Wind of Change - Online Marketing Takes Hold
There is a famous quote from the 1976 film All The President’s Men, where reporter Bob Woodward is talking to his government contact “Deepthroat” and is urged to “follow the money” in order to get to the bottom of the Watergate mystery.
Just as in political intrigue, this quote holds true for solving the complex mystery of where to spend your real estate business’ advertising dollars. Just follow the money.
So where is the money going?  Is it in print advertising?  On bus benches?  Sky writers?  The answer, as you may have figured, is online.  
Over the past 2 years, North American media spend has decreased in virtually every medium, except for online advertising. Online has in fact seen a whopping cumulative increase of over 20.2 percent, over the last two years (eMarketer, 2009), and shows no sign of slowing down.  
Social network marketing alone is forecast to increase by 35 percent just in 2010 (eMarketer, 2009).
So why the shift?  Simple. This is where the consumer is.  The tipping point for online engagement has been reached, and consumers are moving online in droves to research, buy and connect – meaning terrific ROI for real estate professionals is now in online exposure and advertising.
While there may be conflicting numbers as to how many people are moving online, when NAR (National Association of REALTORS®) research indicates  that nearly 90 percent of consumers today use the Internet in their home search process (2009 NAR Profile of Home Buyers and Sellers), the opportunity cannot  be ignored.

This shift in buying behaviour has significant implications for real estate.  
First of all, it will become increasingly imperative that real estate professionals recognize that traditional go to market strategies may need to be re-visited.  Tomorrow’s consumer may no longer be responsive to a postcard, but they will be to a Facebook advertisement. Being conscious of this shift is crucial.

Secondly, the change will lead to renewed importance of consumer profiling; albeit online.  It will no longer be best practice to just know who your audience is or what their favorite coffee shop is.  You will need to find out where they exist online, what sites they frequent and what services they seek. Doing so will enable you to effectively position your marketing to meet your future clients where they surf.
While the online movement takes hold, by no means does this advocate that you shift all of your dollars, but realize that the primary forum for connecting with prospects has nearly fully shifted to the web. For perspective, over 60 percent of traffic to a real estate broker or agent’s destination, until now, still comes from offline media exposure. Signage, business cards, advertising and other day to day communications methods and platforms.
The bottom line is that as consumers move more of their time, money and decision making online, your marketing dollars should follow. Only by engaging consumers in their preferred medium are you likely to generate the results you want.  
Brand, advertise, capture and convert leads online. Technology today makes it far easier than it sounds.

Or, think of it this way; if Bob Woodward was writing his Watergate exposure for The Washington Post today, would you want your real estate advertisement in the paper or on the website?  I know I would be banking on the website.    (word count: 571)
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