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INTRODUCTION

Think of the most successful brokers 
out there. They’re constantly claiming 
new territory, closing on deals and 
enjoying a steady flow of commissions. 
Once-in-a-lifetime leads seem to land 
in their laps at least once a week.  
It’s almost like magic.

Except it’s not—it’s marketing.

These superstar brokers are people just like 
you, but with one important advantage: they’ve 
mastered commercial real estate marketing and 
built systems to help move prospects from “Oh, 
that’s interesting,” to “Oh! Where do we sign?”

There’s no special hocus-pocus behind their 
winning track records, just solid marketing know-
how. And now we’re sharing it with you.

This ebook lays out a simple but powerful 
marketing blueprint designed to keep the leads 
(and the commissions!) flowing. That starts with 
setting yourself and your brokerage apart with  
top-notch marketing.  

In the following pages, 
you’ll discover how 
to get more leads by 
positioning yourself 
as a trusted expert, 
and how to turn 
prospects into clients 
by nurturing quality 
relationships.



STAND-OUT 
MARKETING
FOR YOU 
AND YOUR 
BROKERAGE
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If you’re a capable broker, there should be plenty of 
qualified clients and buyers calling your number and 
shaking your hand, excited to do business with you.

If that’s not the case, it doesn’t mean that there aren’t enough potential 
clients out there. It just means that you haven’t done enough to put yourself 
out there. If you’re not generating the business you want, the problem could 
simply be that people don’t know about you—yet. 

When it comes to marketing themselves and their properties, a lot of brokers simply 
click “send” on an e-blast and hope someone responds. Instead of investing the  
up-front effort in marketing strategies that work, they waste their time on tactics 
that feel like progress but are actually ineffective.

In this guide, we’ll cover the highest-ROI marketing strategies so that you don’t 
spend your time on things that don’t work. A lot of our tips will sound intuitive: 
get on the phone. Nurture those personal connections. Add value without 
expecting anything in return.

They sound so simple, right? But it’s amazing how 
many people don’t actually do them.
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If you keep reading, you’ll learn how to:

There are many strategies and tactics in this guide, but everything you do 
should boil down to this one thing: keep it personal. Even in a hyper-digital, 
interconnected world, personal relationships drive everything. Your ability to 
pull together a great deal will depend not so much on glossy marketing as on 
the personal touch only you can deliver.

Create a compelling story about your market

Position yourself to attract more of the right clients

Bring in more business with a polished digital presence
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Yes, it’s great to have nice marketing materials, 
a sleek website and an of-the-moment social 
media presence.

But even if you deploy a flawless marketing plan, if you’re missing the personal 
relationships, you’re missing out—period.

That’s why we’ll ask you to think carefully about the story of your market  
(and of your brokerage!) before we ever tell you to put together a website.  
We do this intentionally, because we know that if you can first get clarity about 
your market and your place in it, all the other details will fall into place.



TELL A 
COMPELLING 
MARKET 
STORY
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To create a market story that draws people in, 
you have to know your market first. But maybe that’s 
the wrong way to put it.

When we say “know your market,” we bet you immediately start thinking 
of the hard facts: demographics, rental rates, traffic patterns. Things you  
can measure.

And those things are important. But they don’t quite capture everything: for a 
powerful story, you’ll need more than just a list of facts and figures.

So maybe we should put it differently:

Think about it: when you’re in love, you don’t look at the other person and say, 
“This person is wonderful! This is their age. This is their hair color. This is what 
time they leave the house each morning.”

Those bare facts, taken out of context, don’t really capture who that person is, 
and honestly they’re not what you care about anyway!

Love your market. 
Yes, we said it. Try it. Love it.
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When you think about the person you love, you 
think about intangibles like the sound of their 
laugh, the way their hair stands up in the morning, 
their effortless banter. You care about the whole 
person—not just the parts that can be measured.

Loving your market means caring about more than just those 
measurable parts.

Do you remember reading The Little Prince when you were little 
(or not so little)? If so, you’ll recognize this passage:

“Grown-ups like numbers. When you tell them about a new friend, they never ask 
questions about what really matters. They never ask: ‘What does his voice sound 
like?’ What game does he like best?’ ‘Does he collect butterflies?’ They ask: ‘How old 
is he? How many brothers does he have? How much does he weigh? How much 
money does his father make?’ Only then do they think they know him.”

“If you tell grown-ups, ‘I saw a beautiful red brick house, with geraniums at the 
windows and doves on the roof..,’ they won’t be able to imagine such a house. 
You have to tell them, ‘I saw a house worth a hundred thousand francs.’ Then they 
exclaim, ‘What a pretty house!’”
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It’s a brilliant observation, and we think it’s worth 
your while to think a little less like a “grown-up” 
and a little more like a little prince.

Of course, you already know that you can’t just tell people, “This property is 
worth a hundred thousand francs,” and expect them to say, “What a pretty 
property!” You actually do have to convey the “geraniums” and the “doves,” 
so to speak. 

So why do so many agents fail to do this? Why do they revert to a boring old 
rundown of a market’s stats when they could capture the possibilities—and 
the stories—behind it? Even in an industry that’s so driven by numbers and 
economics, emotion and trust play a powerful role in decision making.
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If you can capture the story of your market,  
then you can capture the business to be had in 
that market. You’ll be the person clients go to 
with all sorts of new opportunities, because you’ll 
have made it clear that you care about the bigger 
picture, not just the basics.

So take everything you know about your market and ask, “What’s the bigger 
story here? How can I bring these facts together in a memorable way?  
What are the larger dynamics at play?”

Go further.

Connect the dots. 

Fill in the details. 

Tell a story. 

Love your market.
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Make the data come alive

Here’s how to take the same facts and figures everyone else has and make 
them more useful and exciting: 

Market economics 
Every broker out there is offering the standard market 
fare to clients: pricing and rental rates, vacancies, interest 
rates. But just about anyone can get their hands on this 
information. Think about how you can add personal insights 
to the data so you can help them find new openings to 
exploit (or detect warning signs that others miss).

TRY: Yardi Matrix, AdvancedREI, Real Capital Analytics

Demographics 
Who lives and works in your market? Is there sufficient 
population to support a retail store, for example? And if 
there is, would the locals rather shop at H&M or Hermès?  
Is this the right location for a payday loan store...or an 
artisanal cupcake shop? Most brokers will get these basics 
right. But the best brokers will go deeper by connecting 
the dots for their clients. They’ll read the shifting market 
demographics and detect new opportunities.

TRY: REGIS Online, Esri, Nielsen Prizm

https://segmentationsolutions.nielsen.com/mybestsegments/Default.jsp?ID=70
http://www.esri.com/
https://www.sitesusa.com/rol_main.html
https://www.rcanalytics.com/
https://advancedrei.com/
https://www.yardimatrix.com/
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Land Use 
How is the land in your market being used? How is that use 
shifting? And how can you communicate the related opportunities 
and risks to your client? Think about the story behind the numbers. 
For example:

»» The building mix reflects property demographics

»» The ratio of residents to businesses indicates opportunity

»» The open space in the area signals recreation and natural beauty

»» The total square footage of retail space says something about 
the exchange of money—and the client’s opportunity to 
capitalize on it

»» New developments mean growth, change and adaptation

TRY: MapInfo, Carto, Esri ArcGIS

Other Insights 
You can convey the story of the market in many other ways, 
including: traffic counts, drive times, infrastructure changes like 
new mass transit developments or major roadways, environmental 
factors, zoning and zoning overlays, tax zones, enterprise zones, 
and even psychographics, which are like demographics but focus 
on people’s tendencies, habits and mindsets.

TRY: Neighborhood Scout, Forum Analytics, Maponics, Buxton

https://www.buxtonco.com/
http://www.maponics.com/
http://www.forumanalytics.com/
https://www.neighborhoodscout.com/
http://www.esri.com/software/arcgis
https://carto.com/
http://www.pitneybowes.com/us/location-intelligence/geographic-information-systems/mapinfo-pro.html
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Invite people into the story

Look at all of the insights you’ve gathered about 
your market. Now think about how you’d present 
them to a client. You can offer them up as a bulleted 
email or maybe a fancy PowerPoint, sure. But may 
we suggest something a little more exciting?

Try inviting people into the story. You want them to imagine themselves in this 
market, to imagine what it’d be like to do business there, to stand outside on the 
sidewalk at lunchtime, to see throngs of shoppers walking by.

And the best way we know of to get their imaginations going is to present your 
data visually, with a map.

Doesn’t everyone get a little excited when a map is involved? Maybe it’s 
because it evokes that childhood fantasy of unrolling a pirate map and going 
in search of buried treasure, or faraway lands, or fantastic creatures. There’s 
a little of the excited kid in each of us when something as visual, beautiful and 
powerful as a map presents itself.

http://blog.apto.com/blog/maps-your-secret-weapon-in-commercial-real-estate
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So evoke that feeling in people. Maybe your map 
doesn’t point the way to buried treasure, but it could 
be a potential goldmine of a property for a client.

Maybe there are no fantastic beasts at the fringes of your map, but perhaps 
there are some unexplored opportunities—places where the neighborhood 
is expanding in interesting ways, where artists have taken up residence or 
neighbors are banding together to beautify the streets.
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What do those market frontiers mean for your client? 
Possibly what everyone secretly hopes for: riches 
and adventure.

But even more to the point, maps are the quickest shortcut to communicating 
what you know about a given market. They help you create a complete picture 
of a property or neighborhood, and they evoke emotions that mere words 
simply can’t.

What are other ways you can convey your market’s story? How can you take the 
facts everyone else has access to and turn them into something even better?

Get creative, have a little fun, be a bit bold. Try using Prezi or Tableau.  
You can be the hero who rescues prospects from the same old boring 
PowerPoints and bullet lists. 

http://www.tableau.com/
https://prezi.com/


POSITION 
YOURSELF 
TO CONNECT 
WITH THE 
RIGHT CLIENTS
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So your market tells a story. But so do you—
whether you’re aware of it or not.

How can you package up all the qualities you bring as a broker so that you 
spark conversations, connections, and new opportunities? In this section,  
we’ll talk about how to brand yourself to connect meaningfully with clients.

Narrow your expertise, widen your opportunities

People mistakenly think that branding is about you. It’s not. It’s about your clients. 
To brand yourself effectively you have to ask: who are the people I actually want to 
work with?

For example, are they international retailers looking to break into the US? 
Power players in the tech sector? And what, specifically, do they care about?

Allow those answers to guide you as you laser-focus your areas of expertise  
to serve only (or mostly) those clients.
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This is scary for a lot of people. They don’t want  
to get this specific. They want to be able to say,  
“I work with everyone!” Because if they don’t, they 
worry that there won’t be enough clients left to 
keep them afloat.

That’s not how it works. When you get clear about who your clients are and 
narrow your focus so that you serve that group of clients exceptionally well, 
you actually generate more opportunities.

By focusing narrowly on one sliver of the market—like being a landlord office rep 
in D.C.—you can do a lot more than a general commercial broker trying to be 
everything to everyone. 
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It’s counterintuitive, but it works. That’s because,  
as our CEO and founder, Tanner McGraw, writes:

Clients aren’t just looking for partners with local or regional market knowledge—
they want someone who understands the complexity of their individual needs, as 
well as relevant micro-trends and pricing benchmarks. They want someone who can 
teach them something they can’t learn anywhere else.

Check out Tanner’s insights on RealtyBizNews, where he explains how 
commercial brokers should find a specialty and define a unique value 
proposition. He gets into the nitty-gritty of choosing a high-growth specialty (like 
data storage centers and marijuana dispensaries!) and building your expertise in 
that area by uncovering emerging trends and distilling them for clients.

http://realtybiznews.com/think-narrow-why-commercial-real-estate-brokers-should-specialize/98734260/
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Build a strong web presence

Your website is your first impression—but is it 
a good one?

If you’ve done the up-front work to figure out your areas of expertise and 
decide on the clients you ideally want to attract, then that vision should flow 
throughout your website.

Whether you’re building your site for the first time or simply updating the one 
you already have, be sure to stop every once in awhile and ask, “Who is this 
for? And what do I want those people to do once they’re here?”

This will help you build a presence that is polished, professional and to the point. 
Visitors should be able to see in an instant what your value statement is and why 
they should work with you. They should also understand, in just a few seconds, 
what your areas of expertise are.

Think of your website as an initial conversation with a prospect. You should 
offer just enough information to pique their interest so that they want to get to 
know you better. You definitely don’t want to overwhelm them with too much 
information (ever been cornered by someone who just won’t stop talking?), 
and you want to keep things clean and simple for them to navigate.
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At the very least, your website should have: 

A clean, modern design

Intuitive navigation

Easy-to-locate contact information

Clear branding that communicates what sets you apart

If you can, you should also highlight:

Relevant client testimonials

Notable properties

And most importantly, you should include:

Calls to action (CTA). Do you want people to call you? 
Sign up for your newsletter? Hand over their contact 
info? Then tell them that, and make it easy for them to 
go to the next step. The CTA is so obvious and yet so 
often overlooked.
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OK, so you’ve got a few things to keep in mind as 
you build (or refresh) your website. But what if you 
don’t have the benefit of a team of web designers 
standing at the ready and waiting to whip your site 
into shape? 

 GOOD NEWS: you can create a clean, modern web presence with the help 
of platforms like SharpLaunch, which caters to the commercial real estate 
market, or other website builders like Squarespace, Wordpress, Weebly,  
and Wix.

And whether you hand it off to a team of designers or do it yourself, make sure 
your website features photos that show you in your best light. Invest in quality 
website photography and avoid shots that are too dark, too light, or don’t 
capture your brokerage’s best side.

It’s worth getting a professional photographer to help you out, but you  
can also scout out quality stock shots on sites like Unsplash, Pexels,  
and DeathtoStock.

For general marketing help, visit the Hubspot Marketing Blog. 
There are plenty of blogs and ebooks out there, but Hubspot is 
the industry leader. Whatever you need help with, there will be 
plenty of articles to guide you. And it’s all FREE.

http://blog.hubspot.com/marketing#sm.017fy6qj170edml119x1qmfjlnrzy
http://deathtothestockphoto.com/
https://www.pexels.com/
https://unsplash.com/
http://www.wix.com/
https://www.weebly.com/
https://wordpress.com/
https://www.squarespace.com/
http://www.sharplaunch.com/commercial-real-estate-website-design/
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Create value by sharing what you know

You’ve got a website? Great! Now can you name at 
least three ways that your website is helping your 
current or potential clients? 

If it’s just sitting there and looking pretty, it’s not doing enough.

So think about what you know and how you can share it with the world. You can 
offer insights and answer questions via your blog or social media channels, and you 
can even branch out into videos and infographics to liven things up.

The goal is to give people a sense of your (or your brokerage’s) personality and 
help them do better in business and in life by sharing your hard-won insights.
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Here are some ways to do that:

Blog it out. 
What do your prospective clients care about? What are the 
questions they keep bringing up? What do they worry or wonder 
about? If you can address these things on your blog—and commit 
to writing about them consistently—then you have a great way to 
build your authority as a leader in your market. A truly useful blog 
can attract new clients, build trust, and drive traffic to your site.  
Try featuring industry and market news, solution-oriented content, 
or posts that simply give people a glimpse of your personality.

For examples, check out Allen Buchanan’s Location Advice  
or the Massimo Blog.

Get creative with your content. 
If you’ve got a solid website and a social media presence or blog 
already established, could you bring your usual posts to life by 
shooting video, recording quick podcasts or creating shareable 
infographics? Try experimenting with your iPhone and iMovie 
editing software or use Videoscribe and Raw Shorts to create 
video clips. You could also call in professional help from freelancers 
on Fiverr and Upwork, or team up with videographers like 
Lemonlight. Infographics and carefully-selected images could also 
add a dash of personality and fun to your posts. For a quick way to 
get started with those, check out Piktochart and Canva.

http://www.massimo-group.com/blog/
http://allencbuchanan.blogspot.com/
https://www.canva.com/
https://piktochart.com/
http://www.lemonlight.com/
https://www.upwork.com/
https://www.fiverr.com/
https://www.rawshorts.com/
http://www.videoscribe.co/
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Be on social media—just not all of it. 
Social media makes it easy to share insights, answer 
questions, and engage in dynamic conversations with your 
target market. But a word of caution: even though it can be a 
nice extension of your brand, it shouldn’t consume every part 
of your life. There are countless platforms out there, from 
standbys like Facebook to newer arrivals like Snapchat. Add in 
LinkedIn, Twitter, Pinterest…and you start to understand why 
people are tempted to try them all! 

Don’t do that: in order to do social media well, you have to 
be active on a regular basis. If all you have time for is one 
social platform, then don’t spread yourself thin and try to 
cover them all—the results won’t be worth it. You can use 
Hootsuite to centralize your channels, but social media 
requires steady engagement: not only posting regular content, 
but engaging in conversations, answering questions, and 
being part of a larger community. If you try to do it all on too 
many platforms, you’ll just squander your energy. Instead, 
determine where your prospective clients are most likely to 
be and commit to that platform to begin with. For example, 
LinkedIn is a popular spot for movers in the commercial real 
estate industry, so make it a priority.

https://hootsuite.com/
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Don’t miss connections

Have you ever seen Craigslist’s “Missed 
Connections” section? It’s a fascinating place. 
There, you’ll see countless posts by people trying 
to find the “blue-eyed man on the subway” or  
“girl with the red scarf.”

Every day on Craigslist, hundreds of people try to make up for the fact that 
they failed to connect when it actually mattered: when the person was right in 
front of them.

You don’t want to be that person, in business or in life. That’s why it’s important to 
connect with prospects when they’re actually right in front of you—or right on your 
website! If you miss the chance the first time, you might not get it again.

So if potential clients are stumbling onto your little corner of the internet, don’t 
just let them wander away without getting their info first. An email opt-in form 
on your website is all that it takes to start building up a valuable list of contacts 
who want you to stay in touch with them to keep the conversation going.

So how do you get people to sign up for your email list? Sometimes people like 
what you’re doing enough to volunteer their info: for example, if they’ve liked your 
blog posts and want to hear more from you, they’ll probably be happy to sign up.

https://newyork.craigslist.org/search/mis
https://newyork.craigslist.org/search/mis
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Other times, you have to give them a little bit of 
an incentive before they plunk down their contact 
details. A great way to do that is to offer them 
something valuable in return. Perhaps it’s a free 
ebook, workshop, or other perk—whatever it is, 
make sure it’s something they actually want.

These emails are valuable because they’re from people who opt to hear 
from you. You can always turn to this list in the future when you’re 
prospecting, or you can use it to nurture relationships by sending regular 
newsletters and updates to your list.

You already know that in the world of commercial real estate, relationships matter. 
And when we can, we whisk clients away to dinners and golf outings, which are 
great. But email newsletters, if done right, are a simple way to scale these types of 
relationship-building efforts. Email can’t replace in-person contact, of course, but it 
can definitely keep you connected and top-of-mind for a larger pool of prospects.
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So where to begin? With the right tools, it’s easy. 
Email newsletter services like MailChimp and 
TinyLetter make it simple to add an opt-in form 
to your website, and they can take care of the 
back-end details like managing your email list and 
newsletter campaigns. All you need to do next is 
think of something to say!

For a simple start, you could use your newsletter as a way to spread the blog content 
you’re already creating. Over time, you can use it to reach out to targeted prospects, 
send very specific emails about listings, or build a larger marketing campaign. 

You don’t need to know exactly what you’ll do with this email list in the future. 
The most important thing to do right now is simply to begin. Begin collecting 
names, begin building your database, and stop missing connections!

https://mailchimp.com/
https://www.tinyletter.com/
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Try online advertising

You can grow your audience by putting out terrific 
content on your website, blog and social accounts. 
But you can also use online ads to draw more of 
the right people to your website. 

Whether you want to reach people searching for office space in Miami or those 
looking for a broker in Minneapolis, a simple ad, using Google AdWords for 
example, can put your site at the top of their search results and send them 
your way.

Online advertising doesn’t have to be intimidating—and it’s cost-effective 
enough that it’s worth your while to jump right in and start experimenting. 
You can set limits on how much you spend on an ad per day, which helps 
you manage your expenses while testing the waters to see whether online 
advertising is right for you.

You can create your ad to target specific search terms, geographic locations, and 
audience demographics. Google AdWords is a great place to begin if you want 
to reach people who are searching for a specific thing, but you can also create 
ads with similar parameters on social networks like LinkedIn and Facebook.

For more guidance on creating your own online ad campaign, check out 
Spokal’s Beginner’s Guide to Paid Online Advertising or some of  
Hubspot’s marketing posts.

http://blog.hubspot.com/marketing#sm.017fy6qj170edml119x1qmfjlnrzy
http://www.getspokal.com/a-beginners-guide-to-paid-online-advertising-content-marketing-series-part-7-of-10/
https://adwords.google.com/home/#?modal_active=none
https://adwords.google.com/home/#?modal_active=none
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Your Marketing Checklist

Create a compelling story about your market.

Make the data come alive. Know the demographics, economic 
trends, land use, etc, but go further than that. Connect the dots and 
tell a cohesive story about the place itself. 

Invite people into the story. Show off your knowledge with style. 
Stand out by using interesting presentation tools and engaging maps 
to draw people in.

Position yourself to attract more of the right clients.

Narrow your expertise, widen your opportunities. Pick a specialty 
and learn how to serve those clients exceptionally well.

Build a strong web presence. Make a good first impression with a 
professional-looking site that shows off your brand.

Share what you know. Use social media to show off your expertise, 
but make sure to be focused in your approach. 

Don’t miss connections. Make sure to capture your visitor’s 
information at the right time.



For more tips and insights for commercial real estate 
brokers, read our blog at apto.com/blog.

To learn how Apto can help you manage the full cycle of 
your deals, request a demo at apto.com/demo.
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