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WEBZO360

The Real Estate
Marketing Guide

A practical roadmap, checklists, and a 30-day action plan

For agents • teams • brokerages • investors • commercial real estate • property management

Practical guidance to help you strengthen your online presence, attract relevant inquiries, organize

follow-up, and make better marketing decisions.
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Start Here: Your Real Estate Marketing Roadmap
A practical guide for real estate agents, teams, brokerages, investors, commercial real estate businesses, and property
managers who want to strengthen their online presence and manage leads more effectively.

What this guide will help you do

•  Identify gaps in your current marketing.

•  Build a website experience that makes the next step clear.

•  Improve search visibility and attract relevant visitors.

•  Use paid campaigns with clear goals and tracking.

•  Organize inquiries and make follow-up more consistent.

•  Measure progress and decide what to improve next.

You do not need to do everything at once. Start with the highest-impact gaps for your business, market, budget, and
capacity.

1. Set Clear Marketing Goals
Marketing works best when it supports a defined business objective. Before choosing channels or tools, decide which
audience you want to reach and what action you want them to take.

Choose one or two priority outcomes

•  Generate more buyer or seller inquiries.

•  Attract property-owner or landlord inquiries.

•  Promote a listing, development, service, or investment focus.

•  Improve visibility in a defined local market.

•  Respond to incoming leads faster and more consistently.

Define the audience and offer

Be specific about who you serve, where you operate, and why someone should contact you. Residential agents,
commercial brokers, investors, and property managers need different messages and conversion paths.

■  I can describe my ideal client or lead in one or two sentences.

■  I have identified the locations or markets I want to serve.

■  My main marketing goal is specific enough to measure.

■  My website and campaigns make one clear next step available.

■  I know who will respond when a new inquiry arrives.

2. Make Your Website Work for Visitors
Your website should quickly explain what you do, who you help, where you work, and what visitors can do next. It should
be easy to use on mobile and build trust without overwhelming visitors.

Website essentials

•  A clear homepage headline and value proposition.
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•  Dedicated pages for important services, audiences, or markets where useful.

•  Helpful property, service, team, or company information.

•  Visible contact options and simple inquiry forms.

•  Genuine team details, relevant experience, and authentic testimonials when available.

•  Fast-loading, mobile-friendly layouts and accessible navigation.

•  Clear privacy information for forms and lead capture.

Quick website checklist

■  A new visitor can understand what we offer within a few seconds.

■  Contact details and calls to action are easy to find on mobile.

■  Forms request only information we genuinely need.

■  Each important page has a clear purpose and next step.

■  Images are relevant, optimized, and have appropriate alt text.

■  Broken links and outdated information have been checked.

■  Form submissions are tested from start to finish.

Related service: https://webzo360.com/services/real-estate-website-design/

3. Improve SEO and Local Visibility
Search engine optimization helps people discover relevant pages when they search for services, property information, or
businesses in a market. SEO takes time; there is no guaranteed ranking position or fixed timeline.

Start with the basics

•  Create useful pages that match real audience questions and needs.

•  Use descriptive page titles, headings, and URLs.

•  Explain services and markets naturally; avoid unnatural keyword repetition.

•  Keep business details accurate across places where your business is listed.

•  Publish helpful content based on expertise and client questions.

•  Use Google Search Console to monitor queries, clicks, impressions, and indexing issues.

SEO checklist

■  Important pages have unique, descriptive titles and meta descriptions.

■  Each page has one clear main heading and logical heading structure.

■  Content answers a real audience question rather than repeating keywords.

■  Internal links help visitors find related services and resources.

■  Images have descriptive filenames and useful alt text where appropriate.

■  Business information and eligible business profile details are accurate.

■  I review Search Console data and prioritize improvements.

Related service: https://webzo360.com/services/seo-services/

Google Search Central SEO Starter Guide: https://developers.google.com/search/docs/fundamentals/seo-starter-guide

Google Business Profile eligibility: https://support.google.com/business/answer/13763036

https://webzo360.com/services/real-estate-website-design/
https://webzo360.com/services/seo-services/
https://developers.google.com/search/docs/fundamentals/seo-starter-guide
https://support.google.com/business/answer/13763036
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4. Use Paid Advertising with a Plan
Paid advertising can put a relevant offer in front of people actively searching or researching. Results depend on market,
competition, budget, targeting, offer, landing page, and follow-up.

Before launching a campaign

•  Choose one clear campaign goal, audience, and geographic area.

•  Match the ad message to a relevant landing page.

•  Set a realistic budget and decide how success will be measured.

•  Configure conversion tracking and test it before relying on the data.

•  Review search terms, lead quality, and costs regularly.

•  Check applicable advertising policies, including housing-related restrictions.

Google Ads media spend is paid to Google and is separate from any campaign management fee. No campaign can
guarantee leads, sales, rankings, or return on investment.

Advertising checklist

■  The campaign goal and conversion action are defined.

■  Targeting and location settings match the intended audience.

■  Ads and landing pages communicate a consistent offer.

■  Forms, phone calls, and other conversion actions are tested.

■  Budget, reporting frequency, and optimization responsibilities are agreed.

■  Lead quality is reviewed—not just clicks or impressions.

Related service: https://webzo360.com/services/google-ads-management/

Google Ads conversion tracking: https://support.google.com/google-ads/answer/1722022

Google Ads housing advertising policy: https://support.google.com/adspolicy/answer/16701755

5. Build Landing Pages Around One Action
A landing page is designed for a particular campaign, audience, or offer. Unlike a general website page, it usually focuses
attention on one primary action, such as requesting information, booking a consultation, or asking about a property.

What a useful landing page includes

•  A headline that matches the ad or source that brought the visitor.

•  A clear explanation of the offer and who it is for.

•  Relevant supporting details and authentic trust signals.

•  A short, easy-to-complete form or clear contact action.

•  Mobile-friendly design, fast loading, and privacy information.

•  Conversion tracking and a helpful confirmation message.

■  The page focuses on one audience and one main goal.

■  The headline and call to action match the campaign.

■  The form works on mobile and does not request unnecessary details.

■  The thank-you or confirmation step is working.

https://webzo360.com/services/google-ads-management/
https://support.google.com/google-ads/answer/1722022
https://support.google.com/adspolicy/answer/16701755
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■  I can measure completed inquiries, not just page visits.

Related service: https://webzo360.com/services/landing-pages/

6. Organize Leads and Follow Up Consistently
Generating an inquiry is only one part of the process. A clear system helps the right person respond, records the next
action, and reduces the risk of leads being forgotten.

Create a repeatable process

1.  Capture each inquiry in a shared, approved system.

2.  Assign an owner or define who is responsible for responding.

3.  Set a realistic response expectation for your team.

4.  Record the lead source, status, and next action.

5.  Use reminders or automation for appropriate follow-up tasks.

6.  Review uncontacted, overdue, and inactive leads regularly.

Lead management checklist

■  Every lead has a clear owner or assignment rule.

■  New inquiries trigger a notification to the right person.

■  Follow-up tasks and next steps are recorded.

■  Lead sources are captured where practical.

■  Automated messages are accurate, appropriate, and compliant.

■  Access to personal information is limited to authorized people.

■  My team reviews the pipeline on a consistent schedule.

Related service: https://webzo360.com/services/crm-lead-automation/

7. Measure What Helps You Make Decisions
Choose a small set of metrics that connects marketing activity to business outcomes. A large report is not useful if it does
not help you decide what to do next.

Metrics worth reviewing

•  Website: relevant traffic, key page engagement, and completed inquiries.

•  SEO: impressions, clicks, search queries, and important page performance.

•  Advertising: spend, conversions, cost per conversion, and lead quality.

•  Lead management: response time, contact rate, appointments, and pipeline status where tracked.

•  Business outcomes: qualified opportunities and closed business where reliable attribution is available.

Compare results over time and account for seasonality, market conditions, budget changes, and tracking limitations.
Attribution is imperfect, so use data as a decision aid.

■  I have chosen a small set of metrics tied to business goals.

■  Conversion tracking has been tested.

■  I know where reporting data comes from.

https://webzo360.com/services/landing-pages/
https://webzo360.com/services/crm-lead-automation/
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■  I review performance on a regular schedule.

■  Every review ends with a decision, test, or next action.

Google Search Console performance report: https://support.google.com/webmasters/answer/7576553

8. Your 30-Day Action Plan
Use this plan to make progress without trying to rebuild everything at once. Adjust the timing to fit your team and resources.

Week 1 — Audit and prioritize

■  Review the website, forms, key pages, and contact paths.

■  Choose one primary business goal and one audience.

■  Identify the three most important gaps to address.

Week 2 — Fix the foundations

■  Improve the most important page headline and call to action.

■  Repair broken links or forms and update outdated details.

■  Check mobile usability and basic on-page SEO.

Week 3 — Improve acquisition and follow-up

■  Choose one relevant content, SEO, or advertising improvement.

■  Confirm landing pages and conversion tracking if advertising.

■  Document lead assignment, response, and follow-up steps.

Week 4 — Review and decide

■  Review available traffic, inquiry, and lead-quality data.

■  Record what changed and what you learned.

■  Choose the next one to three improvements based on evidence.

Final Checklist: Is Your Marketing Ready to Improve?
Use this final review to identify where to focus next. Check only items that are currently true for your business.

■  We have a defined audience, market, and primary marketing goal.

■  Our website explains what we do and makes contacting us easy.

■  Our most important pages are useful, current, and mobile-friendly.

■  We have a plan for SEO or another appropriate acquisition channel.

■  Paid campaigns have clear goals, budgets, and tested conversion tracking.

■  New inquiries are assigned and have a documented next step.

■  We review meaningful performance data and use it to make decisions.

■  We know the next priorities and who is responsible for them.

If several items are unchecked, start with the fundamentals: a clear offer, a useful website, reliable lead capture, and
consistent follow-up. Add complexity only when it supports a defined goal.

https://support.google.com/webmasters/answer/7576553
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Need Help Choosing Your Next Step?
Webzo360 helps real estate businesses connect website design, landing pages, SEO, Google Ads, CRM automation, and
ongoing growth support around their goals. You do not necessarily need every service; the right starting point depends on
your current situation and priorities.

•  Real Estate Website Design: https://webzo360.com/services/real-estate-website-design/

•  Landing Pages: https://webzo360.com/services/landing-pages/

•  Google Ads Management: https://webzo360.com/services/google-ads-management/

•  CRM & Lead Automation: https://webzo360.com/services/crm-lead-automation/

•  SEO Services: https://webzo360.com/services/seo-services/

•  Ongoing Growth Support: https://webzo360.com/services/ongoing-growth-support/

Website: https://webzo360.com/

Contact: https://webzo360.com/contact/



