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	Practice activity
Learning activities help you to gain a clear understanding of the content in this resource.  It is important for you to complete these activities, as they will enhance your learning. The activities will prepare you for assessments.
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	Collaboration
You will have opportunities to collaborate with others during your study. This could involve group activities such as mini projects or discussions that will enable you to explore and expand your understanding of the content.  
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	Self-check
An activity that allows you to check your learning progress. The self-check activity gives you the opportunity to identify areas of learning where you could improve. If you identify these, you could review the relevant content or activities.
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	Resources (required and suggested)
Additional resources throughout this workbook such as chapters from textbooks, online articles, videos etc. These are supplementary resources, which will enhance your learning experience and may help you complete the unit.
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	Assessment task
At different stages throughout the workbook, after you have completed the readings and activities, you may be prompted to complete one or more of your assessment tasks.
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	Video
Videos will give you a deeper insight into the content covered in this workbook. If you are working from a printed version, you will need to look these up using the URL provided.




[bookmark: _Toc16686853]Getting started 
[bookmark: _Toc16686854]What will I learn by completing this workbook? 
This workbook has been developed for the unit of competency CPPREP4004 Establish marketing and communication profiles in real estate. 
Successfully completing this unit of competency will give you the skills and knowledge to develop marketing and communication profiles in real estate.
In this workbook, you’ll learn about marketing and communication channels, types and methods, client and community expectations for real estate marketing, and how to create personal, property and agency marketing profiles.
Each topic includes opportunities to check your progress and understanding as well as activities that will help you to complete the formal assessments.
[bookmark: _Hlk10115583]There are five topics to complete within this workbook. They are: 
1. Marketing and communication.
1. Marketing and communication obligations.
1. Marketing the agent.
1. Marketing property.
1. Marketing the agency.
[bookmark: _Toc518640492]
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[bookmark: Topic1][bookmark: _Toc16686855]Topic 1: Marketing and communication
 


[bookmark: _Toc16686856]Overview
Marketing and communications refers to using different communication channels, types and methods to achieve marketing goals for a business. Marketing goals for a real estate agency may include things like increasing brand awareness, introducing its staff members to the community, or most importantly, to sell or lease property to generate income.
In this topic you’ll learn about:
what marketing and communication is and why real estate needs it
market analysis techniques
marketing and communication channels, types and methods
writing content for marketing.
[bookmark: _Toc16686857]What’s the difference between marketing and communication?
Marketing refers to the activities that are involved in acquiring customers for your products and services, which includes researching, analysing, planning, executing and measuring these activities.
Communication is the messaging or the delivery of your marketing ideas to your target audience (the people you want to sell your products and services to).
Marketing focuses on the ‘who’ (your customers), while communication focuses on the ‘how’ (your message). Marketing communication is designed to influence consumers to buy something (your products and services).
[bookmark: _Toc16686858]Why does real estate need marketing and communication?
Real estate agents are heavily involved in all forms of marketing and communication. The success of the sales section of any firm is particularly dependent on high quality exposure of their properties to the current marketplace.  Being able to deliver property marketing in a manner that appeals to the customer results in:
increased sales 
shorter selling times
reduced rental vacancies 
quicker lease times. 
The property industry, like all businesses, continues to go through transformation and development, placing a greater responsibility on businesses to determine and then satisfy the needs of customers. With greater levels of competition, the ability to create a distinction between an organisation and its competitors is also becoming increasingly important. As a result, marketing has become crucial to the continuing success of small and large businesses alike. Today’s successful businesses are customer focused and often create competitive advantage through superior value and excellence in customer service. 
Marketing is a job that everyone in the agency has to be prepared to undertake. Customers are the most important part of the overall real estate operation. When a real estate agency is given the opportunity of selling or leasing property, marketing ensures that the goals of the client can be reached in the shortest possible time. 
Real estate agents depend on commission for their income and the sooner a property is sold or leased, the sooner the real estate agent will be paid. Their reputation also depends on the quality of marketing. The average customer expects to see their property advertised in a wide range of media formats. 
To be successful, real estate agents must be able to:
identify target markets
accurately perceive customer needs
be customer focused
have a systematic approach to all marketing activities
identify and utilise suitable media outlets  
have a strong attention to detail. 
Effective marketing and communication strategies make use of different market analysis techniques, channels, types and methods.
[bookmark: _Market_analysis_techniques][bookmark: _Toc16686859]Market analysis techniques
The first aim of marketing is to understand the buyer profile. This means that you must understand the fundamental characteristics of your potential buyers. If you know your buyer, you’ll be able to develop a far more effective marketing plan, which will target the desired market much more efficiently in terms of dollars and effectiveness.
When marketing, you might want to assume that every person on earth is a potential buyer. However, it’s very difficult and expensive to get a message to every person on earth (about six billion people). Also, not every person on earth would be interested in your product or service.
To try and reduce this difficulty and cost, you might say that you’re only selling to people in Australia. So, assume that every person in Australia is a potential buyer. You’ve now limited your potential market from six billion to 23 million, but you’ve also increased the likelihood of finding a buyer (assuming that it’s mainly Australians who are interested in buying property within Australia).
However, getting to the entire 23 million is still very difficult and expensive, so you would attempt to limit your potential market further by target marketing. 
Your target market is the group of customers that you potentially want to sell your products and services to; it doesn’t necessarily mean everyone in your location. It’s made up of people who are a good fit for your products and services.
[bookmark: _Toc16686860]Target market analysis
A target market analysis is a study of your potential customers. Before you can do this, you need to have an idea of who your target customers are. This could be customers who you currently cater to, or a customer area that you want to expand into. You can find this out by identifying who has already bought your products and services or, if you’re a brand new agency, look at your competitors’ customers. Information can also be obtained from open house inspections, property expos and other events where you’re able to collect information. Information can be collected using surveys, interviews, website analytics, as well as census data, such as numbers of homeowners or renters in different areas.
A customer and environment profile generally includes demographic data (e.g. age, location, gender, income level, education level, occupation), and psychographic data (e.g. interests, hobbies, values, attitudes, behaviours, lifestyle preferences). Psychographic data is often subjective and allows you to find out the motives behind people’s purchases. Analysing the location will also help you in terms of pricing and affordability, potential construction works that may affect prices, quality of schools, availability of churches and other community organisations.
[image: ]	[image: ]
[bookmark: _Ref16686084][bookmark: _Ref16685988]Figure 1: Real estate customers
	[image: ] 	Practice activity
[bookmark: _Toc16686861]Activity 1.1: Research a target market
[bookmark: link1]Go to the Australian Bureau of Statistics census data website and search for your city or suburb.
1. List some demographic data related to home ownership and rentals, for example, age range, education level.

Discuss your results with the class and how this data could help you in targeting a specific market.
[bookmark: _Toc16686862]Motivation
It’s very important that you find out why the client is selling or buying (i.e. their motives). Influences on these decisions may include:
the changing household
stage of life
employment opportunities
lifestyle changes
socio-economic status
investment decisions
market conditions
financial reasons
trading-up.
You also need to find out your target market’s pain points – this will allow you to attempt to solve their problem or answer the question that’s bothering them. A pain point is a specific problem that customers may be experiencing. 
The four main types of pain point are as follows:
Financial e.g. they have a limited or specific budget.
Productivity e.g. they feel they’re wasting time looking at inappropriate properties.
Process e.g. internal processes, such as assigning sales leads, may add to the time taken for someone to get back to them.
Support e.g. their phone calls aren’t being returned so they feel they aren’t getting the support they need.
[bookmark: _Toc16686863]Market segmentation
You need to be specific and detailed with your customer profiles. You can then group your target customers into categories; this is called market segmentation. Each segment of a larger target market has specific characteristics. Each group may require different marketing strategies and mixes because each group has different needs and wants.
Examples of different customer groups, or segments, in real estate include:
unit-dwelling younger people
families
investors
first home buyers
holiday-letting investors
commuters.
Each segment of your market can be personified with a persona. A persona is a fictional character that contains the characteristics of your target audience. 
	[image: ]	Resources
[bookmark: _Toc16686864]Personas
Read through the following webpages, which will give you more information about using personas for marketing:
How To Create Personas For Marketing In 2019
Here Are 10 Buyer Persona Examples to Help You Create Your Own
[bookmark: _Toc16686865]Other factors
It’s also important to look at what your competition it doing – in their marketing, on social media and so on – and how successful it is for them. There are tools that will help you analyse social media, website engagement and trending topics, such as the following:
Facebook graph search
Sprout social
Klear
Agora pulse
The more narrow the target, the more effective your marketing will be because all your energies will be aimed at a specific group. You won’t be wasting your time and money aiming at people who won’t buy your product. By understanding your customer, you’ll understand their needs and whether you’re meeting their needs. This will enable you to tailor your content towards specific personas. 
	[image: ]	Watch
[bookmark: _Toc11228379][bookmark: _Toc16686866]Video: Marketing to diverse audiences
The videos in the following course from LinkedIn Learning explain how to effectively market your business to a variety of audiences, expanding on information already discussed.
Marketing to Diverse Audiences (Lynda.com 51:21 mins).
	[image: ] 	Practice activity
[bookmark: _Toc16686867]Activity 1.2: Identify a target market
Scenario: You have a unit for sale in this high-rise building located in a capital city CBD area. The unit is easily leased and has parking underneath.
[image: ]
[bookmark: _Ref16686095][bookmark: _Ref16686145]Figure 2: Activity 1.2 High-rise building
1. List some examples of market segments for this property.

1. Write a short persona for one of the market segments you’ve identified.

Discuss your answers with the class.
[bookmark: _Marketing_and_communication][bookmark: _Toc16686868]Marketing and communication channels
A good marketing campaign should use a combination of marketing and communication channels as each has different purposes, advantages and disadvantages. Your target audience will also access a variety of media and the way they access media is changing all the time. 
Note: In marketing, a communication channel is the system or medium through which the message was sent to reach its target.
You need to understand what your marketing goal is – for example, brand awareness, lead generation or customer engagement – and select the channels that will meet those goals. 
Knowing your audience is also key to knowing the channels to use. Who’s watching television or listening to the radio? Who’s on social media and which social media? For example Instagram, Facebook, Twitter.
The same or similar advertisements can be used across multiple channels, such as print newspapers and online news, TV and internet video (e.g. YouTube).
Marketing and communication channels can be categorised in several ways, such as traditional/non-traditional or digital/print, however they all generally include the same type of media. The following is one way of categorising different channels.
[bookmark: _Toc16686869]Print
Print channels include newspapers, magazines, brochures, flyers, newsletters and letters – anything that is printed on a portable medium like paper.
Print media can be used when you need to reach a large audience. You can also tailor your content to your target audience through your choice of magazine and/or newspaper. Some advantages of using print media include the following:
Printed items supply interested customers with something physical to store and keep
Printed items can be passed along to more potential customers
It lasts longer than other media
Print can be very engaging and enables higher retention rates, as people take more time when reading a printed piece as opposed to reading online
It can be seen as more credible
It helps establish your brand as it allows you to use the right fonts, colours and images that help brand recognition.
[bookmark: _Toc16686870]Broadcast
Broadcast channels include television, radio and internet (video and advertising). Like print media, it also enables reaching a wide audience. Using broadcast channels allows for more engaging content through the use of video, audio, animation.
Advertising on television and radio can add credibility to an organisation, sending a message that they’re a reputable and established organisation. Traditionally this has been an expensive method of marketing, as you need to factor in production costs as well as air-time. However with the advent of different television and radio stations (e.g. streaming, digital, cable) and the availability and ease of use of technology and software, broadcast has become more accessible.
Content using broadcast channels can be more tailored to specific target groups through the timeslots and the television/radio channels used. Internet services like Google Analytics and Google Ads can also be used to target particular consumers online.
Broadcast media can also be used in a mobile way allowing for a larger reach. For example, people can be using the internet, watching television, listening to the radio on their mobile devices while commuting, at the gym or walking the dog. The internet also allows sharing of website links (URLs) to reach more people, which can be utilised through email and social media posts.
[bookmark: _Toc16686871]Digital
Digital marketing and communication channels include websites, microsites, blogs, social media, apps, podcasts and email. 
Using digital channels can be more affordable than print or broadcast and allows for more advanced monitoring of marketing reach and success through analytics. It levels the playing field for small businesses so they can compete better with large corporations.
Digital channels can improve the customer experience through the use of user friendly interfaces, recommendations and customer comments. It’s also becoming a primary mode of information consumption and the marketing reaches people where they spend their time and money.
Similar to broadcast, digital channels allow more engaging content through the use of video, audio, animation, as well as the use of internet analytics and ads for targeting consumers.
[bookmark: _Toc16686872]Outdoor
Outdoor channels (also known as out-of-home or OOH) include billboards, signs, posters, banners, street furniture (e.g. bus shelters or seats), transport (e.g. on buses, taxis), cinema. These channels have a high reach with a mass audience and support brand awareness through repeat exposure. They’re generally used to broadcast services of a business and work well in reaching local customers i.e. in the area that they’re placed.
Outdoor marketing channels demand attention. They are high impact and can create consumer and community interest via experiences and interaction.
	[image: ]	Watch
[bookmark: _Toc16686873]Video: Interactive outdoor advertising
Watch the following videos that show innovative marketing campaigns for Pepsi Max and TNT (a television channel in Belgium) using interactive outdoor advertising.
Unbelievable Bus Shelter | Pepsi Max. Unbelievable (YouTube 01:36 mins)
[image: ]
https://www.youtube.com/watch?v=Go9rf9GmYpM
A dramatic surprise on a quiet square (YouTube 01:45 mins)
[image: ]
https://www.youtube.com/watch?v=316AzLYfAzw
[bookmark: _Toc16686874]In person
In person channels include meetings, conferences, expos and referral or loyalty schemes. These are used for promoting brand awareness, encouraging repeat business and customer loyalty, and educating potential customers in your products and services.
They allow you to generate leads, acquire customers and engage customers through personal interaction.
[bookmark: _Types_of_marketing][bookmark: _Toc16686875]Types of marketing and communication
Many people think of marketing as just advertising – they aren’t the same thing. In fact, advertising is only one type of marketing and communication that a business can use in its marketing approach or strategy.
The different types (also referred to as modes) of marketing and communication are elements in what is known as the marketing communication mix. Each of these types can use any of the marketing and communication channels previously described.
[bookmark: _Toc16686876]Advertising
Advertising refers to any product or service promotion which has been paid for and is usually the most prominent element of the marketing communication mix. The most common channels used for advertising are print, broadcast and outdoor. While it can be expensive and takes up most of your marketing budget, you have ultimate control over the delivery of the message as you’re paying for placement.
[bookmark: _Toc16686877]Public relations
Public relations involves unpaid messages communicated through media, such as newspapers or television, to promote brand awareness of the business. Businesses will often send out press releases about stories or special events and request media coverage. These might be used to announce new staff members, a new branch opening or even as an attempt to divert unfavourable news about the business. 
Other forms of public relations include lobbying with key individuals in the community to positively influence legislation and regulations, speaking at conferences about relevant industry topics and blogging on industry topics.
[bookmark: _Toc16686878]Personal selling
Personal selling involves building relationships with your customers to sell directly to them. This allows you to communicate the benefits of your products and services directly to the customers. This is the foundation of the real estate industry – by personally showing properties to your customers, or being present at an open house inspection, you’re able to use your communication skills to discuss the benefits and features of a property and try and convince the customer.
[image: ]
[bookmark: _Ref16686137][bookmark: _Ref16686151]Figure 3: Real estate agent talking to clients
[bookmark: _Toc16686879]Direct marketing
Direct marketing involves sending messages to targeted customers, and asking for a response. Examples of these include a telephone sales call, in person sales call (at your house), direct mail, paid advertising on social media, targeted ads on YouTube, print ads. Real estate agents will often use letterbox flyers that explain they have a buyer ‘looking for a house like yours’, in the hope that the homeowner is looking to sell or that they can even get them thinking about it.
[bookmark: _Toc16686880]Events and sponsorship
Event sponsorship refers to when a business pays to have a presence at an event – this includes sports, community, non-profit or entertainment events. The sponsorship can include different benefits, such as signage, a booth or stall where they can hand out information and speak to people, or guest speaking spots during the event.
[bookmark: _Toc16686881]Sales promotions
Sales promotions are another type of marketing in the marketing communication mix. These are incentives, such as discounts or free services, offered for the purchase of a product. However it should be noted that real estate agents are not allowed, by law, to offer inducements to engage their services.
	[image: ]	Collaboration
[bookmark: _Toc877353][bookmark: _Toc11228380][bookmark: _Toc16686882]Activity 1.3: Advertising
1. Find a real estate advertisement that appeals to you. This could be for a specific property or for an agency. Bring your example to class and discuss the factors that you find appealing.
[bookmark: _Methods_of_marketing][bookmark: _Toc16686883]Methods of marketing and communication
The methods of marketing and communication refer to the specific ways that your marketing message is communicated, using any of the channels previously described. Some examples of these include the following:
Photography
Video
Business cards
Flyers and brochures
Emails and text messages
Website
Blog or social media posts
Banners
Billboards.
Different methods are used depending on what is being marketed. For example, properties depend heavily on photography and video, however using a billboard for one property wouldn’t be cost effective or useful.
	[image: ]	Resources
[bookmark: _Toc16686884]Real estate marketing ideas
[bookmark: link11]Read this article on 43 Creative Real Estate Marketing Ideas & Strategies by Kiah Treece on FitSmallBusiness, which is a list of marketing advice and tips from top-producing real estate agents.
	[image: ]	Watch
[bookmark: _Toc16686885]Video: How real estate leaders are tackling the digital future
[bookmark: link12]To help you understand the ways that the internet and web marketing are used, watch this video. It features Jacqui Thompson (Content marketing editor at campaigntrack) interviewing guest speakers at the Australian Real Estate Conference (AREC) in 2016.
How real estate leaders are tackling the digital future (YouTube 16:22 mins)
[image: ]
https://www.youtube.com/watch?v=Uo0FFypY3B4
	[image: ] 	Practice activity
[bookmark: _Toc16686886]Activity 1.4: Marketing challenges for real estate
All of the guests interviewed in the previous video are successful leaders in their own fields. They discuss marketing challenges for the real estate industry and future marketing trends.
1. List some of the challenges discussed in the video.

1. List some of the trends discussed in the video.

Discuss your answers with the class.
[bookmark: _Toc16686887]Social media
Internet marketing has changed the way real estate agents go about selling and leasing properties, as well as promoting their agency and salespeople. Using social media also provides a huge advantage because of the instant connection that agents have with their contacts. Real estate is also a very visual business – customers would very rarely buy a property sight unseen. 
Some of the social media platforms that would be useful for marketing in real estate are as follows.
Facebook
This reaches a large audience quickly and can be ‘boosted’ for a small extra cost. That is, an increased audience can be targeted according to various areas such as location, gender, age, and interests. Facebook pages should be maintained often (even daily), as with all other internet marketing.
Twitter
Twitter is the ideal social media platform to reach out to influencers, or to become an influencer. It provides brand marketing and a customer service platform with sponsored tweets. This platform allows anyone to follow anyone else without having to get their approval. 
Pinterest
Pinterest is a popular visual social media platform that allows you to create digital pin boards of items of interest. Pinned photos are generally linked to the source so it assists in leading the customer to the product.
Instagram
Instagram is another visual social media platform where users can edit and share photos or videos.
YouTube
Video content is another visual medium that real estate agents should take advantage of. So much more can be communicated in a video than in static images and it also provides another opportunity to personally connect with potential customers.
	[image: ]	Resources
[bookmark: _Toc16686888]Additional resources on social media
[bookmark: link14]Read the webpage Which Social Media Platform is Best for Real Estate Agents? for more information on social media in marketing.
	[image: ]	Watch
[bookmark: _Toc16686889]Video: Digital marketing strategies
Watch this video of Tom Panos interviewing social media expert Adam Franklin on using digital strategies for real estate for more insight.
Killer digital marketing strategies to get more listings (YouTube 33:00 mins)
[image: ]
https://www.youtube.com/watch?v=OAjNx0ygJDI
	[image: ] 	Practice activity
[bookmark: _Toc16686890]Activity 1.5: Digital marketing strategies
1. Reflect on your learning by writing a short summary of the previous video, including the five important strategies discussed.

[bookmark: _Toc16686891]Writing content for marketing
Most types of marketing needs some written content (or copy) and there is an art to writing engaging and persuasive content - this is referred to as copywriting. Generally, you’ll need a headline that grabs the reader’s attention, information about the product, and a call to action (i.e. What do they do next? Who do they call?).
The word length and structure of the content will depend on the method used. Is it for print or online? Is it a billboard (a lot of space but viewed fleetingly) or a brochure (smaller space but viewed for longer)?
	[image: ]	Watch
[bookmark: _Toc16686892]Video: Writing marketing copy
The videos in this course from LinkedIn Learning discuss copywriting, how to write it effectively and rewriting for different formats. You don’t need to watch the whole course, but select the videos that will be most useful for you.
Learning to Write Marketing Copy (Lynda.com 01:51 hrs).
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[bookmark: Topic2][bookmark: _Toc11228372][bookmark: _Toc16686893]Topic 2: Marketing and communication obligations
 


[bookmark: _Toc11228373][bookmark: _Toc16686894]Overview
Marketing will be one of the most important tasks that you’ll undertake as a real estate professional. It can either make or break you, depending on how well you’ve carried it out. Your main aim in marketing is to present the agency or yourself in the best light possible and sell or lease the property in the timeliest and most effective manner.
[bookmark: link17]This will involve the legal use of advertising, as opposed to the use of advertising that contravenes the Competition and Consumer Act 2010 and other relevant legislation. It means that the property has been sold by you in a manner that the vendor approves of, complying with the budget, and in a timeframe that you budgeted for.
In this topic you’ll learn about:
the expectations for a real estate service
ethical and legal marketing considerations
meeting client expectations.
[bookmark: _Toc16686895]Expectations for a real estate service
Clients have a right to expect good customer service from any type of real estate service. This may include the following:
Effective communication with the clients and customers so that they have a complete understanding of the process
Abiding by all aspects of legislation 
Ethical conduct
Confidentiality
That you will act in their best interests.
A general expectation of clients is that the marketing will be truthful and accurate in its description. For example, advertising views that are less than real is false advertising and wastes the client’s time (both the buyer and the seller).
While agents may have many clients, each one would expect that you would be working just as equally to represent their best interests, including using professional marketing material such as quality photographs, advertising suitable ‘Open for Inspection’ events and displaying and advertising marketing material prominently.
Other expectations may come from the community in which the real estate agency operates. For example, it may be expected that the agency:
gives back to the community by being involved in fundraising, community events and charities
promotes the local community in a positive way
adds to the range of reputable business services within the community
will act professionally and ensure they maintain a respectable reputation
is represented accurately in published reviews and testimonials.
[bookmark: _Toc16686896]Ethical and legal marketing considerations
[bookmark: link18][bookmark: link19][bookmark: link20]Anyone working in the real estate industry must fully understand the ethical considerations as well as legal compliance requirements that are required for marketing. NSW Fair Trading has guidelines on the requirements for real estate agent advertisements and note that you must follow obligations under both the Property, Stock and Business Agents Act 2002 and Australian Consumer Law (such as the Trade Practices Act 1974). 
Underquoting is something that is of particular concern in the real estate industry. The advertised selling price of a property should not be misleading – it’s an offence to advertise a property at a price that’s less than the agent’s true estimate.
Photographs used in marketing campaigns must not be misleading. In particular:
Photographs must not be modified so that they no longer accurately represent the property e.g. eliminating cracks in a wall
Using photographs of water views, taken at a closer location, to imply that the property has those views when it doesn’t.
[bookmark: link21]Using false and misleading statements of photography may potentially breach the Property, Stock and Business Agents Act 2002, the Fair Trading Act 1987 and/or the Trade Practices Act 1974. Agents are fully responsible for the words and actions they use with clients. They can’t pass responsibility onto the client by claiming they should have checked the information.
Ethical conduct in marketing and communication includes:
following industry codes of conduct
being honest and professional
not altering any photos of properties’ views, repairs or damage to buildings
having the qualifications, experience and the necessary professional development.
Legal obligations include:
adhering to the relevant legislation e.g. Property, Stock and Business Agents Act and Regulations
advertising that includes the name of the licence holder (individual, corporation, registered business name or name of partnership) (required by NSW Fair Trading)
notifying any conflict of interest such as a licensed agent’s ownership or relevant interest of an advertised property
not underquoting i.e. the estimated selling price mustn’t be less than the real estate agent’s true estimate
not using any statements or representations that are untrue or likely to mislead or deceive
not using inducements e.g. a free gift for signing
disclosing all material facts about a property
maintaining confidentiality e.g. don’t advertise that a famous person owns a property unless they give permission.
	[image: ]	Resources
[bookmark: _Toc11228378][bookmark: _Toc16686897]NSW Fair Trading resources
The NSW Fair Trading website has several pages of relevant information on ethical and legal marketing requirements, which you should read:
Advertising guidelines
Misrepresentation guidelines
Underquoting.
	[image: ] 	Practice activity
[bookmark: _Toc11228383][bookmark: _Toc16686898]Activity 2.1: Ethical photography
1. Try and find a real estate advertisement with potentially ambiguous photography. List the website link and possible faults with the photography or description.

Discuss your results with the class. 
[bookmark: _Toc16686899]Meeting client expectations
Poor marketing and communication practices can include using poor quality marketing methods (e.g. unprofessional photography), not following ethical and legal obligations, and not considering client expectations.
The risk of undertaking poor marketing practices will only result in client dissatisfaction, loss of agency reputation, reduced sales/leasing of properties and possible litigation procedures.
There are many ways that you can minimise or avoid these risks and using ethical and high quality marketing methods will go a long way towards this.
Before embarking on any type of marketing, ensure that you understand the profile of your target market and their expectations. This will help you cater to their needs and wants (as previously discussed).
To ensure your marketing methods are high quality, you should consider hiring a professional marketing or public relations company. This includes obtaining professional photography for properties and agency staff members.
Ensure that any marketing communication meets ethical and legal standards and requirements. This includes such things as following the NSW Fair Trading advertising guidelines and not using misleading photography.
Agencies should also have suitable procedures in place for dealing with customer complaints, which may arise as a result of poor marketing practices. In general, some practices you can follow for handling customer complaints include the following:
Be objective
Listen to the problem
Obtain the facts
Take responsibility or refer the client to the right person
Follow the agency grievance or complaints procedure
Address the complaint and advise the client of the outcome.
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[bookmark: Topic3][bookmark: _Toc16686900]Topic 3: Marketing the agent
 


[bookmark: _Toc16686901]Overview
How you’re perceived by others is very important in a competitive industry. This will impact on your reputation, either positively or negatively. It will cause the stakeholders to either deal with you when new business comes up, or not deal with you, so creating an engaging and ethical personal profile is a necessity for a real estate agent.
In this topic you will learn about:
personal marketing and strategies
creating a personal profile.
[bookmark: _Toc16686902]Personal marketing
Those that have done business with you will have formed an opinion of you, and this opinion, whether it be right or wrong, will be shared with other people. They, in turn, may also share this perception with others. So, your reputation will spread, causing either more or less business to come your way.
Their perception will come about by your personal qualities, ethical considerations, knowledge, customer relations and performance.
The important things to be aware of with personal qualities include the following: 
How you present yourself both in dress and behaviour
Does your personality project ‘people person’?
Your friendliness towards all stakeholders involved
Your communication with all stakeholders
Your honesty
Do you appear to be successful? Often agents are perceived as being successful by the car they drive.
Considerations for ethical and conduct standards include the following: 
Honesty
Compliance with all related legislation 
Your conduct is exemplary at all times
Communicating effectively and efficiently with all stakeholders
Be open and frank with all concerned, ensuring this is done in a friendly manner.
You must also have a good knowledge of everything required to effect a sale or lease of a property. This includes correct procedures, property details and any research required to ensure a smooth selling or leasing process.
[bookmark: _Toc16686903]Your personal profile
So much of real estate is client focused, and people like to know who they’re dealing with. Communicating with clients through a personal profile allows clients to recognise and remember you. You may also want to promote your specialisation, such as auctioneering.
Your personal profile should be developed along the lines of your resume. It will highlight all the reasons as to why the customer should do business with you.  Your personal profile will be your brand that indicates what you stand for.
Characteristics that you may consider promoting include professionalism, commitment, customer communication, market knowledge, experience, negotiation skills, results, enthusiasm and a polite attitude. It’s also important to display in your personal profile any commitment that you have to the community, such as volunteer work and any awards that you’ve received.
[bookmark: link25][bookmark: link26]Membership to organisations such as the Real Estate Institute (REI) or the Australian Property Institute (API) add credibility to your profile and assist in confirming your compliance with these organisations’ code of ethics.
[bookmark: _Toc16686904]Your personal marketing strategies
What mix of the following will fit for you and your agency?
Building a profile in your local community – how visible are you in the community that you operate in?
· Business and professional networks e.g. Chamber of Commerce
· Participation in community and service organisations
How well do you use the local media? E.g. editorials, testimonials, noteworthy sales
What is your social media relevance? Are you active (as a business professional) on Facebook, Twitter and LinkedIn?
Use of personal promotional materials, including:
· print, such as business cards, flyers, brochures, calendars
· internet, such as your website, blogs and podcasts, important links for clients from your website. 
The aim is to build good relationships with your clients. By implementing an effective personal marketing strategy, you’re aiming to give better customer service.
[bookmark: _Creating_a_personal][bookmark: _Toc16686905]Creating a personal profile
A single page personal profile is recommended; this can form part of any future appraisal or listing document, either for sales or leasing. It should also be included on your agency’s website. It’s a kind of personal branding that gives you a recognisable identity in the community. Your reputation will play a major part in your future business growth and developing a strong profile will help with this. 
Your personal profile should include a visual component, either photography or video; you want clients to be able to put a face to your name. It should also be of good quality and look professional.
	[image: ]	Watch
[bookmark: _Toc16686906]Video: Personal video profile
Personal video profiles are popular and an excellent form of communication. Have a look at the video profile for Amanda Becke:
Amanda Becke Real Estate Agent Profile Video (Vimeo 01:14 mins)
[image: ]
https://vimeo.com/46605602
	[image: ]	Collaboration
[bookmark: _Toc877354][bookmark: _Toc11228377][bookmark: _Toc16686907]Activity 3.1: Personal profiles
1. Find some examples of different styles of personal profiles. Share them with the class and discuss their attributes and the methods they’ve used. What impression do you get of the agent?
[bookmark: link28]Some tips from homes.co.nz for writing an effective personal profile include the following (read the full article for more detail):
Be honest and upfront so that potential clients know what to expect from you.
Use professional marketing and presentation to create a good impression.
Commit to excellent communication.
Be tenacious and enthusiastic.
Show your strong negotiation skills.
Keep it short – around 200-300 words.
Show your industry experience.
Show your knowledge of the market, trends, technology and marketing.
Give back to the community
Proof of results, including awards.
LinkedIn is an excellent example of how your personal profile can help you obtain other employment opportunities. You’ll need to indicate on this site if you want recruiters to contact you. Very wide exposure can be obtained through this medium for employment advancement. Most resumes are enhanced by the inclusion of the applicant’s LinkedIn profile. Many personal profiles for agents are now a direct link to their stored profile on LinkedIn. 
Most real estate websites include personal profiles of their agents, which you can look at for some authentic examples. Here’s a hypothetical example of an individual’s agency profile:
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Jacinta Brown
[image: ]
[bookmark: _Ref16686208][bookmark: _Ref16686214]Figure 4: Jacinta Brown
Licensed, experienced and ready to assist
Always gives her clients an edge when assisting them with the sale or purchase of their home or investment
Strong communication skills and a proven track record
Recognised by the Gold Real Estate Group for outstanding results and volume of sales in 2018 and 2017
Offers all her clients individual attention and professional service
Community awards for charity auctions for Cancer Council
Known for her ‘can do’ attitude and excellent market knowledge.
Testimonials
We wish to thank you and your team for the professional and friendly service we have experienced. Residing quite a distance from our sea change property, we had to rely on you to be our ‘eyes and ears’. We weren’t disappointed. – Mr and Mrs Parker
We sold our house with Jacinta and we couldn’t have been happier with the record sale she achieved for us!	– Bill and Nancy Albeen
Mobile: 0400 000 000
Email: jacinta@goldrealestate.com.au


[bookmark: Topic4][bookmark: _Toc16686908]Topic 4: Marketing property
 


[bookmark: _Toc16686909]Overview
The property that a real estate agency sells or leases is its main source of income, so being able to effectively market this property is imperative. This includes providing a visual component (photography or video) as well as useful and engaging information about the property.
In this topic you’ll learn about:
techniques for marketing property
creating a property profile.
[bookmark: _Toc16686910]Techniques for marketing property
The media you use to market property may include web-based marketing and any combination of newspapers, magazines, brochures, agency window displays, and at times television or radio. As property marketing is a very visual process, photography and/or video should play a large part in any of the marketing methods used.
It’s also very important that you verify all information put into advertisements and marketing before you pass it on to potential buyers. 
Legislation also requires all agents to disclose any interest they may have in a property.
[bookmark: _Toc16686911]Staging and property styling
The current trend in real estate is for properties to be staged. Another word for this is styling. The real estate agency engage people external to the sale of the property to come in and remove the existing furniture, then bring in other furniture that bests suits the type of property. 
The aim is to create:
a higher appeal for the property
an increased sale price 
a shorter selling period.
The property is decluttered, tastefully re-decorated and immaculately presented. There are quite a few reports of increased value being obtained due to this approach. Some of these stylists are businesses in their own right and some are employed just within the real estate agency. This is a specialised area where expertise is utilised to maximise the effect and enhancement of the property.  
[image: ]
[bookmark: _Ref16686241][bookmark: _Ref16686275]Figure 5: Example of property styling
	[image: ]	Watch
[bookmark: _Toc16686912]Video: Property styling
Watch this video from Tim Cullen of McGrath, which is an interview on staging your home for sale.
Property Styling Advice When Selling Your Home (YouTube 04:41 mins)
[image: ]
https://www.youtube.com/watch?v=bld9ihJ7gd0
	[image: ]	Collaboration
[bookmark: _Toc16686913]Activity 4.1: Property styling
1. Watch the previous video on styling advice and write down some of the points. 

Discuss these with the class and how successful you think they would be.
[bookmark: _Toc16686914]Professional photography
All properties that are photographed for marketing purposes should be staged and professionally photographed. Examples include having all the lights on, no untidy influences such as kid’s bikes or hose reels present, and the lawns and garden should be immaculate. Indoor shots may include fresh flowers on the table.
[image: ]
[bookmark: _Ref16686247][bookmark: _Ref16686279]Figure 6: Professional property photography
[bookmark: _Toc16686915]Virtual tours 
Virtual tours are part of the media approach taken by real estate agents, particularly for high-priced and top-end properties. Cost is often a factor as time and equipment from experts in this area is needed, although technology is becoming more available.
They may consist of a sequence of static photographs combined into a video, or involve interactivity so it seems as if you’re walking through the property.
	[image: ]	Watch
[bookmark: _Toc16686916]Video: Virtual tours
One example of a virtual tour video is this one of Bill Gates’ house:
Bill Gates’ House (YouTube 07:14 mins)
This webpage shows an example of an interactive virtual tour:
Virtual Tours Creator - See a Virtual Tour in Action
	[image: ] 	Practice activity
[bookmark: _Toc16686917]Activity 4.2: Virtual tours
1. Find two examples of virtual tours for residential properties in NSW and list their website links.

1. Do you think they’re effective? Why or why not?

Discuss your examples with the class.
[bookmark: _Toc16686918]Drones
Photographs taken from drones have greatly increased in popularity. These are high resolution pictures that give a dynamic overhead approach to the property. Some limitations apply, for example, with properties that have tree coverage overhead. 
	[image: ]	Resources
[bookmark: _Toc16686919]Additional resources for drones
[bookmark: link33]The online article, Fly It, or Buy It? The Complete Guide to Using Camera Drones for Real Estate Marketing, discusses benefits of using drones in marketing real estate. These benefits include the following:
Create dramatic and compelling images
Create interesting virtual tours
Highlight features of the property, such as landscaping and pools
Stand out to new clients
Beat your competition by standing out
Save money, compared to helicopters.
Read the full article for more detailed information and to watch example drone videos.
[bookmark: _Toc16686920]Web and internet marketing
While agents will advertise their listings on their own web site, other popular sites that can assist in gaining extensive market penetration include:
Domain
realestate.com.au
allhomes.com.au.
[bookmark: _Toc16686921]Editorials
An editorial is a form of public relations. Essentially it’s an (unpaid) advertisement that’s disguised as a story and then submitted to newspapers for printing. Printing is at the discretion of the editor, so they won’t necessarily all get printed. There can be a time delay from submission as well. 
Every listing that an agent gets should have an editorial written and then sent to the local press. Depending on space available on the day, the editorial staff may select some of the submitted marketing pieces for production. These appear free of cost and are an excellent source of extra advertising. 
The properties that gain selection for printing will usually have an interest aspect about them, such as views of the ocean, snow or forest. Dwellings with unique features or construction may be selected as well. The editor may or may not include the agent’s contact details, however usually in the same printed magazine or paper your agency would place an advertisement that contains those details. 
The quality of the photographs that you supply will influence the editor as well. 
[image: ]
[bookmark: _Ref16686260][bookmark: _Ref16686266]Figure 7: Agent showing a property to clients
	[image: ]	Collaboration
[bookmark: _Toc16686922]Activity 4.3: Discuss editorials
1. Find a published real estate property editorial and discuss with the class the attributes of the editorial and the advantages that this offers the agent.
[bookmark: _Toc16686923]Creating a property profile
A property profile is generally a short (approximately 200-300 words) description of the property, written in such a way as to entice and engage buyers. It should include an interesting headline, information about the property’s inclusions (e.g. number of bedrooms, lock-up garage etc.) and a call to action (e.g. What do they do next? How do they contact you?).
In property marketing, it’s important to include 'features and benefits'. An example of a feature is a pool. Benefits of the pool are that you can swim all year round, in the privacy of your own backyard and it has entertaining value. Benefits appeal to buyers and it’s important to highlight these in any marketing. 
	[image: ] 	Practice activity
[bookmark: _Toc16686924]Activity 4.4: Features and benefits
1. Convert the following features into benefits by writing a short description in the Benefit column.
	Feature
	Benefit

	Double garage
	

	In-ground swimming pool
	

	Large backyard
	

	Formal dining room
	

	Four bedrooms
	

	Two bathrooms
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[bookmark: Topic5][bookmark: _Toc16686925]Topic 5: Marketing the agency
 


[bookmark: _Toc16686926]Overview
Marketing a real estate agency is very similar to personal marketing, however the emphasis of the marketing goals may be more on brand awareness and promotion.
In this topic you’ll learn about:
client loyalty
agency marketing strategies
creating an agency profile.
[bookmark: _Toc16686927]Client loyalty
Much of what has been discussed in Topic 3 on personal marketing holds true for marketing the agency. While the agent has a more personal relationship with the client, the agency has a relationship with the wider community.
It is imperative that businesses have client loyalty. Client loyalty means that a client sees something in a business that they like, which encourages them to stick by that business. This includes their current dealings with the business, as well as looking at future business dealings with the same company. They’re also likely to promote the business through word of mouth.
All real estate agencies should promote client loyalty because repeat business is good business. The Australian Bureau of Statistics (ABS) shows that 16% of Australians move house every year. This means that about every six years, the client that you’ve sold that house to will be looking at selling and/or buying another house. If you delivered a quality service to this person then the chances of them using you again is very high.
This is client loyalty. The biggest advantage of this type of custom is that the agency doesn’t have to seek out or advertise to get the business.
An important step in promoting client loyalty is establishing an accurate client profile (as discussed in Topic 1) and implementing marketing strategies based on that profile.
[bookmark: _Toc16686928]Agency marketing strategies
Marketing an agency is often about promoting its brand, so some marketing methods are more suitable than others. For example, while using outdoor marketing methods such as a billboard or advertising on the side of a bus are unsuitable for marketing a property, they’re excellent methods for supporting brand awareness.
After establishing your client profile, the agency needs to decide which marketing strategies are the most suitable. What are your goals are for the agency marketing approach? What are the community expectations for your agency? Often for an agency it’s about building brand awareness, so choose a combination of appropriate channels that do this.
The types of marketing and communication used will also depend on your goals and community expectations, as well as your budget. Again, a combination of types should be used for greater impact but will usually involve some form of paid advertising. The methods employed will depend on the channels and types selected, but again need to support the goals and expectations. For example, for brand awareness, useful strategies would be using a banner or large sign at an open house inspection.
	[image: ]	Collaboration
[bookmark: _Toc16686929]Activity 5.1: Agency marketing
1. Find some examples of agency marketing, both good and bad (if possible). These might be websites, printed material, billboards (take a photo). Share them with the class and discuss their attributes and the methods they’ve used. Do you think they’re effective?
[bookmark: _Toc16686930]Creating an agency profile
Agencies will always have a profile of their business on their website, so this is the ideal place to promote the services that they offer and engage the community. Remember to consider the goals of your marketing approach and the community expectations.
Similar to the points discussed in Topic 3 for creating a personal profile, an agency profile should look professional, highlight any community work, memberships and awards by sales staff, and be relatively short.
[bookmark: _Toc16686931]Promoting real estate services
The agency may also want to advertise the services that they offer, particularly if they specialise in certain areas.
You will have covered real estate services in other units, however the following is a reminder of the types of services that real estate agents can offer:
Property sales and auctions
Residential sales involve private homes, such as freestanding houses, units, villas, townhouses or duplexes. Residential sales are either by Private Treaty or by auction.
An auction is a process of selling property by offering them up for competitive bids, and then selling the property to the highest bidder subject to the reserve price.
Property management and leases
Property management includes dealing directly with landlords and tenants for private homes and commercial properties. It involves in marketing, collecting rent, handling maintenance and repair issues, responding to tenant complaints, accounting to the owners (landlords) and pursuing evictions.
Buyer’s agent
A buyer’s agent acts for a prospective buyer rather than the vendor of a property. The purchaser gives the buyer’s agent details such as price, size and inclusions and the agent helps that purchaser find a property. 
Business broking
Business broking involves selling businesses and professional practices.
Stock and station agent
Stock and station agents sell and lease land that is used for agricultural or pastoral purposes, such as dairy farms and grazing properties. They also sell and purchase livestock and handle agistment. Stock and Station Agents have a licence to sell land over 20 hectares in size.
[bookmark: _Hlk10184735]

[bookmark: _Toc16686932]Summary
You have now completed the resources for CPPREP4004 Establish marketing and communication profiles in real estate. In this workbook you learned about:
what marketing and communication is
your obligations for marketing and communication 
marketing the agent
marketing property
marketing the agency.
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