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Strategy
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Generate SalesBuild your influenceGrow your Audience

Benefits
A comprehensive advertising strategy will do the following: 

2. Build your database with prospective buyers and sellers in your market.

1.1. Drive traffic to your listings and relevant content. 

3. Convert high-intent leads to clients. 
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A comprehensive real estate advertising strategy can elevate your 

business to new levels. But where to begin? 


Our approach to ads for our clients starts by focusing on what our clients 

already have: listings, engaging content and quality reviews. After that, 

it’s a matter of recognizing the strengths of each advertising platform and 

leveraging them to achieve specific goals.  



Outcome
A well run online 

advertising strategy can 

bring in high-quality 

leads. 


Will they all be ready to 

buy or sell? No. 


But if you advertise 

relevant content, send 

that traffic to well crafted 

landing pages and 

nurture those 

relationships....online 

advertising can be the 

foundation to business 

growth.
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online lead conversion rate

1-3%
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Advertising Mindset

Out of every 100 leads, you might get the chance to meet with only 1 person
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Setting Expectations


It’s important to set the correct expectations before investing a single 

dollar in online advertising. 


It’s a numbers game. It’s a long-term investment. It’s a lot of work. 


You will need a high volume of leads. You will need to effectively work 

those leads in order to see any return. 


The chance that your ad gets in front of someone at the exact moment 

they are ready to buy or sell is very low - so consistency is key. 


But it’s not all doom and gloom. 


Getting in front of as many people as possible, as often as possible, will 

get you the most “at bats” to find the person that’s ready. 

What are your goals? 


Clearly outline your goals for your campaigns. Even with the right 

expectations, most agents need an early ROI (appointments) or they will 

pull the plug. Start smart and stay the course. 
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Listings are your best marketing asset. Use them. 

Successfully promoting a listing can be a triple threat:


Facebook ads convert better 

than Instagram ads when 

using a registration form. 

Bonus Tip

Triple Threat

� Keeping your client happy = referral and repeat busines�

� Impressing other potential sellers in the area = generating more listing�

� Finding people active in the market = increasing your buyer leads
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A PPC click comes after someone has taken the initiative to open up Google 

and do a real estate related search. They may or may not be ready to 

transact today, but they’re definitely showing signs that they’re somewhere 

in the buyer/seller journey. 
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Pay Per Click
Demand fulfillment vs demand generation

T r a f f i c  w i t h o u t a g oa l i s  a wa st e

You have two options to get the most ROI: 


Embed really compelling CTAs in the content to keep them around and convert


OR 


Leverage a robust remarketing strategy to capatalize on traffic down the road

Lean into high quality, 

compelling content with 

related landing pages. 

What to Run



You can get very cheap clicks on Google Display, for less than $0.25, 

which can generate a lot of traffic for your site. 

8

real estate adsPlaybookPlaybook

Want to take a deeper dive into 

the world of real estate 

advertising and Google? 

Read The Guide

Google Display Ads

http://www.curaytor.com/blog/real-estate-ppc


Google Local Service Ads
Connect with high-intent leads at critical moments.
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Google LSAs 

These ads will produce actual “come list me” or “be my agent” calls. 


Volume is low and unreliable but worth it for the few GOLD leads that 

come through. 

You only pay when Google send 

you a lead - so there is no 

cost unless your phone rings. 

Bonus Tip
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What is a landing page? 


A landing page is a standalone web page, created specifically for a 

marketing or advertising campaign. Landing pages are different from other 

web pages in that they don’t live in the evergreen navigation of a website. 

Landing Pages
Key to conversion

What is the purpose of a landing page? 


The purpose of a landing page is to convert visitors into leads. The objective 

is to capture contact information in exchange for something of value. 
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Build a Better Landing Page
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Call to Action The CTA 

is arguably the most 

important element on 

a landing page. It 

leads to the desired 

outcome: conversions. 

Imagery The image or video that 

accompanies the headline in the hero 

should convey what life could be like 

on the other side of your offer. 

Headline 70% of visitors to your 

landing page will bounce. It’s 

critical that your headline and 

subheadline are benefit driven. 
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Benefits The section 

just below the fold 

should articulate the 

benefits the visitor will 

receive as a result of 

engaging with you.

Social Proof This is one 

of the most effective 

ways to increase the 

desire for a product. 

Client testimonials tap 

into the basic human 

instinct to follow the 

actions of others. 


