlight your points of differentiation and exploit your 
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competitors weaknesses to make you appear superior. 

Examples of positioning points that you can use against your 

competitors include: 

 Be the #1 Real Estate Agent 

 Lowest commission guarantee 

 Fastest delivery 

 Free appraisal 

 Your listing will sell or you will buy it guarantee 
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Market Segmentation - The Key 

To Successful Real Estate 

Marketing 

If you want to become a successful real estate agent, it is 

essential to target the right market with the right message. 

Delivering a message too widely is ineffective as it can reach 

a few prospects who will become customers, but you will 

also get a lot of people who are not engaged in your services. 

The main problem with this is that you lose a lot of 

advertising and marketing money when you don't optimize 

your audience's message. Satisfaction must occur every time 

you interact with a prospect or client because as an agent, 

you will only increase your real estate agent salary if you can 

attract and keep your customers. To maximize customer 

satisfaction and get the greatest return for your marketing 

efforts, you need to do market segmentation in all of your 

marketing campaigns. 

What Is Market Segmentation? 

Market segmentation is a critical concept in marketing that 

targets the people most likely to become satisfied customers. 

The most efficient way to segment a market is to divide 



Marketing Principles for Real Estate Agents 

 

14 

potential customers into groups of similar features. Please 

note that it is possible to establish a segment with multiple 

qualities. When you divide the audience, you can create and 

send a more detailed marketing message specifically aimed 

at your target audience's needs, which makes you more 

valuable. Additionally, market segmentation's primary 

purpose is to filter out all of the unwanted prospects and 

attract the ones you want. There are six different market 

segments, and you want to know which one you are targeting 

when you're planning your real estate marketing campaigns. 

Whether you are aware of it or not, when you market and 

advertise your real estate service, your marketing message 

will be consumed by prospects with specific motivations , 

which we are going to cover shortly. With that said, to be 

successful in your marketing and advertising campaigns, 

you must know buyers' motivations so that when you list a 

house or sell a property, you can leverage the benefits of the 

relevant property features with buyers' causes in the 

marketplace. As mentioned, it is essential to learn about 

buyers' different attitudes and motivations in real estate. 

When you combine these variables, you can design a more 

appealing marketing campaign to increase your real estate 

agent's salary. 

7 Real Estate Categories To Segment Your Market 
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1. Sole Users 

A successful real estate agent loves soles users as they are 

the most brand loyal and requires the least amount of 

advertising and promotion. Sole users are the ones who refer 

your service to other people, promote your use for you, and 

share your services via word of mouth and social media. Sole 

users are your recurring customers as well. 

2. Semi-Sole Users 

Semi-sole users are also a remarkable niche in real estate, 

but you need to know that they would use your service only 

if promoted with a discount. This user type is also known as 

discount prospects as they refuse to pay full price for your 

service. However, they would be motivated to buy or sell if 

you offer your service at a discount. On the other hand, 

repertoir users are those who perceive two or more brands to 

have superior attributes and will pay full price for your 

service. 

3. User Status 

Another way a successful real estate agent segments the 

market is how often a person purchases real estate. Please 
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note that it is possible to make properties more appealing to 

specific audiences by marketing towards their user status.  

For instance, the market can be segmented by targeting: 

 A first-time home buyer 

 A real estate investor 

 Vacation homes 

 Non-buyers 

One rule of thumb suggests that 20% of a real estate agents 

business comes from 80% of people who have used their past 

services so when you sell your first property, or begin 

making your marketing plan, it is important that all of your 

marketing plans continue to consistently be targeting a 

specific group of the population. Additionally, if you already 

sold a property then it would be wise to consider the traits of 

the buyers or sellers such as their income, education level, 

social status, and You should begin to compile as much 

information you can about your clients so that you can find 

the common denominators to target in your campaigns to 

continue attracting similar clients that have attracted to your 

services in the past. 
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It is crucial to find common characteristics, so you can 

design your campaigns to be more effective. 

For example, one real estate agent might find that their 

customers can be identified because they have upper-income 

households, drive Mercedes, have the latest mobile phone, 

and visit Starbucks for coffee. Conversely, another real 

estate agent might be able to identify that their target 

audience are low-income families and this is identifiable 

because the majority of the clients they had in the past drove 

Kia's, owned prepaid mobile phones, and drank 7-Eleven 

coffee. It would be wise to pick up on social cues and keep 

track of the common variables among all the clients that you 

have encountered. The user status segmentation is widely 

used to increase real estate agent salary, as agents can attract 

the specific clientele they want. 

4. Purchase Occasion Variables 

Another market segment is those people who are looking for 

a specific variable such as good schools, vacation homes, 

rental property, a young couple trying to find a home to start 

a family, buying a starter home, etc. Successful real estate 

agents also promote houses in areas that were previously too 

expensive to buy or tell prospects about opportunities in very 
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affluent areas to buy in an upscale neighborhood. The main 

purpose of occasion segmentation is to categorize the market 

into groups based on different occasions when prospects 

plan to use your service. 

5. Benefits Sought Variables 

One of the secrets of a successful real estate agent is to 

segment the market based upon the benefits that the property 

offers and then targeting the audience who needs those 

services. Everybody is looking for a property for some 

benefit and it would be wise to exploit the property's benefits 

to target the audience who needs those specific 

accommodations. Whether it is an investment, raising a 

family, or buying a home for the first time, whatever the 

purpose is, you have to find out the benefit and emphasize 

this in your campaign. The most popular benefits of real 

estate are economy, convenience, and prestige. For instance, 

if the real estate market is booming, people would be 

inclined to sell, so they can cash out and make a lot of 

money. Additionally, a lot of people move for economic 

reasons. For example, people move because they want to live 

in a state with low property taxes. Some people buy a 

property for economic reasons because it is a perfect house 
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to fix up and sell for a profit; some people move because of 

commute reasons. It is cheaper to live closer to work than 

commute. 

Please note that a lot of benefits in real estate involve 

economic purposes. Some people who want to retire want a 

passive income, so they look for multi-unit properties, for 

example. Another benefit the property might have is its 

location. The property might be closed to entertainment, 

hospitals, schools, or nightlife. Remember, you can segment 

the market based upon quality, performance, customer 

service, special features, or other benefits. The main purpose 

is to target your marketing message based upon the 

perceived value, benefit, or advantage your prospects 

perceive that they receive from the property. 

6. Psychographic Segmentation 

Psychographic segmentation refers to psychological 

motivations for purchasing, using your service, and ways to 

become mentally appealing to your audience. With 

psychographic marketing, you appeal to emotions and 

cultural values to be more persuasive. Some successful real 

estate agents use psychographic segmentation to define their 

market. With psychographic marketing, people are divided 
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into groups based on their values, attitudes, personality, and 

lifestyle. This enables marketers to view people as 

individuals with feelings, motivations, attitudes, behaviors, 

and inclinations. Classifying your audience according to 

what they feel, believe, the way they live, and the products 

they desire services, and media they use. Keep in mind that 

everybody consumes media on different platforms. When 

you use psychographic segmentation, it is easier to get into 

your target market's heads because you know you can predict 

their actions and behaviors.  

There are two dimensions to psychographics: primary 

motivation and resources. 

People are generally motivated to buy or sell based on three 

things: 

 Ideals 

 Achievements, and markers of success or 

accomplishments 

 Oppurtunity 

 Emergency related circumstances 

In addition to these motivations, people also possess varying 

resources, including money, education, or self-confidence. 
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With the psychographic segmentation, you can cherry-pick 

the exact clientele you want to attract by researching your 

target market behavior characteristics. For example, there is 

a classic rock radio station in Southern California, and their 

listeners are identified as white-collar workers who make 

over $120,000 per year, enjoy activities such as yoga, 

gardening, and running; 30% of these individuals have 

donated to a charitable cause within the past year. This radio 

station sounds ideal for putting a radio advertisement 

because of its psychographic segmentation. With that 

information, you can place an ad on the radio, at work with 

the local yoga studios in the area, and network at Charity 5k 

runs, for example. You can learn a lot about your ideal target 

market and advertise directly to them through psychographic 

segmentation. You should consider inquiring with several 

media outlets and request both a rate card and proof of 

demographics to reach your targeted market on a mass scale.  

7. Demographic and Geodemographic 

Segmentation 

Demographic segmentation divides people based on gender, 

age, ethnicity, education, occupation, income, and other 

quantifiable factors. Research has shown that specific 
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demographics are loyal to particular browns. It is essential 

to notice which demographic population is growing the most 

and the fastest. For example, research shows that some 

people who identify as strongly Hispanic tend to be very 

loyal to certain brands. Because the Hispanic ancestry is 

growing faster than the overall population, we can see a 

surge in advertising and marketing dollars allocated towards 

Hispanic media. 

The Hispanic advertising industry is outpacing all other 

sectors, and it is growing four times faster than other 

markets, recently topping $5 billion per year. Demographics 

are usually combined with geographic segmentation to select 

target markets for advertising and marketing. This is called 

geodemographic segmentation. People who live in the same 

neighborhood tend to be demographically similar. 

Neighborhoods can be categorized in terms of characteristics 

in terms of their populations, and two or more other 

communities can be placed in the same category. For 

example, they contain similar types of people, even though 

they are geographically separated. One example of 

geodemographic segmentation is you can look at restaurants 

as an example. You will not find a high-end white-tablecloth 

restaurant in a depressed neighborhood; however, you will 

find a McDonald's. Market segmentation is the ideal tool to 
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help you define and better understand your target audience 

and customers. A successful real estate agent identifies the 

right market for his properties to target his market more 

effectively. Remember, market segmentation's main purpose 

is to target your marketing and advertising to the right people 

in the right way, instead of sending generic content to an 

entire audience. 

The bottom line is when you advertise to an entire market, 

you will spend a lot of money on ads, but just a small 

percentage will convert. If you instead direct your marketing 

efforts to a segment with outstanding features, you can 

considerably increase your real estate agent salary. 
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How to Segment Your Market 

When it comes to segmenting your potential market Start by 

taking an honest look at yourself, “What is the impression 

that I make on people Additionally, elaborate on the 

impression that you make on people by asking yourself the 

following questions: 

 What impression does my marketing materials 

make on people? 

 What impression does my social media platforms 

and website make on people? 

 What income bracket does my marketing 

materials, impression, social media platforms, 

and website appeal to the most?  

 What are your attitudes, values, and beliefs? 

This is an important question because people are attracted to 

those whose attitudes, values, and beliefs are aligned with 

their own. Additionally, if you do not make the impression 

that you are a distinguished high-end real estate agent then it 

would not be practical to be targeting high-end properties 

either. The bottom line is to break into the real estate market 
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any segment, you have to fit into the parameters of the 

culture of that specific segment.  

On that note you should start your market segmentation 

research by going on Google maps and look for territories 

that are aligned with your culture, appearance, attitude, how 

you present yourself, and where your marketing materials 

would be best suited for. If you notice that you have an easier 

time landing appointments with fixer-upper houses then you 

should search for areas where there are fixer-upper houses 

and target those areas. At any rate, when you find your 

market segmentation the next step is to aggregate the market 

segmentation which we are going to cover next.  

Aggregating your market segment 

Once you identify and locate territories with shared 

characteristics, behavioristic, geographic, demographics, or 

psychographic, you can proceed to the next step of the 

marketing plan which is called aggregating, or combining, 

them into larger groups to excite lead generation in the real 

estate market. 

After you identified your market segment, ask yourself, 

“What problem am I solving or what benefit am I 
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providing with my service?” Are you offering to get top 

dollar for someone’s property in a hot market? Are you 

offering the lowest commission? Are you offering to invest 

your own money to increase the property value to get a 

higher dollar amount for a property? What are you bringing 

to the table that nobody else is? Every successful company 

offers utility, measurable benefit for using that service.  
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Action step 

Distribute concept copies, or refined rough drafts, of your 

advertisements and marketing materials to a minimum of 

thirty random prospects within your market segment. If you 

currently do not have any advertising or marketing materials, 

brainstorm, create some drafts, and continue with this action 

step. DO NOT ASK FRIENDS, FAMILY, OR 

ACQUAINTANCES. Record the number of people who 

participated in the survey and the results of the survey here. 

Conduct the following survey: 

Based on the marketing materials provided, how likely 

are you to buy or sell based upon the samples of 

promotional materials? 

How likely would you be to buy the product or service 

described above?  

 Probably would buy:  

 Might or might not buy:  

 Probably would not buy:  

 Definitely would not buy:  
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Conclusion (expand fields and report findings, in 

discussion form, for each area. 

Leave a half page space in this area for student to write 

and complete the assignment. 

After collecting the data above, ask the following 

questions to collect more data regarding how you can 

make your marketing materials, the impression that it 

makes on people, more appealing and persuasive. 

(1) Tell you three things they like about your service 

idea,  

(2) provide three suggestions for making your service, 

marketing, and impression better,  

(3) Tell you whether they think your marketing materials 

and campaign idea is feasible (or will be successful), 

and  

(4) Share any additional comments or suggestions.  

Summarize the information you obtain from the Concept 

Statement into the following three categories:  
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 Strengths of the product or service idea—things 

people who evaluated your product or service 

concept said they “liked” about the idea 

 Suggestions for strengthening the idea—

suggestions made by people for strengthening or 

improving the idea 

 Overall feasibility of the product or service 

concept—report the number of people who think 

the idea is feasible, the number of people who think 

it isn’t feasible, and any additional comments that 

were made 

 Other comments and suggestions  

Use this data when coming up with your branding 

concept and points of differentiation 

Marketing Differentiation and Branding 

for Real Estate Agents 

Differentiation publicly announces the differences between 

you and other agents. In advertising, which is part of 

marketing, nothing is more important than being able to tell 

your prospects how your real estate service is different and 
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unique, in comparison to the other 1.4 million other real 

estate agents in the United States that they can choose from. 

Unfortunately, in response to the increased competition in 

the real estate market, and technological innovation, the 

probability of becoming a successful real estate agent is 

decreasing dramatically. With that said, the fact that 90% of 

real estate agents fail within the first two years of becoming 

licenced is not surprising because 90% of real estate agents 

position themselves the same with cliched imagery, 

marketing tactics, and vocabulary. The differences that your 

prospects can see between you and othe real estate agents is 

called “perceptible differences,” which is a burden that is 

carried by your branding. With that said in this section we 

are going to cover how to use branding to differentiate 

yourself from other real estate agents.  

Branding 

The most important way that any real estate agent can 

differentiate themselves from their competition is through 

the power of branding. Branding is created through the 

unique combination of the use of your name, vocabulary, 

symbols, imagery, tagline,illustrative design, and 

consistency of all of these points across all of your 
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promotional materials, including your website and business 

cards. Making yourself identifiable from other real estate 

agents will result in you standing out from the crowd, Which 

will be a key attribution to your success as a real estate agent. 

Action Step  

 Brainstorm imagery that will be unique to you 

 Brainstorm a use of vocabulary that will be unique to 

you 

 Brainstorm marketing tactics that will be unique to 

you 

 Brainstorm a unique impression that you want to 

make on your prospects  

 Brainstorm branding colors for your brand 

Follow Up Action Step 

When you are finished brainstorming, create a poll and ask 

thirty random people, not friends, family, or acquaintances, 

what they think is the best imagery, use of vocabulary, 

marketing tactics, branding colors, an impression aesthetic 

would be the most professional and yield the most success 
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for a real estate agent. You cannot ask friends or family 

because they will give you biased data, which will only 

produce inaccurate data and reduce the probability of 

achieving success with your marketing campaigns. 

Furthermore, when you distribute this poll, make sure that 

you ask individuals within the population of your targeted 

market segment. Polling individuals from your target market 

segments is important because different target audiences will 

have different preferences. With that said, statistically 

speaking, if you want to maximize the chances of your 

success as a real estate agent make sure that you are polling 

a minimum of thirty random people, all of which are from 

your target market segment so you can identify what they 

find appealing for their specific needs. 

Action Step 

 Create a poll and gather data to the following 

questions: 

 What branding colors do you think it's most 

professional for a real estate agent? 

 Show example photos of eight different real estate 

agents with different clothing styles, visual looks to 

them, and aesthetics, and ask which real estate agent 
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would they most likely buy from. Be sure to have 

your sample real estate agents in the photo lineup 

look diverse as possible so that you can increase 

options for the people taking your poll to choose 

from so that you have more freedom to differentiate 

yourself from other real estate agents.  
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Advertising components 

There are six parts to an advertisement: 

(1) The headline 

(2) Body  

(3) Offer 

(4) Incentive and call to action  

(5) Imagery 

(6) Copy  

Headline  

The headline of your advertisement carries approximately 

80% of the burden in regards to your advertising 

effectiveness. Essentially, if the headline of your 

advertisements fails to the audience's attention, then you 

would be wasting your marketing dollars. 

 



Marketing Principles for Real Estate Agents 

 

35 

Body 

The body is the text within the advertisement and you want 

to keep the text short, concise,and to the point as much as 

possible, even using incomplete sentences if you have to. 

Less is more when it comes to text within the body content 

of an advertisement because you want to leave your 

prospects wondering so that they have a need to contact you 

for more information. With that said, when it comes to 

advertising, the body content should take up only 7% of the 

space on your advertisements. 

Offer 

Now is the time to pitch your offer and begin fulfilling your 

marketing objectives by attracting clients. When you pitch 

your offer, do you so with service differentiation. Make an 

offer to the public that separates you from your competition. 

Remember the service differentiation that we covered 

earlier? This is the time when you position your real estate 

service in a way that nobody else is and separate you from 

your competitors.  

Incentive and call to action  
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Ask yourself, “Why should prospects respond to my 

advertisement?” Are you offering a below market rate 

commission for a limited time only? In addition to your 

incentive, your advertising needs a clear call to action that 

converts your audience into customers. Get creative and take 

the opportunity to position yourself with your incentive and 

call to action. 

Imagery 

The nonverbal communication on your advertisements, and 

your use of imagery, conveys 93% of the communication in 

your advertisements. With that said, the bulk of your 

advertisement, 93% of it, should be a high-quality image. 

People react faster than they think so your use of imagery is 

crucial as your advertising, and marketing, success relies on 

how people react and not how they think.In fact, the average 

person makes a decision, based upon the impression that you 

make on them, within the first two seconds of seeing your 

advertisement, or hearing it if it’s on the radio.  

Copy 

Copy is the text within your advertisement. The words you 

decide to use, and the tone of which you choose to use them, 
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creates your copy. As mentioned before, 93% of the 

communication in successful advertisements is nonverbal. 

Let the powerful use of imagery do you all of the 

communication for you and keep your copy text to a 

minimum. Another point that is worth taking note of is that 

you want to keep your prospects wondering so that they have 

a reason to contact you. 

Action Step 

 Ask yourself the following questions, “What 

message am I trying to convey through my 

advertising?“ 

 Where do I want to advertise? Begin brainstorming 

where your prospects go and where you might want 

to advertise. 

 For each potential advertising outlet, discover the 

circulation, frequency, geographic coverage, income 

bracket, psychographics, demographics, and begin 

creating the market segmentation profile for your 

advertising campaign. 

  



Marketing Principles for Real Estate Agents 

 

38 

S.WO.T. Analysis 

 

Grace Hughes, who is a professional advertising strategist, a 

swot analysis is, “ A strategic planning technique used to 

help a person or organization identify strengths, weaknesses, 

opportunities, and threats related to business competition or 

project planning.” Every successful advertising campaign 

begins with what is called a SWOT analysis. The purpose of 

a SWOT analysis is to identify your strengths, weaknesses, 

opportunities, and threats related to your business. 

Additionally, when you both brainstorm and list out all of 

your strengths, weaknesses, opportunities, and threats you 

should be able to identify the internal and external factors 
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that could either be valuable or hazardous to your real estate 

business. Furthermore, users of SWOT analysis generate 

useful information in each category which is useful in 

identifying their competitive advantage. For example, 

McDonald’s, the largest fast food chain in the world, was 

losing its market share and when the swot analysis was 

utilized the company could see that their weakness was the 

fact that the restaurants menu items were unhealthy choices 

while consumers were opting for higher quality and more 

nutritious food items.  When McDonald’s identified that 

their strength is that they are one of the world's most 

recognized brands, they leveraged this when they took the 

opportunity of rolling out a campaign featuring healthier 

menu items and they redeemed their market share. On that 

note, the very first thing we have to do to create an engaging 

and effective advertising plan is to create a SWOT analysis. 

In regards to how important a SWOT analysis is to your 

business, Niel Kokemuller, A marketing professor with a 

masters in business from University of Iowa, said, “The 

strengths (S) and weaknesses (W) sections provide a look at 

the company's current position. The opportunities (O) and 

threats (T) sections help the company project possibilities 

and challenges going forward. Each of these four sections 

has specific advantages to the overall analysis.” By 
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acknowledging your strengths and weaknesses you get an 

idea of the current state of your business and how you got 

there. Additionally, when you look at your opportunities and 

threats you get a chance to forecast your future and plan how 

you will move forward and successfully overcome your 

challenges along the way of reaching your business goals. 

With that said, it is time to make a list of your strengths, 

weaknesses, opportunities, and threats.  

Strengths  

The real estates market is saturated with nearly 1.4 million 

real estate agents in the United States alone and it is in your 

best interest to Identify your strengths, and what separates 

you from your competition so that you can attract new 

clientele. While filling out the strength quadrant of your 

analysis you want to ask yourself, and answer the following 

questions: 

1. What resources do I have?  

2. Do I have access to capital or credit? Do I have an 

existing clientele, network, advertising channels, and 

do I have any creative ideas of how I can start 

advertising? 
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3. Do I have marketing experience or a desire to learn 

how to market myself efficiently? 

4. Additionally, ask yourself, “Do I have any positive 

attributes such as a good reputation, education, 

credentials, background, creativity, skills, or 

anything else that I can leverage for a competitive 

advantage? In addition to listing your obvious 

strengths, this is the time to get resourceful and 

creative.  

 

Weakness 

According to Rachel Mendez, a senior marketing analyst, 

said, “Weaknesses stop an organization from performing at 

its optimum level. They are areas where the business needs 
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to improve to remain competitive: a weak brand, higher-

than-average turnover, high levels of debt, an inadequate 

supply chain, or lack of capital.” Weaknesses are areas that 

hold you back from being the real estate agent that you want 

to be and it is important to approach this quadrant with 

honest introspection and a solution based state of mind. To 

address your weaknesses start by asking, and answering the 

following questions:  

1. Do I have a specific market segment that I am 

targeting? Do I give the impression that I am 

professional?  

2. Do I appear trustworthy and likeable? 

3. Do I have a website, and if so, does it radiate the 

impression that I am in demand? 

4. Does my branding leave the impression that my 

service is inferior or premium?  

5. Is my appearance and first impression in synchrony 

with my targeted market segment? 

6. Do I have a bad habit of ignoring consumers' patterns 

of behavior? 
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Answer all of these questions honestly, make a list of your 

own weaknesses, and write the solutions to these 

weaknesses, and how you are going to overcome them, to 

become a stronger brand. However, remember, weaknesses 

are not threats. If you say, “My market is oversaturated with 

real estate agents or the housing market is foreclosing and 

not selling,” these instances are threats, not weaknesses. 

Now is the time to make a list of all of your weaknesses. 

 

Opportunities 

According to Veronica Gonzales, a branding and marketing 

director, “Opportunities refer to favorable external factors 

that could give an organization a competitive advantage.” 

There are many opportunities for real estate agents, however, 
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and one can argue that as much as 90% of home purchases 

come from repeat customers or referrals, so you can see how 

important relationships are for you as a real estate agent.  

Additionally, it costs five to eight times as much in 

promotion, advertising, and marketing to acquire new 

customers than it does to keep an existing client or receive 

referrals. On that note, as a real estate agent it would be wise 

to create your own opportunities through proactive 

relationships and partnerships.  

Proactive Relationship: A proactive relationship is one 

where you call customers from time to time and proactively 

shift the relationship from a one-time home buyer or seller 

relationship and develop an ongoing friendship that 

flourishes. You can invite them to holiday parties, bbq’s, 

send them a Starbucks gift card with a handwritten note 

wishing them well. Additionally, proactive relationships are 

necessary for business growth through business alliances, 

mentioned below. Furthermore, proactive relationships are 

good opportunities to give them new business cards, ask for 

feedback on new advertisements, public announcements, 

flyers, and other promotional materials as well. 

Business Alliances: Studies show that businesses that 

participate in alliances grow faster, increase productivity 
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faster and report higher revenues than those who do not. 

Creating alliances with businesses in the housing industry, 

such as renovators, construction companies, real estate 

developers, mortgage brokers, landscapers, home inspectors, 

and whoever else you can think of, will create a shortcut for 

growth in your business as a real estate agent. Additionally, 

professionals working in the housing industry will 

appreciate the synergy that is generated between you and 

them. For example, if you came to agreement with a house 

inspector that every time that you needed, or had a client who 

needed, a house inspection, you will use their service every 

time under the condition that every time they encounter a 

homeowner who wants to put their house on the market, they 

refer the homeowner to you. You can see how this develops 

a win-win relationship for all parties involved. The 

definition of a business alliance is, “Joining forces with 

another company or individual to combine talents or 

strengths in order to attract more business.”  

Threats 

Threats are considered as external factors that are not your 

control that could place your advertising strategy, or your 

business itself, at risk. With that said, you should have an 
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effective plan of action of how you will address 

circumstances that potentially threaten your business if they 

occur. 

Threat Questionnaire 

Answer the following questions: 

 Who are your existing competitors? 

 What factors put you at risk as a real estate agent 

agent? 

 Are there challenges or industry trends that may lead 

to deteriorating profits? 

 What circumstances might threaten your business? 

 Are there shifts in consumer behavior, government 

regulations, or in the economy that could reduce your 

property sales? 

 Has a new service or technology been introduced that 

threatens to make your service obsolete? 

 Additionally, create a list of your own list of threats 

that pertain to you as a real estate agent. 
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Marketing Vs. Advertising 

Marketing is the process of creating the perception of value 

and delivering it to customers while managing relationships 

with the public, including your current customers, prospects, 

and broker. Additionally, marketing is aimed at profitability, 

predicting and fulfilling your prospects needs, strategic 

planning of how you can best serve your clients while 

maximizing revenue, property pricing, and using mass 

media and communications to promote your brand. 

Advertising, on the other hand, is identifying the specific 

audience that uses your service, discovering specific details 

about this population such as how they think, feel, act, their 

spending habits, income, hobbies, and other characteristics 

about this group of people so that you can target this 

segmented market on a mass scale. In other words, you want 

to find something that all of your prospects have in common 

so that when you can choose a specific place to advertise 

where the vast majority of the readers have a high probability 

of becoming your clients, that way you spend your 

advertising dollars efficiently and bring in revenue from 

your marketing campaign. Furthermore, you can view 

marketing as a shotgun blast, putting your name up 

everywhere and building brand awareness whereas 
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advertising is more like a sniper who is targeting individuals 

directly to convert a prospect into a paying customer. You 

use marketing strategies to send out your advertisements, 

however, on the receiving end this communication is often 

interpreted as an advertisement, and should be treated as 

such. According to the American Marketing Association, 

“Marketing is a business practice that involves identifying, 

predicting and meeting customer needs. Effective marketing 

strategies help businesses isolate how best to serve their 

client base, while maximizing revenue at the same time.” 

Advertising begins where marketing ends and 1.39 million 

real estate agents in the market, there is an increasing need 

to inform the right market segment about the availability of 

your real estate service. Marketing is a way to raise public 

awareness about your service, however, it is the 

responsibility of an effective advertisement to bring revenue 

into your pocket. 

Who Pays for Advertising? 

Many people ask, “How much do I spend on advertising?” 

In the advertising world, the industry standard is that the 

customer always pays for advertising. As a real estate agent, 

and being paid a commission, you are in an interesting 
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situation because you are not paid until after you sell a 

property. Another element that makes your commission 

based income unique is that you have to budget and pay for 

advertising, real estate is not like a car dealership that is an 

open lot with customers pouring in so you have to advertise. 

Moreover, what makes being a real estate agent very 

interesting is the fact that after you pay your advertising, 

marketing, and put in physical labor, the broker takes 50% 

of your income, inheriting your accrued operating expenses 

and manual labor.  Having said all of that, there is something 

called “co-op advertising and marketing'' which is a situation 

where the broker pays 50% of the agents advertising costs as 

long as they are seeing a return on their investment. 

Typically, the broker will put the agent on a probation period 

and see if the investment in the agent is worth paying for and 

if the agent is ineffective then the coop relationship becomes 

terminated. Another situation where Co-op advertising 

would benefit both the real estate agent and the broker is 

when the broker is trying to combat competitors, by getting 

their name out there as much as possible, then on one side of 

a flyer, for example, you would have the brokerage firm and 

then on the other side would have you, the real estate agent. 
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Above is an example of Co-op advertising 

It is not an unreasonable idea to create an advertising plan 

and make a proposition to your broker for a small advertising 

budget to cover half of your expenses of your marketing 

campaign. If the broker declines then make another 

proposition to collaborate on an advertisement that you both 

agree on. However, being that your broker only makes 

money if you make money, there is no reason why they 

would not invest in your success. The worst case scenario is 

that you can partner up with a second real estate agent, if you 

have to, pool your money together, and apply this method to 

have a larger impact on your advertising efforts. 
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How do I set an advertising and 

marketing budget? 

The standard practice in marketing and advertising is that 

you reinvest 2 to 8% of your gross revenue back into 

marketing and advertising. For example, if you sell a 

property and receive a $30,000 commission check then you 

should account $600-$2,400 for advertising and marketing 

expenses. There are four different models of advertising 

budgeting, which is mentioned below. 

Setting an Advertising Budget  

 The most common practice of setting an advertising 

budget is setting aside 6-8% of your gross revenue as 

an expense to reinvest into advertising. For example, 

if you sell a property for $1,000,000 and receive a 

$30,000 commission check then you would reinvest 

$1,800- $2,400 into advertising.  

 Another technique for setting an advertising budget 

is considering how much revenue you want to bring 

in and investing 2-8% of that number into 

advertising. For example, if Ford wants to sell a car 

for $20,000 then they will add $500 to the price of a 



Marketing Principles for Real Estate Agents 

 

53 

vehicle and spend that $500 on advertising that 

specific vehicle. In other words, if you wanted to 

receive a $30,000 commission check you would 

invest $600 into advertising.  

 Finally, the least popular method for setting an 

advertising budget is looking at how much revenue 

you brought in last year, or quarter, and adjusting 

your advertising expenses to meet your desired 

financial goals in the upcoming term. 

With that said, you can partner up with a second real estate 

agent, if you have to, pool your money together, and apply 

this method to have a larger impact on your advertising 

efforts. 

Developing your advertising and 

marketing plan  

Before you start making your advertising marketing plan 

make sure that you have completed The action steps up to 

this point. 

Imagine that you work for an advertising agency. Write an 

advertisement plan in anticipation of it being reviewed by 

the client, who is a real estate agent. The writing should be 
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professional and objective, including writing in third person 

(e.g. avoiding referring to “I”, “we” and “our”).  

Part #1: Minimum 1 page, double-spaced, 12-point font. 

 Describe your client, including the business 

objectives they are trying to achieve. 

Part #2: Minimum 1 page, double-spaced, 12-point font.  

 Describe your client’s target customers/segments 

(User status, purchase occasion, demographic and 

geographic, benefits sought/benefits offered, etc.) 

Part #3: Minimum 1 page, double-spaced, 12-point font. 

 Describe your client’s products or services. What do 

they sell? For what price? • What value will 

customers get from the offering?  

Part #4:Minimum 1 page, double-spaced, 12-point font. 

 Explain the advertising objectives. Make at least one 

of your objectives quantifiable (e.g. increase 

awareness by 50%). 

Part #5: Minimum 1 page, double-spaced, 12-point font • 

Answer the following questions:  
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 What type of advertising will you use (e.g. Print, 

TV/Radio, Social Media, Business Alliances 

Giveaways)?  

 When will you launch your advertising?  

 Why should your client do this (what is the expected 

business benefit)?  

Part #6: Minimum 1 page, double-spaced, 12-point font • 

Document your client’s potential advertising budget. 

Explain the budgeting method you recommend using (see 

Setting an Advertising Budget section). List the potential 

expenses. The expenses should be presented in a table 

format. See sample table below: 

 

Part #7: Develop a sample ad or script (e.g. print ad, video 

script, radio ad script). Do not just describe how the ad will 

look. Try to create it. After you brainstormed and created 

your sample advertisement, go to www.fiverr.com and get 

your advertisements made. When making your 

advertisement, be mindful of the following: 

http://www.fiverr.com/
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 Your positioning tagline 

 Points of differentiation 

 Incentive 

 Call to action  

 Catchy headline/hook 

Part #8:  

 Create a cover page.  

 Create a table of contents.  

 Write the executive summary. The summary should 

give the reader a brief overview of what they can 

expect to see in the overall plan. Give highlights from 

each section of the plan.  

 Create a references page. Use the Modern Language 

Association (MLA) style for citing your references. 

If you did not use any references, then just state “No 

references used” on a page. 

 Revise all of the feedback that you received during 

your polling, see marketing differentiation and 
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branding section. Incorporate any feedback provided 

for your previous polls  

 Submit the final advertising and marketing plan. 

Your submission can be in the form of a Word document 

orGoogle doc. The plan should be a compilation of parts 1-

8, which should be a reflection of the action steps that you 

took throughout this course as well.  

The final advertising plan should be a minimum of 11 pages, 

including the cover page at the beginning, followed by the 

table of contents and executive summary. The list of 

references should be placed at the end of the plan. 

 

 

Submit your plan to PlanYourMarketing@gmail.com 

to have it reviewed, revised, and edited by a professional 

for optimal results. 


