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Rules for real estate marketers
•Know thy acquisition cost
•Be channel indifferent
•Save yourself first

Online Marketing Tools

Steven Kropper
steve@kropper.com

617-306 9312



Tech No Threat To Agents

Agents unsure of their own value  
It is not control of the MLS
Its your sales skill dummy!

Tech can’t cultivate buyer dependence or push 
tem to borrow beyond their means.

•Agent’s cycle of questions raises anxiety
•Then cultivates dependence by consumersa

Are tech, bank or discounters the threat? NO!  
Establishing broker value to agents is key.



Separate Sales from Lead Gen

Most consumer sectors specialize –
acquisition is delegated to media

Specialization = efficiency
Separate acquisition from selling

Agent not at economical scale for call 
center, contact management, incubation.  

Let agents sell.  And restore broker power 



Central Lead Production

Centralized acquisition lowers costs

Agents can’t retain or incubate consumers

Economic scale above agent. Broker?  Maybe.

If broker buys leads.  Who pays?  Agents!

Rebalance commissions to cover costs.

Know your acquisition price?  

Be channel indifferent. 
What % of agents’ leads are from broker?



Integrate Online & Field

Most web leads wasted or underutilized.  

98% don’t register.  97% don’t buy!

Few brokerages adapting to web leads

Web leads overpriced AND under valued.

LendingTree feeds HomeLoanCenter & Brokers 

NewHomes online marketing feeds 300 agents



End to End - Six Steps

Attract users with compelling content

Register prospect, trap name, phone, email

Incubate monthly until ready.  Forever!

Detect when prospect moves to “buy zone”

Distribute to the right agents.  Quickly! 

Convert high quality leads in agents hand.



Let them Eat Dough

Web leads are like dough.  Not ready.

A name, not a prospect.   

90 seconds to fill form = low commitment.  
But don’t make registration form long.

Low yield leads don’t fit brokerages.

Brokers weak at incubation, filtering.
No systems, no content to stay engaged.



More Dough…

TRADITIONAL LEADS 
convert at DOUBLE digits ~15%

WEB LEADS 
convert at SINGLE digits ~2%

Bridge the gap.  

Low conversion = burned out agents 
No call back = unhappy clients

Without incubation, lead wasted.



Incubate-Managed Lead Care

National incubation factory (not by agent) 
End to end lead management    Convert 5%

Call center + analytics + email = success.

Incubation and qualification best practices.
– Standards: training, rate agents
– Cut callback: 16 to 8 hours to 30 min.
– Lead management, CRM, tracking
– Save ALL emails.  Touch monthly.
– Warm call handoff. 



Registration/Incubation Tools

Listings 2% register For buyers only

Comps 12% register! Buyers & owners.      
“Spy on your neighbor.” Upstream & downstream

Everything else is secondary:
School, weather, crime, toxic, commute

Email alerts incubate until ready.  Forever!
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• Behavioral tools mine portfolio

• Sentry detects “buy zone”
• Marketing precisely timed
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Tonight’s Homework

Realtors and Red Herrings Let Them Eat Dough
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TECHNOLOGY 
ADOPTION:
Slower than 
anticipated…

impact larger 
than 
expected.
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