
Annually, she spends $21,000 to run
her business, which includes the cost of
the assistant and any marketing efforts.

While others may be pulling their
marketing money out of print, Paskert
finds that her local newspaper is well
worth it. She advertises in the Little Gas­
parilla Island newspaper for as little as
$5 per ad.

Paskert doesn't think she'll have to
spend more on marketing in 2009 than
in 2008, only because she also relies on
one fundamental principle-name rec­
ognition. Everything carries her name,
from her Web site, to her signage, to her
Internet ads.

First in the Search
Other sales associates find that investing
heavily in search engine optimization
has injected new life into their business.

Such is the case for Michael Madden,
who allocates $70,000 of his $75,000
marketing budget to ads on the Google
search engine. He pays to have his Web
site show up at the top of the rank­
ings when people search for specific

phrases [he chooses those phrases] re­
lated to real estate.

''We average about 30 inquiries a week
now, and in 2008, we had 1.2 million
hits to the [company] site. We have 90
percent of our buyers and sellers com­
ing from [Google ads]," says Madden, a
broker-associate with Gulfside Properties
Group and Premiere Plus Realty, in Naples
and Bonita Springs, respectively.

Madden's ad cost depends on the spec­
ificity of the phrase and placement of his
information. For example, to be placed
first or second in the list when people
type "Naples Florida" (a phrase that
about 50 million people choose), could
cost $10,000 per month. A lower-cost
phrase might be "Naples Florida Real
Estate."

Responders to Google ads are now
bookmarking his Web site, which he
knows because he receives Web stats
that tell him that a visitor came either
from a search engine or from a direct
request/bookmark.

For every $10,000 he spends on Google
ads, Madden receives $30,000 in sales.
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Mass distribution. Check out the Web
sites one sales associate uses to get
her listings out to the masses.

He's careful to stagger the timing ofhis
ads so that they hit during tradition­
ally slow sales months. For example,
he aggressively ran ads from May to
July 2008, but then stopped due to the
high volume of responses. By Novem­
ber, the number of respondents had
dropped, so he boosted ads again, and
business increased again.

Different markets require different
approaches to advertising and a new
budget mix. But, one thing is clear-the
money spent on promotions that work
is well spent indeed. CD

Heidi Russell Rafferty is a Kentucky­
based freelance writer.

And in Florida, it's a felony! Before you enter in to any real estate transaction,
be sure your salesperson has avalid, current, active Florida real estate license. To verify a license
as current and active, go to www.myfloridalicense.com or call 850.487.1395.
To report unlicensed activity, call toll-free 866.532.1440. DEPARTMENT OF BUSINESSAND PROFESSIONAL REGULATION

[B
REALTORe

Florida Association of Realtors'

May 2009 FLORIDA REALTOR 19


