Marketing to Internet Buyers
From Clicks to Relationships
Learn How to Greenhouse Your Leads

A report from Market2Buyers.com
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You may believe: The Internet changes everything.
But in truth: The Internet changes everything except
the rules of business.

You may believe: The Internet will change real estate as we
know it.
But in truth: Your business is your business and the
Internet is a tool to be used.

You may believe: Your website should be all about you.
But in truth: Your website is all about the customer.

You may believe: Internet buyers are a slow and fickle bunch,
seldom real and not worth the effort
But in truth:

70% or more of the Internet “browsers”

will become buyers within eighteen months – if you are
patient and engage them dialogue they can be your
clients.
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Introduction

Technology has changed everything – or has it?
Some in the media suggest that the real estate industry has begun to feel
like the airlines did 25 years ago. Challenged by technology, facing new
rules of the game, confronted by increasing consumer pressures – the
airlines then and real estate now is facing great pressure to change. The
seminal moment for the real estate industry is not de‐regulation – the
airlines’ challenge of a generation ago. Instead, it is the Internet and more
precisely, the publishing of property listings on the Web. The Internet has
turned inside out an industry that thrived for nearly 100 years on private
information and mysterious economic contracts and bonds among
competitors around MLS data. The Internet is about private information
becoming public, challenging the very core of the real estate industry.
Technology and a slew of well‐funded and successful innovators seem to be
rocking the real estate world. The industry’s reaction to this monumental
change has evolved in phases similar to the five stages of grief: denial,
anger, bargaining, depression and acceptance. According to studies, 80% of
customers start their home search online. And, 25% of customers
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ultimately find the house they buy through the internet. One of the keys to
success in the Internet age is staying in touch with as many customers as
possible. The days of complete customer loyalty are over; other Agents are
now only a click away. This report is NOT about how to fix the industry. It is
about how you as an individual agent or a member of team can do more
Internet based business.
Let’s go back to 2000. After a couple of years of denial about the power of
the Web, the first industry reaction was defensive. Real estate brokers,
franchises and the National Association of Realtors slipped into a fierce self‐
protective posture, working zealously to resist and then control the
inevitable changes the Web inspired.
Captured by a promising story that NAR peddled, the industry tried to
consolidate the publication of property listing data to one single company,
Homestore. NAR found itself in bed with Homestore rather accidentally
because of some events associated with a previous blown technology
venture, dubbed the Realtor Information Network. While NAR revisionists
describe the history as a courageous defense against Microsoft’s Bill Gates'
foray into real estate, the reality is that the keys to the Realtor name and
NAR’s endorsement were handed over to some young and smart hot shots
who seemed anxious to enrich themselves and build an Internet kingdom.
There is little evidence that they were inspired by the mission of home
ownership and the role the average Realtor played in making that happen.
Meanwhile, everyone was muscled into playing along. Take real estate
brokers. Instead of building their own online capacity with the listing data,
big real estate brokers were wooed with stock options in exchange for
letting Realtor.com become the industry’s sole home‐listing provider. The
decision built up the Homestore brand, revenue and market capitalization
but left brokers vulnerable to the online company’s successes and failings,
its business practices and a horde of online real estate companies that were
not constrained by capital or contracts with Realtor.com.
In 2001, Homestore imploded and the franchises and brokers ran for cover
at a key juncture in the innovation cycle. The surviving dot‐coms and
technology companies were quick to seize the opportunity and offer
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alternative ways to capture consumer enthusiasm for real estate
information on the Web.
With Homestore crippled, the industry vainly attempted to regulate away
innovation, by pushing NAR to adopt overly restrictive and potentially
anticompetitive rules to prevent unlimited publication of listings on the
Internet. But consumer market demand and business innovation in the
wake of Homestore’s troubles was impossible to stop.
Moreover, the U.S. Justice Department and state Attorney Generals began
to question whether the industry had crossed the line of business fairness.
In the last year, it has become clear that the industry can no longer operate
in a vacuum and expect to control innovation. The Web has not only
opened up the property listing data, it pried open the door of business
practices that for too long have been hidden.
Now, there seems to be a new turn in this 10‐year history of reaction.
There are hopeful signs that more and more real estate companies realize
stopping inevitable events is impossible. Instead, they are choosing to
compete for Internet customer mind share and offer more compelling
solutions themselves.
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Instead of complaining about someone else stealing "my" customer, New
Jersey broker Weichert Realtors is investing in technology and acquisition
costs to reach out to the customer first. Weichert Lead Network utilizes
multiple online strategies to capture Internet leads that then are
prescreened by a call center and handed off on the telephone to a
Weichert sales associate, who pays Weichert Lead Network a referral fee
on any closed transaction. The service relies on every opportunity to pull
prospective buyers and sellers into the Weichert Lead Network system.
That includes direct Internet advertising, partnerships with other lead
generation companies and distribution of Weichert listings to other Web
sites. Cendant is now doing the same for its brokers.
The alternative is the fate of the airline industry. When United, American
and USAir shunned innovation, it opened the door for upstarts like
Southwest and JetBlue, which the industry made fun of when they
launched. Now, these new airlines are cleaning up as established firms
scramble to survive with their legacy systems and outdated attitudes.
Competition among real estate brokers and agents is fierce. And, that
makes sense. What other industry can you think of where:
• Barriers to entry are as low.
• Such a large percentage of the competition comes from people who
enter the market as a hobby.
• Industry professionals must sell against the reputation often applied
to them based on the record of the hobbyists.
• Many industry participants are not aware that they should be selling
services, rather than products (houses) and flood the media with
ineffective marketing..
• Consumers often believe they can easily enter into legal contracts
related to the largest investment of their lives without professional
assistance.
The rise of new entrants such as Zillow, Trulia, and ZipRealty gives pause to
the traditional real estate broker and to its industry leaders. Their pause,
however, is your opportunity.
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The Internet is NOT a cure all.
Real estate consumers are already online, and brokers and agents are
aggressively working to convert their mouse clicks into house picks. Many
Realtors have horrible war stories of their attempts at establishing
themselves on the Internet. The problem is that they view the Internet as
the equivalent of the baseball diamond in the movie Field of Dreams – if
you build it they will come. The truth is that building a web site is but a
small piece of the struggle. Just as with any business one needs customers
who are there to transact with you. Getting those customers and
converting them into clients has always been the road to real estate
success and the Internet does nothing to change that.
The first generation of online agents spent money building Web pages.
Indeed, 64 percent of agents now have Web sites, according to the National
Association of Realtors. At one time, agents expected that building a Web
site would create leads. But Realtors said personal Web sites generate only
4 percent of their business. So agents have turned to acquiring traffic to
their Web sites, their virtual office Web site (VOW) or Internet data
exchange (IDX) solutions or via e‐mail. The combination of consumer
movement to the Internet and agent demand has contributed to the
proliferation of lead generation companies.
Consider these statistics from the Houston Association of Realtors:
• NAR tells us that over 74 percent of consumers start their search for
homes and information on the Internet
• NAR tells us that as of the beginning of the year that more consumers find
their property on the Internet than through an agent.
• In its latest profile of the real estate consumer NAR tells us that the gap
between how much information the consumer gains from the Internet
compared to what they get from a real estate agent has narrowed to only
seven percentage points. Given the age of this data it is completely
possible that at the present time the Internet has passed the agent as the
primary source of information for the real estate consumer.
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• We know that Internet empowered consumers earning more money and
buy more expensive properties
• We know that Internet‐empowered consumers require about half as
much effort when dealing with a real estate service provider.
• REAL Trends (Gathering of the Eagles) tells us that consumers spend an
average of 17 months in their search going through dream, research and
action phases.
• We know exactly what information the Internet‐empowered consumer is
searching for.
• We know that the vast majority of brokerage Web sites continue to be
“broker centric” and fail to provide the consumer with the information they
are seeking thus requiring them to use other and often non Realtor
sources.
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• We know that Internet empowered consumers will not engage with a
real estate professional until a point about 14.5 months after the beginning
of their quest.
• We know that at that point (14.5 months) the consumer will e‐mail a
request for follow‐up from five real estate service providers identified
during their search, that most will pick an agent within 72 hours and more
than half will pick the first agent that contacts them.
• We know that most consumers expect a response to their e‐mail within
four hours.
• We know that most of the serious real estate service provider Internet
players are attempting to respond to consumer e‐mails within 15 minutes.
• We know that more than 70 percent of e‐mails from consumers to agents
go unanswered after three days.
• NAR tells us that almost 50 percent of listings fail to meet the consumer’s
expectations for photographs and information.
• We anticipate that when all the numbers are in almost 30 percent of
transactions will have come to the real estate service provider over the
Internet.
We also know it takes more than technology know‐how to turn Internet
leads into closed house sales. Successful agents note that speedy
responses, personal contact, persistence and discrimination are the keys to
converting Internet leads into sales. While theses agents depend on
technology to bring them leads, most say personal contact played a major
role in converting them. They emphasized the importance of responding to
leads quickly. "People want to hear back from us that day, that hour. This is
microwave time to them. It used to take minutes to boil water, and then
the microwave came along and it was instant. If you answer, you get them
right away because so many Realtors don't answer them."
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"You want to be the first agent in contact with the home buyer or seller,"
said Matt Heinz, senior director of marketing for HouseValues. "You want
to follow up quickly. And you want to stay in touch – frequently.
"We've found over the last seven years that leads aren't enough," said
Heinz. "It's almost as important to have a system in place to cultivate
relationships with people as it is to get the leads."
Since the average person researches real estate online 12 to 18 months
before closing, managing customer relationships is a key element of success
for brokerage companies and sales agents. Many find CRM software and
systems of best practice to be invaluable in nurturing leads to fruition.
"If they (the prospect) are not buying for many months, they still want to
hear from you," Heinz said.
Though Heinz' company is perhaps best known for lead generation,
HouseValues also offers a customer relationship management tool, Market
Leader. One of the best practices his company teaches is to send useful
information, not sales pitches, to prospects, the marketing director said,
echoing comments made by many real estate agents.
Market Leader sends e‐mail messages to prospects at regular intervals as
directed by the agent, Heinz said. "You want to put yourself in front of
someone and be direct – 'I am ready to help you put your home on the
market when you are ready.'"
However, Heinz cautioned, it's important not to be intrusive. Another best
practice: Let the consumer stay in control.
"Let them drive the timeline," Heinz said. As prospects do their research
and amass the information they need to make decisions, they will decide
when it's time for action.
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Because the Internet is an interactive medium, agents have the
opportunity to enable consumers to identify themselves. Because the
Internet consumer is information‐hungry, particularly early in the
process, this self‐identification can happen early. This may be the
biggest opportunity the real estate industry has seen in decades. But
this big opportunity comes with a catch. When it comes to choosing who
they work with, Internet consumers tend to choose their agent very
rapidly. Despite the months and sometimes years consumers spend on
this process, Hebert's research showed that only 1‐3 days are spent
selecting an agent by the majority of consumers. This is strongly
supported by the National Association of Realtors, which publishes
statistics that show 73 percent of sellers select the first agent
interviewed. All of this underscores the need for real estate
professionals to be in front of consumers first, then to exceed consumer
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expectations by following up fast and frequently, thereby ensuring they
are top‐of‐mind when consumers pull the trigger to make a decision.
Internet Lead Statistics:
* 68% ‐ 70% of Internet leads do business with the first agent who
speaks with them²
* Only 52% of Internet leads receive a follow up communication from
the agent³
* 62% of those who get a call from the agent receive it on the same
day they submitted an inquiry³
* 25% of homebuyers find the house they will purchase on the web,
as opposed to 1% of homebuyers find the house they will purchase
from a newspaper
Of course this last point is predicted to have a major impact on newspaper
real estate advertising as shown below:
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Real estate was and is a professionally assisted transaction. What is
undergoing a transformation is how real estate professionals attract and
communicate with consumers. Not only can real estate professionals
acquire customers more efficiently on the Internet than offline, but they
also can tap into services that help cultivate and build consumer
relationships with a side benefit being long‐term, sustainable real estate
business. Many real estate industry insiders talk about lead generation,
but it's about much more than just acquiring consumer relationships. The
Internet enables the creation of tools that help smart real estate
professionals not only manage those relationships, but convert them into
actual profits. The battle will be won not by the agents who generate the
most leads, but by the agents who are best at cultivating those
relationships and turning them into customers
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Learning From the Automobile Industry
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Lost Opportunity: The 2005 Industry and Dealership eBusiness
Performance Study
What seems surprising is the refusal of most real estate agents to learn
from the experiences of their close peers: the auto dealers. Auto dealers
have had a broader exposure to the Internet for a far greater period of time
and with deeper penetration than realtors. Last year the Cobalt Group, one
of the nation’s premier suppliers of web sites to auto dealers commissioned
a report on how the industry was faring in the Internet age. The report
makes fascinating reading on its own (and is available at the Market2Buyers
members’ area ‐‐ http://market2buyers.com/members/index.html) but
more important for us are the lessons it holds out for the real estate
industry.
The purpose of the study was to examine how well dealers are performing
in the handling of 3rd‐party Internet leads. Sponsored by The Cobalt Group
and its Dealix division, and conducted in conjunction with R. L. Polk & Co.,
an independent automotive information and marketing solutions provider,
the study examined:
• 1.1 million Internet 3rd‐party leads, over
• 15 months of sales performance, covering more than
• 1,329 dealerships that spanned U.S. geography and
36 major manufacturer brands
• Corroborating "eMystery" Internet shopper inquiries and telephone
surveys with more than 4,000 vehicle‐buying consumers
• 20 top‐performing dealerships were evaluated with onsite visits.
The study is believed to be one of the most comprehensive assessments of
automobile dealership e‐business performance conducted to date.
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Study Findings
Most dealerships are experiencing a significant amount of "lost
opportunities." Until dealership management realizes the extent of lost
opportunities, and the financial implications of poor lead handling
approaches, they are unlikely to develop a comprehensive and robust
system for handling such leads. However, once dealership managers place a
mishandled Internet lead on the same level as an unanswered phone call,
or a walk‐up customer receiving no sales assistance, then real improvement
can take place.
Dealership responsiveness to leads is improving, but the quality of those
responses is diminishing. Although a rapid response is important to the
Internet customer, they want more than just a speedy response to their
lead ‐ they want the information they request. Successful dealers take a no‐
nonsense approach to their Internet customer interactions ‐ answering
their questions in a straightforward and honest fashion. This is a
prerequisite to the continuation of the sales process. This is the approach
consistently deployed among high performers.
Brand defection from the intended make of the lead is widespread. Given
this dynamic in the market, there are important implications for the sales
approach employed by each dealership. Because such a high percentage of
leads are likely to be comparison shopped among brands, it is important for
dealerships to not only provide Internet prospects with information about
their individual dealership, but also to proactively and effectively sell the
make and model against likely alternatives. Dealerships need to be
prepared to present a "why me, why make/model" message to the
customer.
Customers submitting leads are likely to consider, and purchase, a used
alternative to a new vehicle lead. This introduces another important
consideration for the dealership sales approach ‐ the willingness to offer
used vehicle alternatives to new vehicle leads. The high performing dealers
Cobalt interviewed indicated they operate from a very open, forthcoming
approach with Internet prospects. This extends to their approach of
offering a used vehicle alternative to new vehicle lead customers.
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Most automotive customers have a short purchase timeframe. Establishing
consistent business practices to respond to customers quickly is an
important initial step to meet the customer's timeframe for an intended
vehicle purchase.

High performing dealers have a unique operational profile. High performing
dealers exhibit common behaviors that seem to mitigate the effect of the
other findings of the study. However, although their track record is better
than the average and low performing dealers, they too suffer from a high
degree of lost opportunity. All dealers should mimic the practices of the
high performers ‐ and then go further to address the issue of lost
opportunity at the dealership.
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Let’s examine each of these findings, in turn, and what they imply for the
real estate business.
• Lost opportunities (poor lead conversion)
• Responsiveness to leads
• Brand defection (conversion to another dealer or agent, or in the
real estate world to another community)
• Used car redirection (conversion to a different price/feature point)
• Variation of consumer time frames (though the auto customer has a
shorter time frame than the real estate customer)
• Variation among dealer (agent) behaviors

What you will learn is:
• lead conversion should be geared at the 10% to 20% level
• responsiveness to leads is vital
• developing and maintaining a relationship (rather than pursuing a
transaction) is also vital
and that the key to all this is an eye on building trust.
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Lost Opportunities ‐‐ Auto Dealers average only an 11% lead conversion
rate.

The Cobalt study found that auto dealers in general are attracting a large
number of leads. More than 55% of those leads are ultimately converted to
a sale of some type of automobile to the consumer by some dealer.
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Yet, of those leads that resulted in a sale, 92% of the sales occurred at a
dealership other than the "intended" dealership ‐ the dealership to which
the lead was sent. This 92% represents "lost opportunity" ‐ or ‐ leads over
which the dealership had some control, but lost the sales opportunity to
another dealership.
Looking at "lost opportunity" on an even finer level of detail shows the
types of vehicles ultimately purchased by those leads that were purchased
at a dealership other than the intended dealer. These leads converted to
the following types of results:
• 24% ‐ Intended Make (New). These are leads that purchased the
same make vehicle as available at the intended dealership, but the
sale was made at a competing, or other, dealership. Example: An
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example of this type of lead would be a lead for a Ford vehicle sent to
Dealership X. The lead was converted to a sale of a Ford vehicle, but
at a Ford dealership other than Dealership X.
• 34% Other Make (New). These are leads that resulted in the
customer purchasing a new competing brand at an "other"
dealership. Example: Continuing our example from above, the lead
for the Ford vehicle converted to any other brand ‐ Chevrolet,
Chrysler, Toyota, etc.
• 42% ‐ Used (Any Make). These leads converted to a used vehicle of
any make at a dealership other than the intended dealership.
Example: The lead for the new Ford vehicle converted to a used unit
of any make at an "other" dealership ‐ Honda, Nissan, GM, etc.
As depicted in the graph above, the lost opportunity is more concisely
defined as the leads that resulted in a sale of the intended make at an
"other" dealership (24%) and the leads that resulted in a used vehicle at an
"other" dealership (42%) for a total of 66%.
Those leads converting to an "other" make at an "other" dealership have
been intentionally excluded from this definition. Cobalt’s phone survey
analysis determined that the primary reason customers make a purchase at
another dealership is to switch away from the intended brand.
Given the strength of this consumer behavior, we have isolated the lost
opportunity to those leads over which the intended dealership has more
influence or control ‐ those leads where a customer (lead) bought the same
make at an "other" dealership, and those leads where the consumer (lead)
purchased a used vehicle at an "other" dealership. Note that even with this
more concise definition, 66% of those leads converting at an "other"
dealership, converted to a sale the intended dealership could have fulfilled.
In summary, the amount of lost opportunity over which dealers have some
level of control is significant.
In real estate the situation is even more grim. While there is no
comparable industry wide study, the anecdotal evidence suggests that
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most real estate agents would kill to achieve an 11% lead to final sale
conversion rate.
Those who regularly use Internet leads estimate that only one in 10 is a
winner. “Either the lead is really good, or the person never calls you back,”
says Kurt Thompson, broker‐owner of Argyle Real Estate Group LLC in
Fitchburg, Mass. “There’s a misconception about the quality of leads from
the Internet,” says Anthony Marguleas, broker‐owner of A.M. Realty Inc. in
Pacific Palisades and Pasadena, Calif. “People get five leads and think that if
two of them aren’t good, there’s something wrong. You have to take a
proactive approach and work the leads.” Marguleas, whose company
spends about $75,000 a year on Internet marketing, says A.M. closed
approximately $50 million in sales volume in 2003, about half of it from the
Internet. His overall conversion rate for Internet leads is probably about 1
percent. HomeGain leads yield a higher conversion rate because of greater
prescreening, he says. Of these serious buyers, approximately one‐third
want to hire a salesperson immediately and often buy a home in a few
weeks, says Marguleas. Another third will be ready to act in the next six to
12 months.
We can begin with the 55% ultimate purchase ratio exhibited by the
automotive leads. The evidence suggests that real estate prospects are
roughly half as likely to ultimately conclude a transaction. One study of
online home buyer and seller insights, showed that one in four leads
received through RealEstate.com's lead generation system closes a
transaction within a year, though not all of those leads closed with a
RealEstate.com agent. The study was conducted by Real IQ on behalf of
RealEstate.com and examined more than 100,000 Internet leads generated
by the company for its agent network between April 2004 and September
2004. When the time frame was extended to eighteen months in a similar
study for HouseValues the conversion number rose to 34%.
According to the National Association Of Realtors® 2005 Profile of Referral
and Relocation Activity, 28 percent of residential brokerage companies use
third‐party lead generation Web sites. And if consumers who start their
search at those sites aren’t as close to making a real estate decision as
those who, say, walk into a real estate office, that doesn’t mean Internet
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leads aren’t real prospects. Multiple studies by Real IQ Inc., a Los Angeles
company that provides lead analytics and consulting to the real estate and
mortgage industries, have found that of the 3 million consumers who
submit leads to a third‐party site (that’s any site other than a practitioner’s
trying to attract real estate consumers), 20 percent to 25 percent buy
homes within one year. Real IQ’s Stephen Bedikian is quick to point out this
conversion doesn’t mean those consumers bought using a practitioner they
found on the Internet.
"One must distinguish between consumers who want to transact presently,
those who command immediate attention from sales associates, and those
in need of protracted relationship development and servicing,” says
REALTOR.com President and CEO Allan Dalton.
After leads are qualified, only about 12 percent of inquiries are actually
today's home buyers, according to Prudential California President Ed
Krafchow. About 40 percent are eight to 18 months away from purchasing.
"At least 25 percent of the buyers who use our system to buy their homes
have been registered at least a year prior to closing,” says Russ Capper, vice
president of e‐commerce for Prudential Real Estate and Relocation
Services.
The implications of this for realtors is clear: conversion ratios are likely to
be in the 10% to 20% range and conversions take time. The pursuit of a
“quick transaction” will result in many lost opportunities.
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Responsiveness to leads
As marketers, we call the Internet a "pull" technology_ Websites
fundamentally pull in visitors looking for information, value‐added services,
and convenience. (Anyone who has ever surfed the Internet knows how
easy it is to be pulled in!) In contrast, e‐mail is a "push" technology. E‐mail
requires a recipient's address, which allows marketers to push the delivery
of well‐crafted multiple‐message targeted campaigns designed to reflect
the specific interests of permission‐based contacts.
Busy prospects size you up and form lasting judgments within a few
seconds of opening your website or scanning your e‐mail, That means
within a few seconds your marketing must create a positive reaction—or
you may never get a chance to close the sale in person, What's more,
today's comparison shoppers test you to determine if you can provide the
knowledge they need to save them time, money, and headache—or they
turn to one of your competitors hovering in the wings. In short, real estate
marketing today needs new solutions to the ever‐changing technology
truths that can kill your practice.
Consistent prospect follow‐up online and offline is essential. Every
successful practitioner knows consistent follow‐up is the key to converting
a large lead file into a profitable large closed file. What's new is the Internet
gives real estate professionals new ways to automate the follow‐up
process. Rapid response to inquiries is the critical first step no matter how
you obtain the lead. Internet buyers and sellers who make instant requests
via a website have come to expect instant replies. Top producers comply.
Both automotive and real estate consumers placed a high emphasis on the
quality and timeliness of response once a lead is generated.
To quote from the Cobalt report:
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The importance of these responses is shown in the next graph which
illustrates the reasons consumers gave for purchasing from the dealer who
generated the lead (the “intended dealer”):
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More than 20% of the consumers cited a quick and meaningful response as
the reason for purchase loyalty. This number was similarly cited as the
reason for buying from a”different” dealer.

33

This research also provides clarity around the role a quality response plays
in the consumer's decision to do business with a dealership. As determined
by Cobalt’s telephone surveys of customers that submitted a lead, other
than price, the second most cited primary reason for doing business with a
dealership is a "good, quick response" to the lead. It is evident from this
data that in order to fully engage a customer and proceed with the selling
process, that a good, quick response is absolutely essential ‐ especially if
the dealership is in close proximity to the customer (the third most cited
primary reason for buying a vehicle from the intended dealership is the
proximity of the dealership.)
Clearly some 20% of the buying audience – those who actually make a
purchase are swayed by the timing and quality of the initial contact made
to them by the dealer. There is no reason to believe that the same ratio
does not approximately hold true for real estate buyers. Indeed, look at the
anecdotal evidence as reported in the media:
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"There’s definitely a disconnect between what real estate practitioners are
doing and what consumers expect,” says REALTOR.com President and CEO
Allan Dalton. He notes, however, that this lack of response doesn’t mean
sales associates aren’t providing good service. They’re out showing homes
and negotiating deals, he says. As a result, brokerages or sales team
members need to become the first point of contact with Internet leads.
Glen Tomlinson, at Century 21 Sussex & Reilly, a Chicago real estate
brokerage when commenting on both seller and buyer leads said, “We train
our agents to be converters not only of Internet leads but of all kinds of
leads. Our conversion rate is pretty phenomenal ‐‐ we're getting nearly a 16
percent conversion rate on these Internet leads." Ideally, consumers will
supply telephone numbers when contacting the company electronically, he
said. The goal is to call agents back as soon as possible, and typically agents
will respond in less than 10 minutes.
"We need immediate response because it's proven that the consumer, if
they're not contacted, they're going to move on to somebody else's Web
site and we don't want that," Tomlinson said. It's important for agents to be
persistent with online consumers, too, and to contact them every 72 hours
or so or unless they tell the agent to back off a bit, he also said.
The average age of Sussex & Reilly agents is 32, compared to an industry
average of about 54 ‐‐ "most of our agents have advanced degrees. They
are coming with corporate experience or coming right out of college," he
said. The company has a motto of "high‐tech and high‐touch," he added.
"Right now we're waiting for technology to go to the next big thing ‐‐ and
then we'll adapt to that. It's still going to be a people business."
Yet, industry responsiveness is anecdotally poor. While no one we talked
with in preparing this report wished to be quoted, evidence from at least
two major real estate portals provides insight into the industry’s apparent
unwillingness to engage the consumer in this venue.
A recent sampling of over 5,000 e‐mail leads sent to agent subscribers
showed over 70% remained unopened after 72 hours. The second test
involved a regional real estate portal. During a five‐day test, 1,125
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consumer leads were forwarded to the agents who had listed the subject
properties and 526 consumer leads were forwarded to brokers whose firms
had the listings in which the consumers were interested. Ninety‐six hours
later 57% of the leads forwarded to the agents remained unopened while
93% of those sent to brokerages remained unread. In this same test, 313
consumer e‐mails requesting showing appointments to view specific
properties were forwarded to the listing agents and 118 consumer emails
requests for showing appointments were forwarded to the listing
brokerages. Seventy‐two hours later 69% of the emails to the agents and
90% of those to the brokerage remained unopened.
One could hope these results are not reflective of the entire industry.
However, it appears this might well be the case. In other words, despite all
the emphasis by brokers and industry trade associations over the past
several decades about being more techno‐savvy, it appears the majority of
agents still do not accept the Internet as a potentially significant source of
business.
"If you don't contact them at least every 15 to 20 days you'll lose them,"
says Anne Biddell, a Hayward, Calif., Realtor with more than 20 years of
experience. And doing it properly is an art, agents say. Six to eight months
is the median amount of time her prospects take to convert, she estimates.
"I can't emphasize enough how important it is to remain in
communication," said Geri Sunken, a Realtor for RE/MAX Hearthstone in
Long Island, N.Y. "Even if it's just an e‐mail that says, 'I think I've lost track
of you; have you seen anything you like lately?' Check in with the person to
keep in contact," Sunken said.
The agents also emphasized keeping in touch with former clients, who,
after years pass, may become repeat customers. Also, they said, keeping in
touch with such clients helps prompt them to refer their friends. The
longest incubation period Biddell can remember is a couple that finally
went into buying mode just last week, two years after they first contacted
her. "When they walked into the office, I recognized them right away," she
said. "They're going to sell their house and pay cash for a condo," and
Biddell's brokerage will handle both transactions – an example of the
effectiveness of customer relationship management.
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Linda Norton, a Realtor at Coldwell Banker in Fort Collins, Colo., said, "How
long it takes to convert depends on the lead you get. Some people are just
looking and you strike up an Internet conversation with them and it may
take six to eight months.” Norton emphasized the importance of
responding to leads quickly. "People want to hear back from us that day,
that hour. “
But, quick responses must also be relevant responses. And, relevant is
defined by the consumer NOT by the realtor.
One‐third of consumers said in a national survey that local ”market
knowledge” is the most valuable attribute they look for in hiring a real
estate agent. “Commissions” and “communication” tied for second place in
the survey, conducted by HouseHunt, Inc. Each received 22%. Fourteen
percent of consumers responding to the random survey said “experience”
is the most valuable asset they seek in hiring an agent. Ranked last is
“negotiating skills.” “Market knowledge is critical in all kinds of markets, no
matter the location,” observed Michael Bearden, President and CEO of
HouseHunt, Inc. “This is especially true when housing markets are as
balanced as they are now between buyer demand and seller supply. The
importance of communication between agents and their customers is
underscored in the survey results. “The Internet has become an important
tool in establishing and maintaining good communications with clients, past
clients and prospects. The customer expects and demands instant
communications. HouseHunt provides each member agent with a system to
deliver it,” Bearden said.
By ranking “commissions” ahead of agent “experience” and “negotiating
skills,” consumers are focusing on the bottom line after a five‐year run‐up
in home prices in many parts of the country. “We’re talking about bigger
commission dollars and higher expectations of services and results by home
buyers and sellers in slower markets,” Bearden said. “To be successful, real
estate agents must have aggressive marketing plans and have a solid track
record of successful results in all kinds of markets. Our system and our
marketing tools were designed to do just that for our members.”
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Many agents fail to respond to leads fast enough. Market research tells us
you only have twelve hours to respond before the lead goes cold.
Professional web retailers like eBay, Amazon.com, and Orbitz have trained
consumers to expect instant email responses. Your website is a 24/7/365
model center. It is always open even when you aren't. Consumers can
access it 24 hours a day, 7 days a week and 365 days a year. An email auto
responder will buy you some time, but consumers know that is a form
letter. They want a personalized response to their inquiry and they want it
fast. Because they get instant access to you via the Web, consumers expect
instant response.
According to the California Association Of Realtors® 2005 Internet vs.
Traditional Buyer Study, 21 percent of Internet buyers expect a real estate
sales associate to respond instantly to an inquiry. Another 23 percent
expect a response in 30 minutes or less. Yet, a mystery shopper survey of
practitioners commissioned by REALTOR.com in August 2004 found that
only 27 percent of practitioners responded within eight hours to an inquiry
at REALTOR.com. A whopping 46 percent of inquiries received no response
at all.
"You have to call prospects as soon as they register. Otherwise, they’re just
like a fish—they lose their freshness,” says Myron Zimmerman, broker with
Verynicehomes.com in Denver. Zimmerman says the five‐year‐old company
got 97 percent of its 250 sales in 2005 from Internet leads.
Another current research study shows 70 percent of realtors take at least
two days to respond and another 58 percent of agents do not respond at
all. When agents do follow up from a free report, they often believe they
have a legitimate client lead. Instead, the lead is for someone who wants a
free report. This individual may or may not be a true prospect. Making
matters worse, many agents place their visitors' names in their contact
management system and begin sending them unsolicited e‐mail. Given all
the spam most people receive, agents who do this alienate the visitor
rather than motivate the individual to contact them.
And then to top it off many agents neglect to continue to follow up after a
first email has gone out. They presume that no response from the
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consumer means no interest. But, there are many reasons why consumers
don't respond the first time:
•
•
•
•
•
•
•
•
•
•
•
•

The email didn't make it through
Message got lost in a packed in‐box
Deleted by accident
Someone else using computer deleted
Person too busy to respond
Person on vacation
Had to discuss with someone else
Wants to compare offers
It just didn't strike the recipient the right way
Filed for future review
Forgot
Blocked by SPAM blocker.

Given all these potential reasons for a lack of response, a second and even
a third try is often justified. But seldom done.
We cannot stress the resulting conclusion enough:
Response timeliness and quality are the key to beginning a relationship
and starting the process of converting a lead into a client. To be tardy,
sloppy, incomplete, or less than relevant is to waste both your time and
the prospects.
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Brand defection (or in the real estate world, conversion to another
community, or to another agent)
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In the automotive world, 34% of "lost opportunity" sales involved a
different make from the intended one; this shows that Internet lead
consumers are also comparison‐shopping among brands. 55% of
“defections” from the intended dealer are due to brand decisions. That
means dealers need to expand their "why me/why make" sales approach,
to include a "why me, why my make/model" message to prospects.
When leads are segmented by the intended manufacturer (OEM) identified
by the consumer in the lead, the highest performing manufacturer
converted the lead to a sale of any new vehicle make or model at a rate
over 41 %, and the leads assigned to the lowest performing manufacturer
converted at a rate of 21 %. The industry average rate is 32%. For example,
if a lead is submitted for a Brand A vehicle, this data illustrates the rate at
which this Brand A lead converts to a sale of any make or model vehicle ‐
indicating the general propensity for consumers of this brand to make a
purchase.
Using this same approach of segmenting leads by the intended
manufacturer identified by the consumer in the lead, there is a significant
variance among brands in the rate at which consumers follow‐through and
ultimately make a purchase of the vehicle make identified in the lead. The
highest conversion rate to the intended manufacturer was over 59%, and
the lowest is 21 %. The industry average is 39%. For example, if a lead is
submitted for a Brand A vehicle, and converts to a sale, this data illustrates
the percentage of those sales that are converted to a Brand A vehicle. The
findings clearly illustrate the varying levels of consumer follow through to a
purchase as a function of the brand identified in the lead.
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In the real estate world the brand purchasing decision is mirrored by the
decision of what locale to buy in. As consumers look around and gather
more information they may change their pricing, amenity or type of
housing decisions enough to justify a change in locale. When this happens ‐
‐ if there is already a relationship of trust – the original realtor can make a
referral and earn a referral fee. In the absence of a pre‐existing
relationship of trust, brand defection (change in locale) usually will mean a
loss of revenue to the original realtor.
In the real estate world the brand decision is also mirrored on the sell side
by the decision to change listing agents. As consumers look around and
gather more information they may become frustrated by their original
selection. When this happens ‐‐ unlike on the buy side – the original realtor
can rarely make a referral to earn a referral fee. Brand defection on the sell
side usually will mean a loss of revenue to the original realtor.
The survey responses are highly revelatory of the parallels between the two
industries. Our studies of Internet real estate buyer leads suggest that
roughly 50% of initially identified prospects will “drift away” during the
twelve month prospecting cycle. This drift away effect is the parallel to the
brand defection decision at the auto dealers.
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Used car redirection (conversion to a different price/feature point)

Customers submitting a new vehicle lead are very likely to consider a used
vehicle alternative. Of those customers that purchase a vehicle from a
dealership other than the intended dealership, there is a high likelihood
they will ultimately purchase a used vehicle. For dealerships avoiding
presentation of a used vehicle alternative to a new car lead, a large number
of opportunities may be lost. Of those leads that converted to a sale at a
dealership other than the intended dealer (“other” dealerships), 42%
purchased a used vehicle of any make. Clearly, those customers submitting
a new car lead are very likely to entertain a used vehicle alternative.
Additionally, the more time that elapses from the time the lead is
submitted to closing, the more likely it will convert to a used vehicle sale.
The parallel in the real estate world is a shift to an alternative price point or
amenity package. The challenge here is to offer new enticements so that
the consumer does not “down shift” their prospective purchase due to the
length of time involved in the sales cycle. The key here is to keep putting
new inventory in front of the prospect (an option which in general is not
available to the new car dealer without the risk of a brand defection).
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Variation of consumer time frames (though the auto customer has a
shorter time frame than the real estate customer)

From the Cobalt report:

From HouseValues:
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The increased time to make a housing decision compared to the time
involved in an automobile decision highlights the importance of
relationship building with respect to Internet buyers. Yet, the time involved
in an automotive purchase and the time involved in the selection of a listing
agent are very similar.
Many online customers begin their research prematurely, but will still
remain motivated enough to close within one year of completing a request
online: 34 percent of the evaluated transactions closed between months
seven through 12. A study conducted by Real IQ on behalf of
RealEstate.com examined more than 100,000 Internet leads generated by
the company for its agent network between April 2004 and September
2004. Sixty‐five percent of the evaluated closings occurred within six
months of customers completing their online request; 31 percent closed in
months three and four. Leads that passed the RealEstate.com's filtering
system were 63 percent more likely to close than those that weren't
accepted. The proprietary four‐point contact system focuses on contacting,
connecting and confirming the information for each customer before it is
passed on to the agent. The study focused only on leads with correct
addresses, contact info and areas where RealEstate.com agents practice.
Real IQ compared the name and address provided by each customer to the
information listed in available county public records data. Qualifying leads
matched one or more residential property transactions recorded during the
12 months following the date of lead submission.
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Variation among dealer (agent) behaviors
The Cobalt study suggests that “high performing” dealerships are different.
Their profile of 20 such high‐performing dealerships notes:
•
•
•
•
•
•
•
•
•

They receive an average of 428 Internet leads per month.
68% of leads come from 3rd‐party providers.
Internet sales average 14% of total dealership sales.
24% of Internet sales are used vehicles.
Average lead close rates are 9‐11 %.
87% state they always answer the customer's primary question.
77% provide pricing information to customers without hesitation.
74% will offer a used alternative to a new car lead.
73% reported they either respond, or have a goal to respond, in
fewer than 60 minutes.
• 89% indicate they make a phone call to the customer at the same
time, or shortly after, their lead response.
• 63% place leads in a CRM system for long term follow‐up and
marketing efforts.
High performing dealerships are aware of, and capitalize on, the relatively
brief window of opportunity between lead and sale by responding quickly
to customers submitting a lead. In addition, the high performing
dealerships Cobalt interviewed augment a rapid email response with a
phone call.
Of the high performers interviewed:
• 89% reported they either respond, or have a goal to respond in 6
hours or less from the time the lead is received
• 73% reported they either respond, or have a goal to respond in 60
minutes or less
• 89% indicate they make a phone call to the customer at the same
time, or shortly after, their lead response
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Used Vehicles
It is no surprise that a majority of the high performing dealerships are also
willing to suggest used alternatives:
• 74% of the high performers interviewed are willing to offer a used
alternative to a new car lead
A high quality response also includes answering the price question.
Although providing price in an initial response has long been a subject of
debate, this research clearly indicates that customers want their questions
answered, and high‐performing dealerships do just that. The onsite
dealership evaluations provided important insight to how high performing
dealerships handle this important element of a quality response.

Of the high‐performing dealerships interviewed:
• 87% state they always answer the customer's primary question
• 77% provide price to customers without hesitation
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Follow‐up
A common characteristic of the high performing dealerships interviewed by
Cobalt was the recognition of the importance of maintaining contact and
communication with those leads that don't make a near term purchase
over an extended period.
• 63% of the high performers interviewed place leads in a CRM
system for long term follow up and marketing efforts.
In order to ensure that effective customer follow up occurs in both the near
and long term, some high performing dealerships do a good job of
establishing, documenting, and implementing a clear Internet sales process.
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High performing real estate agents report similar profiles:
•
•
•
•
•

They receive 200 ‐ 500 Internet leads per month.
Many leads come from 3rd‐party providers.
Internet sales average a large % of total sales.
Average lead close rates are 9‐11 %.
Most state they either respond, or have a goal to respond, in fewer
than 60 minutes.
• Most indicate they make a phone call to the customer at the same
time, or shortly after, their lead response.
• Most place leads in a CRM system for long term follow‐up and
marketing efforts.
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Lessons:
• Lost opportunities result from poor lead conversion
• These lost opportunities are not adequately addressed by increasing
lead flow
• Responsiveness to leads is critical both in timeliness and quality of
response
• Brand defection (conversion to another dealer or agent, or in the
real estate world to another community) is common and should be
expected
• Amenity redirection (conversion to a different price/feature point)
can help save a transaction. The longer the marketing cycle the more
amenity redirection is likely to occur.
• The variation of consumer time frames (though the auto customer
has a shorter time frame than the real estate customer) needs to be
accommodated in an effective marketing and relationship building
plan
• Variation among dealer (agent) behaviors will greatly affect success
rates as measured by lead conversions and revenues. The best
performing agents/dealers have a set of metrics to measure
themselves against and strive to improve relative to those metrics.

51

Applying the Lessons in Real Estate

Learning to Develop Relationships with Internet Buyers
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This Advice Will Differ From the Gurus
You are reading this report because you want advice on how to better
interact with and convert Internet buyer leads. So let us pause and tell you
how our advice differs from several of the leading real estate gurus.
Hobbes/Herder will tell you to build a personal brand and focus on getting
your clients to better know you. Their theory is that those who know and
like you will want to both do business with you and refer business to you.
Our observation is that their advice is sound but that their choice of
medium is wrong. The middle aged adult who is house hunting is NOT
going to pick a friend on the basis of a web site and personal branding.
Michael Russer will remind you that buyers want to know “What is in it for
me?” But, Russer is both transaction focused (do not waste your time on
prospects – that’s what virtual assistants are for) and he conceives of
Internet consumers as being suspicious of you and of everyone else. We
believe success comes by overcoming such suspicion ‐ NOT by catering to
it.
Craig Proctor will tell you to chase listings at the low end of the market. His
is a volume approach. We are concerned with attracting buyers. The two
different verbs tell you the whole story: chase and attract.
Dan Gooder Richard begins from many of our same premises but he too is
far more focused on getting listings and moving inventory. Our advice
begins with buyers and ends with buyers. We recommend reading Dan’s
work if you are looking to attract listings.
Pat Zaby is into “stuff.” Stuff to send, stuff to file, stuff to keep track of.
We cannot find dialogue amongst the stuff. Allen Hainge is into technology
much like Pat is into stuff. Jerry Bressler is into spheres of influence and
the use of the traditional hard sell/soft sell. All three are focused on getting
listings.
This report and our advice are about converting buyers.
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This type of behavior just will not work any longer. At least not when
chasing the internet buyer. Merely putting up a web site is not enough,
merely having a great web site is not enough. The effective agent is a
marketing agent.
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Internet Buyers are different
While the Internet gives the appearance of having transformed residential
Real Estate, in reality what has changed is the communication methodology
and the consumer’s access to information. The sale of a home is still almost
always accomplished by a purchaser who personally visits the home, has
the appropriate emotional reaction, and is able to negotiate a mutually
acceptable price with the seller. The purchase of a home is personal.
The popular Google search engine expects to field more than 500 million
realty‐related searches next year. The top sources of Internet sales leads
for Realtors are company and agent Web sites, according to a survey
released by the National Association of Realtors' Center for Realtor
Technology. As illustrated in the table below, Internet usage is high among
prospective home buyers.

Realtors have embraced the Web, with high‐speed Internet access
becoming the norm, according to the 2005 Realtor Technology Survey.
Sixty‐eight percent indicated they use the Internet to generate leads, but
six out of 10 of this group only get 10 percent or less of their leads through
the Internet. “The Internet is vital to a growing number of Realtors' success;
more than two‐thirds of Realtors indicate they have a Web site," said Mark
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Lesswing, NAR vice president of CRT. "And while many Realtors have Web
sites, only 40 percent of respondents are able to direct maximum traffic to
their site."
The survey indicates that while agents realize the importance of the
Internet for generating leads and most are using the Internet in some way
to do this, only 12 percent are using any system to qualify leads, Lesswing
said. "About three‐fourths said they were not satisfied with the number or
quality of Internet leads. We see this as indicating areas that are ripe for
innovation using technology.” The survey indicated that referrals and
repeat clients are most important for generating leads. More than 40
percent of those surveyed indicated that half or more of their business is
based on referral or repeat clients. Even though referral and repeat clients
are the most important methods of generating new business, only 22
percent of respondents were "very pleased" with the methods they use for
staying in touch with past clients.
"There are Realtors who hope the Internet as a lead source will go away,"
said LendingTree Realty Services SVP Eric Cunliffe. But that simply is not
going to happen. "One heck of a lot of people are going online. Over the
next four years, 53 million households will go online," said Cunliffe.
Cunliffe refuted what he said were some common myths about the
Internet, namely, that it poses a threat to the role of the real estate agent,
that portals drive business to discount brokers, that the Internet increases
for‐sale‐by‐owner transactions, that Internet customers are difficult and
that Internet leads do not warrant attention. He said the only real estate
agents who should feel threatened by the Internet are those who fail to
embrace it.
The seller of today has access to the Internet to help determine an
appropriate target price for his/her home, and to help browse the
multitude of pitches made by agents who desire the listing. Similarly the
buyer of today has access to the Internet to help determine pricing, see
what is available in the marketplace, and to compare agent offerings. The
quantity of information available to both buyers and sellers without the use
of an intermediary such as a realtor has grown exponentially. Yet, so too
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has the need for a knowledgeable intermediary to sift through all of this
data and to help facilitate the buying process.

Sellers and buyers are different. Sellers have a transaction in mind. Agents
who market to sellers to get a listing have a three week window to make
the sale. The seller is attracted by past history of success, proposed
services, or a referral. After a listing is taken, the agent has inventory to
move. Both of these processes are different from the pursuit of buyer
clients. The buyer client is not engaged or seeking a transaction. Initially,
the buyer client seeks only information, then moves to a testing
prospective facilitators for their relationship potential, and finally seeks a
relationship of trust to help facilitate the buying process. This sequence
can take six to fourteen months. The marketing to buyers task is thus very
different from the marketing to sellers task and from the marketing
inventory task.
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The 16.7 month versus 9.3 month difference highlighted above understates
what matters from the agent’s perspective. A real estate seller spends
nearly six months acquiring information about how much their home is
worth and about the reputation of prospective sales agents. The actual
selection of an agent occurs during the active research phase. The ‘selling”
phase shown above is when the house is on the market and a listing agent
is in place.
By contrast, the real estate buyer is actually shopping for both a home and
an agent during the pre‐research and active research phases. The buying
phase, like the selling phase, occurs with one or more agents on board as
part of the team. Thus, the true comparison is between the 6 weeks of the
sellers’ active research phase and the buyers’ one year long period prior to
the commencement of the buying process.
Buyers take more than 8 times as long as sellers to actively select with
whom they are going to work. While the statistics suggest that the first
realtor to establish a relationship with either buyer or seller will get the
business – one must remember that the seller has signed a transaction
contract once the agent is selected and, while agent changes do occur, they
are timed well into the selling cycle. Buyers seldom sign buyer agency
contracts which the buyers’ agent will not let them out of upon request.
The absence of a true transaction with the buyer’s agent prior to the
ultimate purchase of the new home means that buyers’ agents must either
establish a trusting relationship with their clients or be ever vigilantly
engaged in marketing.
Our belief is that it is easier and more effective to work on creating
relationships than to engage in constant marketing. It is also less labor
intensive, more emotionally satisfying, and more profitable.

58

Real Estate Buyers on the Internet
Buyers begin their Internet real estate experience in a research phase. This
phase typically lasts from 3‐6 months.
It is followed by a “what should we look at?” phase – the prelude to
actually visiting prospective homes
Finally, the buyer is ready to look at houses
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Buyers in the Research Phase
•
•
•
•
•
•

Are NOT looking for a transaction
Are mistrustful
Are seeking information only
May be reluctant to divulge personal information
Are likely in touch with 2‐5 Realtors
Must be approached in terms of building a facilitating relationship
NOT a prospective sale

60

Buyers in the Second Phase
•
•
•
•
•

Want to see listings
Want help in narrowing down the set of listings on which to focus
Are testing the Realtor for “fit”
Are very sensitive regarding “sales pitches”
Have little understanding of the role of a Buyer’s Agent

61

Buyers who are “looking”
•
•
•
•

Are the only ones who can be labeled “prospective clients”
Want a facilitator NOT a salesperson
Are in need of timely information
May still be dealing with more than one Realtor
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Developing leads into “Clients”
• Requires building a relationship
• Requires gaining their trust
• Requires dialogue
When the prospective buyer is treated as a consulting client and is
allowed the time and space for a relationship, the lead will develop into
a client
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Developing Leads into Clients Involves Mastering the Trust Cycle
One part of how we relate to our clients, our friends, strangers, and family
can be captured by what psychologists call a “trust model.” In general,
there are four stages of trust:
1. Suspicious still. Don't ever trust anyone, even after they have done
something nice.
2. Suspicious until. Don't trust anyone until they prove themselves.
3. Trust until. Trust people until they screw up.
4. Trust still. Trust people even after they make mistakes, sometimes
even when they hurt you.
Our leads are just that leads. Names and contact information. Before they
are leads they have done something to cause that information to be left in
our care. This act of placing the information with us is an act of trust. By
itself it means little (though, if we do not even have contact information,
the fact we had an Internet visitor is almost useless information). Or initial
leads should be viewed as a collection of people some of whom are in the
“suspicious still” phase and some are in the “suspicious until” phase. How
we interact with them will be our only means of separating the two. (And,
for peace of mind, we recommend only limited contact with the suspicious
still folk.)
What our initial contacts want is information. We (and this is a collective
we) have it, they need it, and they want it. They view the initial interaction
with us as a transaction – they visit our web site, obtain information and
leave. As with any other transaction, their goal is to pay a minimal cost and
extract a maximum benefit. That minimal cost is parting with as little
information about who they are and what they want as is possible. (We all
do this in physical stores and tend to bristle when a salesperson approaches
at just the moment when all we want is to browse by ourselves.) When our
prospects are at this stage of the trust cycle they are “suspicious” of us and
will be until proven otherwise. It is much like the picture below – now
whose hand is the client placing hers in?
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Our challenge is two fold: a) to separate out the “suspicious still” (who in
general will not be worth the amount of emotional involvement they might
otherwise require in order to form a relationship) and b) to assist the
“suspicious until” in moving toward a “trust until” relationship with us.
The “suspicious still” are a part of all of us – the part which is interested in a
non‐personal transaction. We treat many people this way as we go about
our daily lives (think of the customers ahead of you in a checkout line, or
those with whom you are sharing a parking lot, an elevator or a store aisle
etc.) We shift to “suspicious until” by virtue of relating to the other person.
When we stop to speak to a cashier, exchange words with a fellow shopper,
talk to someone in the parking lot, we act as if we had moved to the
“suspicious until” space. It is the acting as if which creates the room for a
relationship to flourish. If we attempt to interact from the “suspicious still”
perspective, all we can generate are transactions where both sides are
openly asking “what is in it for me?” Relationships are quite limited when
that question is openly the only agenda item.
Michael Russer in his lectures makes note of the amount of “judgment”
which goes on in each of our evaluations of trust. He uses the following
picture:
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Note the emphasis the picture places on judgments as “barriers,” i.e. as a
potential wall. Russer likes to contrast these judgments with those made on
the Internet. Russer claims that the Internet makes it “easier” for the
Realtor. We disagree. Russer is right in so far as the Internet consumer is
“suspicious still.” For these people, the fewer the personal interactions, the
fewer the opportunities to cause confirmation of a “dislike” or some other
justification for the consumer to go elsewhere. But, interactions with the
“suspicious still” are interactions with prospects who just want a
transaction. Your goal is have interactions which lead to relationships.
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Russer suggests that impersonal exchanges of information are free of
judgment. He has missed the obvious: exchanges which feel impersonal
are judged to be impersonal. Few of us have attempted an intimate
relationship with an ATM or a voice mail tree. We want our prospects to
view the exchanges as “personal.”
Russer has coined the phrase the “Internet Empowered Consumer” or IEC.
He makes the following observations about such consumers:
The IEC will get what they want so your business depends on how you
participate in delivering what they want. The IEC is in control, and they like it
that way. You cannot push the IEC to move faster or reveal themselves sooner
than they are ready; otherwise you are likely never to hear from them again.
The IEC expects their online privacy to be sacred. You build trust by explicitly
reassuring the IEC that you will respect their privacy via a privacy statement
link on all your Web site forms. The IEC values: a) their time; b) saving
money; c) having choices. So be flexible and ready to tailor your services and
fees to meet the needs of the IEC (e.g. fee for services) rather than force them
into a “one model fits all” situation. The IEC will not do business with you
until: a) they trust you; b) feel you have their best interests at heart; c) know
you have the expertise to help them. You build relationship by giving the IEC
what they want (i.e. information, advice, etc.), without requiring them to reveal
themselves and in a way that lets them know you are the expert.
He further distinguishes the IEC from the traditional consumer along such
measures as invulnerability, knowledge, confidence, mobility, and ability to
retaliate. The latter gives us pause. If we are trying to have a trusting
relationship, retaliation should not be on the table.
Russer’s distinctions are, however, a useful way to begin one’s
understanding of the Internet prospect:
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Russer’s focus remains stuck on consumers who are “suspicious still” and
“suspicious until.” Our goal for you is very different –to move the
consumer, i.e., your lead, into the realm of “trust until.” If there is any
lesson from the auto dealers that is most critical it is this: relationships
matter and the best relationships evolve from exchanges of trust.
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Moving Through the Trust Cycle
If we examine the trust cycle we get the following picture:

We want our relationships to be in the trust until zone. Now let’s discuss
how to get them there.

69

The move from “suspicious until” to “trust until” can only happen when the
prospects believe that you the agent understand where they are coming
from. This requires understanding their context, having an understanding
of their concerns, hopes, fears, and boundaries. One needs to respect their
need for space and for time, while indicating that you are there along side if
they decide they need help. Building trust with your leads means treating
them on the basis of Lissack’s revised Golden Rule: “Do unto others as they
would have done unto themselves.”
Dialogue is the most critical component of moving a client along the trust
cycle. Having a give and take – making a mistake or two – being observed
as human: all of these are important. When a prospect is beginning the
move along the trust cycle you will be tested – prompt responses will be
critical as will your ability to ask questions to ensure that you can place
yourself in their shoes.

It is also very important at this stage not to lose focus of why a prospect is
relating to you: you are the expert, you have the experience and the
knowledge that the prospect wishes to make use of through you. If you
surrender the expert role you are likely to lose the client. But, it takes
patience. Exchange information that seems to be of value – but do not
assume that your value judgment is what matters. Ask your prospects what
you can do to serve them better, include them in general community news
not just real estate, and work toward developing a mutual respect.
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Attempts to sell yourself or your services or a house will be only
counterproductive at this point in the process. The focus must be on the
client, at the client’s speed, and on the client’s terms.

But, it can be easy. As our friend Jason Leister likes to say: “On the
Internet, marketing is fairly simple and selling is plain annoying.” By
sending out listings on a regular basis, soliciting opinions, and waiting for
the client to contact you in terms of the telephone, you can create the
atmosphere of respect and attraction desired. Do not send puff pieces
about recent sales, recent listings, or how great you are. Focus on what the
client wants to hear. But do check in and ask if they need anything changed.
When they are ready for more than email and web pictures they will tell
you. That is, the 10% to 20% who will be your clients will.
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Converting Internet Buyers
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Buyer Leads are a Numbers Game
• Most Buyer leads have contacted at least a half dozen Realtors
• Only 20% ‐25% of Buyer leads who initiate Internet queries will enter
into a transaction during the next 12 months
• Nearly 70% of Buyers will use the Realtor with whom they FIRST
entered into meaningful dialogue

It is critical to your success to understand the metrics tables which follow
and not allow the seemingly low conversion rate and slow response of
Internet leads to discourage you from doing your job.

75

Internet consumers have a low conversion rate in general. As the funnel
below illustrates, fewer than 2.5 purchases result from emailing 1000
people and fewer than 6 purchases result from attracting 100 potential
customers. To equate these numbers to real estate leads: Begin with a
large group at the top (your target market), which filters down to a smaller
group that become leads (someone who completes a form on your website,
or someone whose contact information you have), filtering down to an
even smaller group that become prospects (people who are actively
considering using your services to buy or sell), filtering down to the final
group that become clients. Thus, the retail funnel would suggest that less
than 7% of your web site visitors provide contact information and so
become leads. Of those leads fewer than 6% would buy from you. If
realtors had numbers like these, few of us would spend time on chasing the
Internet.
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As we learned from the auto dealers, however, Internet purchasers of big
tickets items (homes and cars) have a much higher conversion rate. The
auto dealers averaged more than 11%. The trick is to get the leads. Once
someone has registered with you there are many ways to learn more about
his needs and wishes.
The critical challenge is to maximize the number of visitors who are willing
to give you their name, phone, and email address. Companies that place a
greater emphasis on pre‐qualifying leads from their own website than on
capturing those leads, clearly lack an effective system for follow up. They
are squandering valuable lead resources.
Most websites employ a "passive" capture system, typically a button
somewhere on the site labeled "contact us". Often it is linked to a form,
sometimes a large form, asking many pre‐qualifying questions. Effective
companies employ a "proactive" capture system which "invites" the visitor
to register. Successful lead capture systems have evolved in recent years in
response to pop‐up blockers which are now prevalent. Using interactive
capabilities of Flash and other web‐media tools, capture systems can be
built which are invisible to pop‐up blockers and which add image and
interest to your website.
Capture forms can be presented in series, asking for only the most basic
information at first, and then asking for additional information after the
initial response has been submitted. In our experience, companies which
move from a passive capture system to a well‐designed proactive capture
system can increase their opt‐ins by 200% ‐ 300%.
In the retail example, the “fill out contact information” rate was 7%. Using
state of the art landing pages you can raise that number to above 25%.
How? By using several of Russer’s rules and giving the Internet consumer
exactly what they want: the option to get information WITHOUT having to
interact with you.
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The middle button featured on our landing page increased the “form fill
out ratio” to a value in excess of 35%. Its power in attracting the IEC is
that it explicitly states: a) the recipient is in control; b) their privacy is
sacred; c) they will not be bothered or intruded upon by you. These
assurances are consistent with the principles of working effectively with
the IEC and are the main reason this landing page works. All because we
made it clear that if you click here you will NOT be contacted unless you
ask to be. Having visitors to your web site is not your goal. Having leads
to work with is.
Once you have leads the numbers follow the path below: roughly 10‐
15% will make a purchase during the next eighteen months. Thus from
1000 leads 880 or so can be regarded as “not real”. (This includes the
ever popular real estate voyeurs.) Perhaps 120 are seriously looking to
buy during the next twelve months. From 30‐50% of these will
ultimately decide not to purchase (the real estate equivalent of making
the used car choice). Your goal is to convert as many of the remaining
60‐90 potential customers into relationships and clients.
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Prospective Lead to Client Flow

1000 leads becomes 120 prospects becomes 10‐12 hot prospects and 40 to
70 customers who in the aggregate become 10‐16 clients
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Effective CRM for Buyer Leads

• Must be systematized
• Must respond to the activities of the prospect not just the activities
of the agent
• Must supply information when it is needed
• Must encourage dialogue

The real estate business has something to do with property, of course. But
most professionals will tell you that it's really about people: How to find
consumers, how to help them find you, how to keep in contact with them,
how to turn those consumers into clients, how to help them through the
real estate transaction and to track their progress, and how to maintain
contact with them. At the core of this process is customer relationship
management, or CRM. Broadly defined, CRM encompasses all aspects of a
company's or salesperson's interaction with a customer, including the
processes and procedures that are intended to facilitate and enhance that
interaction. CRM practices can be crucial in the Internet age, when many
consumers are starting their real estate search 12 to 18 months before
they'll be ready to work one‐on‐one with an agent.
There are a range of CRM systems – some of them industry‐neutral and
others designed specifically for the real estate industry. The systems have
evolved with technology. More than a Rolodex, CRM systems carry clients'
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contact information along with more detailed information about those
clients and the history of interactions with those clients.
Early CRM systems were typically software‐based and agent‐centric, though
with the advent of the Internet the trend has been for the systems to
migrate to online subscription‐based services and to integrate with other
real estate technology platforms such as MLS databases, online lead‐
generation systems, marketing campaigns, electronic forms and transaction
management systems, and broker back‐office systems.
"I think CRM is now a component of bigger systems or a complete solution
whereas before it was thought of as a completely stand alone application,"
said Gregg Larson, CEO for Clareity Consulting, a company that provides
technology consulting to the real estate industry.
There are three major categories of CRM systems for the real estate
industry, Larson said, including systems that offer up fresh leads as well as
systems to manage incoming leads and existing clients – HouseValues.com
and Reply.com are examples of companies that offer this type of product,
he said. Another category is Web‐based CRM applications such as 360Agent
and the popular Top Producer system. Some MLS systems also have built‐in
CRM systems, he noted. These modern CRM systems "link up to more
content and include more content than they did historically. They come
bundled with content right in them," he said.
Lead management is a core functions of CRM systems. Important is the
ability to import leads into a system, track them, qualify them and convert
them. Also important is the ability to set up rules, documents and
templates to auto‐respond to queries and to send out marketing e‐mails.
For example, a CRM system might be set up to e‐mail or mail out periodic
newsletters to past clients that provides neighborhood data and
information on recent real estate sales.
CRM is managing the relationship with different kinds of clients or
customers and setting up one‐to‐one communications with them that are
different. Real estate‐based CRM systems typically involve unique action
plans for various groups of clients, such as those who are buying a home,
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those who are selling a home, those who are past clients, and those who
are prospective clients. The next evolution in CRM will be to quantify the
return on investment for online marketing dollars by providing better
tracking of leads and lead sources.

Technologically, the key to converting portal leads is automatic entry.
When a prospective buyer submits his/her name to a builder on the
internet, he expects a timely response. Four hours is too slow. One day is
unacceptable. Beyond that, you have probably already lost the lead to your
competitors.
Winners in the Internet game have technology which automatically enters
their portal leads into their lead management system, and sends them a
timely auto‐reply. If you receive your portal leads as an email, and have to
enter each one by hand, it becomes a labor and time‐intensive project
which only gets bigger and more burdensome as you expand your internet‐
marketing efforts. Inevitably, lead entry is delayed, and replies fail to go out
quickly. Companies which automatically enter their portal leads into their
lead management system are happy to find sources for additional leads to
feed their "marketing machine".
However, it is not easy to achieve a transition from unsuccessful to
successful follow up in an entire sales force. It requires strong leadership
from within the company, and a good training program. For such a
transition, it is often very helpful to bring in a marketing consultant to
educate and coach your sales force on how to effectively handle internet
leads.
Most successful companies centralize their Internet lead follow up with a
net marketer. That person is responsible for following up all the leads in an
ever‐growing database. However, without the proper tools, this is
impossible.
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Your Lead Management System Should Ideally:
• Enrich your profile on each lead, automatically
• Give you feedback on who is interested and who isn't and how each
lead reacts to the activities you engage them in and the messages
you send
• Allow you to carefully target your message to each segment within
your database based upon that feedback
• Allow you to efficiently send a series of targeted messages to each
lead in your database, so that, over time, more and more prospects
will become ready to buy
• Allow you to generate new referrals from those receiving your
messages
This type of a follow up system can only be accomplished by email. Many
companies respond to inquiries with expensive printed packets of
information. In the battle for Internet sales, this will not be a successful
strategy. Internet buyers find you on the Internet, and they give you their
email address. The vast majority of them are very comfortable receiving
information by email. In fact, this is often the preferred method, because it
can be easily stored on their computers and can be easily copied to fellow
decision makers. Not only are printed packages expensive to produce
handle and mail; but they also take far too long to arrive. Internet buyers
are looking for quick information.
A successful Internet follow up system will provide you with the tools to
send a customized marketing package to each lead. However, since such
packages are far too large to send as attachments, the successful systems
have developed net‐based libraries of marketing collaterals such as e‐
mercials, virtual tours, e‐brochures, and neighborhood info packets that
can be downloaded via hyperlinks embedded in your emails.
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THE MARKET2BUYERS SYSTEM

• Identify: Obtain leads in order to target prospective clients
• Identify: Develop a unique marketing message and differentiate
yourself from your competition in real and meaningful ways.
• Engage: Create useful web tools to intrigue leads to keep using your
services.
• Refresh: Assemble the “right listings” and send them out regularly
• Refresh: Base sequential marketing communication waves on the
prospect's attention cycle
• Service: Dialogue with the prospect in an empathetic yet compelling
manner.
• Transact: Be available when the prospect wants to “see houses”
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Step 1: Identify ‐‐ Agent Receives a Lead
The Lead must be verified as to the reliability of information
The Lead needs to be responded to (if real) within 24 hours
The Lead is placed into the M2B System
The Lead is characterized based on known information
The Lead receives a “we received your request and are working on it now”
email
The Lead is told about respect for privacy, and what kinds of
communication to expect to receive
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Step 2: Engage & Refresh

The Lead is sent listing information
The Lead is scheduled for follow‐up emails
1. New listings as they become available
1. Scheduled “check‐in” emails regarding sent listings
1. Regular market updates
1. Regular drip campaign marketing
1. Scheduled “are we sending you the right stuff” emails

86

Step 3: Dialogue to Service & Transact
All emails to leads are tracked for being opened
If leads stop reading emails after 2‐4 weeks, the agent is prompted to send
physical mail and/or to call
Listings emails should contain only ONE picture with a note suggesting that
more are available
If a local prospect is looking at listings for more than 4 days in a row, the
prospect should be called
If an out‐of‐town prospect is looking at listings for more than 4 days in a
row, the prospect should be sent a McGuffin
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McGuffins
A MacGuffin (sometimes McGuffin or Maguffin) is a plot device that
motivates the characters and advances the story, but has little other
relevance to the story. The director and producer Alfred Hitchcock
popularized both the term "MacGuffin" and the technique. According to
the Oxford English Dictionary, Hitchcock explained the term in a 1939
lecture at Columbia University:
"In regard to the tune [espionage intelligence encoded in music], we have a
name in the studio, and we call it the 'MacGuffin'. It is the mechanical
element that usually crops up in any story. In crook stories it is always the
necklace and in spy stories it is always the papers."
Interviewed in 1966 by François Truffaut, Hitchcock illustrated the term
"MacGuffin" with this story:
"It might be a Scottish name, taken from a story about two men in a train.
One man says, 'What's that package up there in the baggage rack?' And the
other answers, 'Oh that's a McGuffin.' The first one asks 'What's a
McGuffin?' 'Well' the other man says, 'It's an apparatus for trapping lions in
the Scottish Highlands.' The first man says, 'But there are no lions in the
Scottish Highlands,' and the other one answers 'Well, then that's no
McGuffin!' So you see, a McGuffin is nothing at all."
Hitchcock related this anecdote in a television interview for Richard
Schickel's documentary The Men Who Made the Movies. Hitchcock's verbal
delivery made it clear that the second man has thought up the McGuffin
explanation as a roundabout method of telling the first man to mind his
own business.
More succinctly, on TV interviews from time to time, Hitchcock defined the
MacGuffin as the object around which the plot revolves, and as to what
that object specifically is, "The audience don't care!"
The element that distinguishes a MacGuffin from other types of plot
devices is that it is not important what object the MacGuffin specifically is.
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Anything that serves as a motivation will do. A true MacGuffin is essentially
interchangeable. Its importance will generally be accepted completely by
the story's characters, with minimal explanation. From the audience's
perspective, the MacGuffin is not the point of the story.
The technique is common in films, especially thrillers. Commonly, though
not always, the MacGuffin is the central focus of the film in the first act,
and then declines in significance as the struggles and motivations of the
characters take center stage. Sometimes the MacGuffin is all but forgotten
by the end of the film.
So what is a McGuffin – an article or a story about something in the
community, in the marketplace which can catch your prospect’s attention
but which does NOT directly involve the purchase of a house. But be
careful, the use of too many McGuffins will take your prospects focus away
from their real estate business. And, you did not become a realtor so as to
have an excuse to distribute pie recipes.
McGuffin examples ‐‐
1.
2.
3.
4.
5.

A survey of current housing sales
A survey of market trends
An article about people moving into/out of the area
An article about events in the area
An article about growth/new stores/ new activities
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Summary of Key Components to an Effective Internet Buyers Lead System
Populating the Database System
Generating Listing Mailings on a regular basis to each lead
Active IDX with Maps, Pictures, and Full Information
Generating Marketing Mailings on a regular basis to each lead
Drip Campaigns by Prospect Category which get altered by the lead’s
response
• Tracking Prospect Response to All Emails
• Activity plans determined by Prospect Responses
• Automated prioritization of Prospects & Tasks
•
•
•
•
•
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Other Useful Advice
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TIPS FOR ATTRACTING LEADS
Although the leads swirling around the Internet seem limitless, it takes skill
and persistence to turn them into customers. Here are strategies that are
reaping returns. Internet buyers visit multiple sites in their home searches
(an average of 4.17 sites, according to the Internet Versus Traditional
Buyers Study conducted by the California Association Of Realtors®) Here’s
how to make yours stand out:

#1 Add more photos to your listing.
A study by REALTOR.com found that a home listing with six photos got 300
percent more views than a property with one or no photos, says
REALTOR.com President and CEO Allan Dalton.
#2 Improve the content portion of your Web site,
This holds even if you use a pay‐per‐click model, says Justin McCarthy,
Google Inc.’s business development manager for real estate. This top
search engine determines search rankings half on what you’re willing to pay
and half on the depth and quality of your site’s information.
#3 Make your site sticky—with deep content and free offers—and visitors
will stay.
Because he sells second homes and retirement properties in a rural area,
Charlie Winfree’s site (www.mtnhome4u.com) includes not only listings
and maps but also a "You’re in the Country Now” section that tells city
dwellers how to test well water and septic tanks and cope with other
mysteries of rural living. The results are more than 400 unique visitors a day
and first‐page positions on top search engines for the sales associate at
Coldwell Banker Home Town Realty in Keyser, W. Va.
#4 Offer high‐quality information—such as listings—
Then ask visitors to fill out a form for more in‐depth data or other benefits,
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says Joel MacIntosh, CEO of Web and technology vendor WolfNet
Technologies). Require only a name and e‐mail address, but give visitors the
option of completing other fields. A surprising number will provide
additional information.
#5 Multiply your chances of being found online
Develop Web sites targeted for various niches. Thomas Cowan III, CRS®, e‐
PRO®, of RE/MAX Professionals in Atlanta, has Web sites geared to renters,
foreclosure investors, lease‐purchase buyers, and traditional buyers.
Together, they net him 7,000 to 8,000 unique visitors each month. With the
help of three assistants and an average monthly Web site investment of
$3,000, he converted that traffic into 200 sales in 2005. Cowan estimates
the Web consumes 90 percent of his marketing budget.
#6 Lower your keyword costs for paid searches by focusing on a niche
A niche is any market where there won’t be so many bidders, suggests
Veronica Hicks of Condos Etc. in Irvine, Calif. The broker, who used to be a
marketing director at Coca‐Cola Co., found that 90 percent of her sales last
year came from Internet leads. After spending "a ton of money” using
words targeting renters, Hicks says, she now chooses the names of
particular condo communities in her area.
#7 Blog it.
The almost daily updates of real estate news and sales data at Dewita
Soeharjono’s blog on urban living in Washington, D.C. has netted her free
placements as high as fourth in Google searches and about 25 percent of
her business.
#8 Practice the two‐click rule
Employ the "two‐click" rule to make it easy to locate information whenever
possible in no more than two clicks: One click on subject. One click on
topic/article to display information. Be sure your site navigation and
customer‐centered organization primarily solves customers' problems
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rather than promoting you personally.
#9 Respond fast, in person
Post your phone number and contact information prominently because
many prospects prefer high‐touch over high‐tech responses when they are
ready for service. ("Our Customer Care Team is standing by to help. Call. E‐
mail. Mail. Or drop in.") Use auto‐responders after hours and "out‐of‐
office'" messages when you are away. Consider a live operator service for
after business hours and weekends, or a service that allows visitors to place
a call from your website, or page you or exchange live chat
(eRainmaker.com: Interactivity).
#10 Monitor Your Traffic
Make sure you use both on line and off line advertising to bring as many
unique visitors to your site as possible. PPC advertising, signs, fliers, TV etc.
Measure to see if you are getting the visitors you want. Trade notes with
peers and even competitors. Examine the web sites of others who are
getting the traffic you want. Your website should capture visitors’
information, with no exceptions. Furthermore, make sure your website is
capitalizing on the traffic it is getting. It should have at least a 10% sign up
rate, that is you should get 10 leads per every 100 visitors to your site,
anything less is throwing money out the door and losing leads to your
competitors.
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Ten Most Common Email Marketing Mistakes & How to Correct Them
1.
The "FROM' email address is not specific, unprofessional, and/or
resembles SPAM.
Do you open email from people you don't know? NO! With computer
viruses running rampant, consumers are increasingly skeptical about
email they receive from unknown sources. Even though you are
responding to their request, if the person doesn't recognize your
email address, they will delete the email without opening it. Agents
who
are
using
personal
email
addresses
such
as
"buffy212@yahoo.com" and "hotpants911@msn.com" are going to
be deleted. Period. End of story. It diminishes your credibility and
professionalism. Your FROM email address should have your name
and company name. This further reinforces that the sender is a
trusted source and not a spammer or virus.
2.
The "SUBJECT" line of the email is not specific, it is unprofessional,
and/or sounds like SPAM.
Emails live or die by the subject line. It is the number one
determining factor whether someone will open your email. If it is
generic, cliché, or sounds like SPAM (meaning it sounds too good to
be true), you will be blocked by SPAM blockers. If your email happens
to get through the SPAM blocker, the recipient may not open it
because they aren't sure what it is about or who it is from. Never use
$$$, FREE, or Urgent in the subject line. Those are red flags to spam
blocking programs. Don't use "Your Dream Home" or any variation of
"Dream" because it is also a red flag.
Unfortunately, many Spammers have started using "Response to
Your Request" to trick people into opening email so don't use that
either. Your best bet is to use some version of "Your New Home
Search" and include either your company name or community name
in the subject line. The goal of the subject line is to convince the
recipient that it is safe to open the email and to keep the email from
being blocked by automatic spam blockers.
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A good test for subject lines is the four "U's":
• Urgent
• Ultra Specific
• Unique
• Useful
Keep in mind that many email programs, like Outlook, don't show the
entire subject line. Be brief so that the majority of the subject line
will show in the recipients in box. EmailLabs.com has a terrific FROM
& SUBECT line tool which allows you to see exactly how they will
appear in various email programs like AOL, Yahoo, Hotmail, Outlook
and many more.
3.
The content of the email is poorly written with grammar and spelling
mistakes.
Email must be professionally written. Spelling errors and poor
grammar are not acceptable. It reflects on the credibility of your
company. Run spell check and have someone proof everything
before it goes out.
4.

The email is too long.
Consumers read email like they read websites....they don't read
them!!! They scan for sound bites. If your email is too long and reads
like the great American novel, count on the fact that the recipient
will delete it. Email copy must follow the rule of KISS‐Keep It Simple
Stupid!

5.

The email content is too generic and sounds like a form letter.
Would you call a potential buyer and read them a form letter? No!
Then why are you sending generic form letter email? They are
impersonal, they are ineffective, and often get filed into the digital
trash can. Your email communication must be as unique as your
homes and communities are. It must draw distinctions why someone
should buy from you and why you are the best.
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6.

The email does not have contact information.
Many agents fail to include their contact information on the email.
Building trust and confidence over email is a slow process and an
important part of that process is including all of your contact
information. It gives the prospect the comfort that you are a real
legitimate business, not a potential serial killer lurking in a dark back
alley. In order to comply with the CAN SPAM Act of 2003 you must
include a physical address on every commercial bulk email. Just
include your address in your signature and it will automatically be
placed on every email you send out.

7. The email does not contain a call to action or incentive.
Do not be fooled by this advice. If the email contains listings to be
looked at that IS a call to action. Not every email needs an active
response which triggers an active communication back to you. BUT,
every email should be trackable so you can know if it was opened or
not seen.
8. The email is incorrectly formatted.
Ugly email with scattered lines and broken words is unlikely to get
any response other than the delete key.
9. The email is boring and lacks graphics.
Life is short. Attention spans are shorter. We are visual creatures.
Use pictures.
10. No additional follow up.
Most of dialogue is about following up.

97

Marketing to Moms
A recent study identified the tactics that get the consumer's attention and
get her (since in most families it is the mother) to respond. It found that
the majority of moms:
• check their email two or more times per day. They consider email to
be a very effective and efficient way to communicate.
• have a limited amount of time to read email. If you want your email
message to get through it has to be one of the five they consider to
be the most valuable and important.
• use the "from name" and the "subject line" to determine which
emails to open. Your "from name" has to be professional sounding
and should use the name of your company in the email address. Your
"subject line" should not be misleading and clearly state your
company name or neighborhood name. We have found "Your New
Home Search at (company name here)" to be a very effective subject
line.
• sign up for email newsletters based on the perceived value of the
email and to receive coupons or special discounts. If you want moms
to read your email newsletters, then stop sending out eNewsletters
full of corporate jargon. The best eNewsletters are community
specific and talk about life in the community. They show pictures of
residents, list upcoming community events, and share testimonials.
They focus more on lifestyle rather than promoting product.
• are motivated by photos to click through from an email to your Web
site. When possible, use HTML email and leave the text email to your
competitors.
Show her how you can save her time and money. Demonstrate that you are
a convenient choice. Allow her to ask questions and be the expert in your
field. She will respect your expertise and want to do business with you.
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10 Important People Rules to Remember
• People are very judgmental, especially when it comes to
appearance. You will never get a second chance to make a good
first impression.
• People would rather talk than listen. Let them! Salespeople who
talk too much are usually the ones not making much money.
• People don't want to know everything about real estate; if they
did they'd go to real estate school. They just want to know what
they want to know. Never sell with two words what you can sell
with one word.
• People like it when you're nice to them. You attract bees with
honey.
• People want to feel important... noticed... respected, like an
expert! Give people what they want and they will give you what
you want.
• People love people who smile. Smile until your face hurts and
you'll make more money.
• People will get excited if you get excited. If you act like a tired,
boring real estate agent, guess what ‐‐ your prospect is going to
act like. Enthusiasm is not some over‐rated hype; it is absolutely
one of the most important tools in any sales professional’s
presentation. It's also free!
• People care about themselves, and what's in it for them.
Prospects DO NOT CARE ABOUT you or your problems!
• People can "smell" you. If they "smell" something isn't right about
you, you're going to have serious problems. You can't be one kind
of "person" and be another kind of "salesperson."
• People do business with people they like, trust and respect.
People don't like to be sold... Let them buy you and your services!
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The Goal: Encourage Dialogue and Build a Relationship
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