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AS I WAS READING over 
the submissions of the 

REINSW Digital Marketing 
Award finalists for 2015 
and evaluating their future 
marketing strategies, I 
was thinking about all real 
estate agents and property 
management businesses in 
Australia. 

I was wondering how many 
agencies in Australia have 
actually gone into such detail, 
time, expense and great 
lengths to define how they 
would market their services in 
the future. Some submissions 
were shorter than others, but 
they still defined the direction 
their marketing would be 
taking into 2016 and beyond.

I have come to realise 
that marketing investment 

for property management 
businesses is not a widely 
discussed topic. And, from my 
research, it seems that very 
few agencies actually invest 
real time and money into their 
marketing tactics to grow 
their rent rolls and agencies.

Hopefully this will change 
as principals of these 
agencies make some 
marketing decisions and 
commit to a plan to either 
maintain, grow to sell, or 
grow to keep their rent 
rolls. Knowing exactly what 
you want to do with your 
business and setting clear 
goals will form the backbone 
of your marketing plan.

So what is currently being 
done in the market? Analysing 
agency marketing activity 
shows that the main goal is 
just to drive enquiries or leads 
from landlords in their area. 
Some agents will promote a 
free appraisal for landlords, 
and that is pretty much it. But 
as you delve deeper into your 
marketing possibilities you will 
see many channels and tactics 
you can choose to drive 
your property management 
business forward.

Traditional marketing has 
focused on ‘push’ tactics, 
like flyers in letterboxes, 
posters in office windows 
and possibly ads in local 
newspapers. But now digital 
marketing is providing a 
range of opportunities and 
affordable tactics to drive 
’pull’ or ‘inbound marketing’. 
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This type of marketing means 
that online visitors are drawn 
to your agency, rather than 
you going out to find them.

Firstly your website needs 
to be the hub of all your 
online efforts. It needs to 
be user-friendly, and clearly 
communicate to potential 
landlords what sets you apart 

from your competitors, other 
than just the properties you 
have. We have discussed 
this in quite some detail at 
Console, because we have 
recently launched a new 
version of our WebChoice Real 
Estate Website product which 
aims to achieve this.

Your real estate agency 
website needs to drive 
enquiry to you and clearly 
display your contact details – 
a phone number and simple 
contact form.

Secondly, blogging is still an 
important tactic for inbound 
marketing as well. Having 
a blog on your website is a 
great way to show off your 

knowledge of the local area to 
prospective landlords. A blog 
which is updated on a regular 
basis could also improve your 
rankings on the search engines, 
making it easier for potential 
customers to find you.

Your blog articles could then 
be gathered together to form 
an email newsletter. It’s a great 

idea to visitors to the site a 
subscription to the newsletter, 
which you can send out 
weekly, fortnightly or monthly. 
If a property owner is not quite 
ready to make an enquiry or 
request a rental appraisal, then 
an email newsletter is a great 
way to show your expertise 
and build trust until they are.

In addition to your website 
and blog, you can no longer 
afford to ignore social media 
marketing. Depending on 
the resources your agency 
has to dedicate to the social 
media networks, you are 
better off choosing one or two 
networks that you can update 
consistently. 

I recommend starting with 
Facebook, as this network 
seems to be producing 
the best long-term results 
for property management 
businesses. Facebook’s 
changes mean that users who 
‘like’ your agency page no 
longer automatically see your 
updates, so you will need to 
allocate funds to boost the 
content you post. But make 
sure you only provide helpful 
content on Facebook and 
refrain from ‘selling’ or pushing 
your services. If you provide 
tips and updates on your area, 
then potential landlords will 
see the value and follow you. 

Instagram and Pinterest 
are also great options for 
showcasing property – these 
photosharing networks are 
exploding in popularity.

Lastly and most importantly, 

your agency can no longer 
ignore YouTube. Video is and 
will continue to generate the 
best results as it is an excellent 
platform – not just for your 
properties, but for your team 
to provide market updates, 
neighbourhood updates, tips 
for landlords, office updates 
and much more. Keeping the 
videos short is important as 
well, since our attention spans 
continue to drop.

You can also look into paid 
online advertising, like Google 
AdWords, and you should 
dedicate some expense to 
advertising on the online 
property portals.

There is a shift coming in 
the way the leading property 
management businesses in 
Australia see their marketing 
– landlords are no longer 
the exclusive target market. 
Tenants have long been 
ignored by many property 
managers and now they will be 
getting the spotlight shone on 
them in the New Year. They will 
start to be seen and treated as 
the valuable customers they 
are and the landlords they may 
one day be.

I hope you enjoy this special 
marketing edition of Elite 
Property Manager and find it 
an amazing resource as you 
lock yourself away, make some 
important decisions and set 
your marketing plan for the 
next 12 months.

Your website needs to be the hub 
of all your online efforts. It needs 
to be user-friendly, and clearly 
communicate to potential landlords 
what sets you apart from your 
competitors, other than just the 
properties you have.


