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Chapter 7 

1. Explain AIDA for writing ads
2. Differentiate between public relations, 

promotion and advertising
3. Differentiate between institutional and 3. Differentiate between institutional and 

merchandise ads
4. Explain various marketing media
5. Discuss ad budgets and legal constraints
6. Describe use of brochures and presentation 

books
7. Discuss servicing the listing: open houses and 

promotions



A. THE AIDA APPROACH TO ADVERTISING
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FUNCTIONS OF ADVERTISING
� ADVISE POTENTIAL BUYERS OF 

PROPERTIES
� COMMUNICATE AVAILABILITY OF 

SERVICES
� ENCOURAGE SELLERS TO LIST
� INCREASE NAME RECOGNITION
� EDUCATE PUBLIC, CORRECT 

MISCONCEPTIONS
� RECRUIT NEW SALES ASSOCIATES
� SHOW SELLER YOU ARE TRYING TO SELL 

PROPERTY
� IMPROVE STAFF MORALE
� MAKE THE PHONE RING!!



B. DISCLOSURE OF LICENSE 
INDENTIFICATION NUMBER
Senate Bill 1461 – Effective 7/1/09

Requires DRE License Number on the Following:
� Purchase contracts
� Business cards
� Stationary� Stationary
� Advertising fliers
� Materials Designed to Solicit the Creation of 

Professional Relationships with Consumers
excludesAdvertisements in Print Electronic Media as Well 

as For Sale Signs 
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C. DEFINITIONS AND 
EXAMPLES

� Public relations
� is free

� Advertising
� is expensiveis expensive

� Websites
� most brokerages today have them.

� Promotions
� are less direct
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IMAGE ADVERTISING
for Public relations, Advertising& Promotions

� “WELCOME MAT” ADS
� TESTIMONIALS
� PROFILES OF SALES ASSOCIATES
� EMPHASIZE DIFFERENCE IN    

SERVICE/PRODUCT
� DESIRED OUTCOME



D. Institutionalvs. Merchandise
� the Madison Avenue approach(Franchises)

– is for non-specific institutionaladvertising 

� Merchandise advertising
– is for a specific product/property.

� Most property sells not because of � Most property sells not because of 
advertising, but due to:
– Sign
– Personal contacts
– Flyers
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INSTITUTIONAL 
ADVERTISING

� Definition: Advertising that promotes a 
firm’s name rather than a specific product.



E. ADVERTISING MEDIA TO USE
1. Internet

1.  Web sites
2.  Home Page
3.  E-mail

2. videos of listings
3. newspapers
4. Radio, Television (Cable)4. Radio, Television (Cable)
5. Magazines
6. Use of cards and stationery
7. Signs
8. Promotionalgimmicks--“give-aways”
9. Brochuresor special publications
10. Direct mail
11. Outdoor                                 Pg 77



Considerations

� set upcosts to originate marketing efforts
� placement costs for ongoing advertising
� sizeof the audience� sizeof the audience
� nature of your target market
� co-oppossibilities with others
� discountwith multiple ads
� be original
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PURPOSE for ADVERTISING

� “Demonstrable” difference ads
� “Give away offer” ads

� Super attention getters !

� Holiday “tie ins”
� Special day “tie ins”

� “Give away offer” ads

Santa wants to see 

YOUR New Home
This home is the pot 
of gold at the end of 

the rainbow



Rational Appeals:
• Price
• Economy of 

Ownership
• Low Interest 

Rate

Emotional 
Appeals:

Happiness
Love
Pride of Ownership
SuccessRate

• Comfort
• Privacy
• Security
• Good Investment
• Convenience

Success
Elegance
Independence

Escape
Fear



F. Budget Considerations

� Prepare a business plan
– Annualmarketing plan
– Monthly advertising plan

� Planning� Planning
– Short term
– Long term

� Goal setting
– Accounting
– Responsibility



Legal Constraints
� Code of Ethics

– False advertising
– Misleading words
– Deception
– Bait & Switch
– Requires permission                                                         

of the owner or agentof the owner or agent

Business and Profession’s
Code

Real Estate Commissioner
Regulations

Fair Housing Laws



TRIGGER WORDS/PHRASES
• Amount of down payment
• Number of payments

Federal Law
Truth-in-LendingAct (TILA)

Regulation Z

• Number of payments
• Amount of each installment payment
• Due dateof payments
• Amount of financing charge
• Annual percentage rate (APR) 
• Term of loan with due date of loan payoff
• That there is NO charge or costs



CLASSIFIED ADVERTISING
• Headlines

• Grab Attention
• Motivate Prospect to Read Ad
• Create Visual Image
• Make Consistent with Copy

• Copy
• Motivate Reader to Call
• Should Include

• Price• Price
• Size of Lot
• Square Footage
• Convenience to Schools, Churches

• Be Descriptive, Persuasive, as Well as Factual
• Closing

• Call for Action
• Convey a Sense of Urgency

• Layout
• Advertising 3-4 Properties at a Time Gets Better Results Than Single 

Ads



DISPLAY ADVERTISING
• Headline: Grabs Attention
• Visualization:

• Photos: More Objective, Believable
• Drawings: Use When Building Under Construction

• Layout: Devices to Attract Attention
• Advertising 3-4 Properties at a Time Gets Better • Advertising 3-4 Properties at a Time Gets Better 

Results Than Single Ads

• Size: 
• Type Styles
• Color and Reverse print
• Patterns, Textures
• Insets, Borders
• Feature Indicators



DISPLAY ADVERTISING (con’t)

• Copy
• Focus on Benefits
• Make Most Important Point First
• Make it Look Inviting

• Easy to Read Type
• Indent Paragraphs
• Bold Leads• Bold Leads
• Underline, White Space, 

Italics, Designs, Color
• Short Line Length
• Numbers, Bullets

• Closing
• Return to Main Point
• Call For Action



G. PERSONAL BROCHURE 
PRESENTATION BOOK

• Promotionalitems
• Photos 
• Personal Brochure 
• Presentationbook
• Mission statement 
• Credentials
• Awards and talents



Presentation Book
• Samples of Newspaper Articles

• Institutional Advertisement for firm
• Classified and Display advertising
• News releases & promotions
• Photo(s) of licensee

• References from satisfied clients• References from satisfied clients
• List of properties SOLD
• List of office listing
• List of properties available for the seller to BUY

• Referral Form



H. MARKETING THE Listing

• MLS Listing 

PURPOSE: From listing to acceptedoffer, communications
with your seller & with buyers

•Yard Sign –
•#1 source of buyers

• MLS Listing 
• “remarks”section

• Classified Ad
• Fliers
• Caravan

• Office Caravan
• MLS Caravan

•Open House



Marketing tool
• MLS entry

• “remarks”section

• Insure that the data factsare:
• Accurate
• Correctlyentered into the computer• Correctlyentered into the computer
• Placed in appropriateproperty section

• Compare remarks of comps
• Make your property stand out



COMMUNICATIONS

� Have the seller participate in selling
� Ask seller their favorite property feature
� Have seller initial or sign ads, flyers, etc� Have seller initial or sign ads, flyers, etc
� Encouragingseller to write ads
� Have seller initial the MLS printout sheet
� Involve the seller to find fresh words
� Have flyers at the property





















I’M  PLAYING  MY  
FAVORITE  SONG  

“GOING HOME”


