
THE ULTIMATE GUIDE
to Marketing

YOUR LISTINGS



3 Introduction

6 Get maximum exposure 
for your listings

8 Look for the angle

10 Make the call first, and then click send
Leverage your database

Use email strategically

18 Delve into digital marketing
Showcase your property online

Deploy a targeted email campaign

Broaden your reach with listing builders & syndicators

24 Always be following up!
Stay on top of next steps

Follow up with style

27 Hearing crickets? Time to troubleshoot!

31 Your marketing checklist



3THE ULTIMATE GUIDE TO MARKETING YOUR LISTINGS

INTRODUCTION

You’ve put a lot of work into 
researching your market, creating a 
brand and marketing yourself to the 
right clients. Now you’ve signed an 
exclusive representation agreement. 
Time to celebrate, right? 

Not so fast. 
You can’t take your foot off the gas until the commission 
money is in your bank account. Once the agreement is 
signed, it’s time to market the listing. 

This ebook lays out a simple but powerful marketing 
blueprint designed to help you get deals done quickly.  
In the following pages, you’ll discover how to:

»» Get maximum exposure for your listings with 
smart digital marketing

»» Close more deals by creating a story that 
captivates people

http://www.apto.com/ebook-the-ultimate-guide-to-marketing-your-brokerage-and-yourself
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Did you read Part I of this series, The Ultimate Guide 
to Marketing Your Brokerage (And Yourself)? 

Find it at apto.com/ebooks

We set out to write this ebook because we wanted to 
bring you a smart, up-to-date compilation of the best 
commercial real estate marketing strategies out there. 
And good thing, too, because the CRE marketing advice 
we found on the wild web seemed to have come from 
another century. True story: when we conducted a 
Google search for “commercial real estate marketing,” 
one of the top results was this CCIM article from 2000. 
It heralded CD-ROMs as the next big marketing 
must-have.

It was clear that somebody needed to step in with an 
updated resource—and fast. This ebook is the result 
of that realization. We hope it becomes your go-to 
resource as you market yourself, your brokerage  
and your listings.

http://www.ccim.com/cire-magazine/articles/standout-marketing-strategies/?gmSsoPc=1
http://www.apto.com/ebooks
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You’re sitting on a great commercial property, but 
now you’ve got a new challenge: how do you get it 
in front of the right people?
Brent Smith, a successful broker from San Antonio, says that too many people don’t 
implement their marketing plan in a structured way. 

“A lot of brokers declare victory too early in the process,” he says. “Once they get 
the listing signed, they put it on the internet and hope the buyer’s going to show 
up. They just want to hit a button on an e-blast and hope that the phone will ring.”

But, as Brent puts it, “Marketing is all about the prep work: thinking through how you’re 
going to move someone through the funnel.”

What you’ll find in this guide is a marketing outline that puts the most important 
things first, so that you strategically move people through your funnel, from 
prospect to buyer.

Think of this as a blueprint for your own marketing efforts. You can 
take the pages right out of this book, so to speak, and implement 
the strategies directly. Or you can build on the ideas you find here 
to design your own marketing plan.

Whatever you choose to do, we’re here to back you up.



LOOK FOR 
THE ANGLE
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This is a bit of a pre-step, because the very first thing 
you should do is get on the phone and call people. 
But to do that, you need to be clear about what your property has to offer and how 
you’ll package its “story” (kind of like how you thought through your market story in 
Part I of this ebook).

Take a moment to consider what matters most to a property’s potential buyers  
(or tenants). We’ve talked about creating a story that sells on our blog in the past, 
but here is where to begin: imagine for a moment that you’re the person who’ll be 
using this space. What features do you care about? For example, is there ample 
parking nearby? Enough foot traffic to draw customers? Well-maintained elevators? 
Top-notch building connectivity?

Think about this person’s or organization’s everyday business needs and rank what’s 
most important. How does your listing meet those needs? 

Don’t just indiscriminately list all the property’s highlights. Some of those features may not 
matter to your potential buyers! For example, a tech firm may care a whole lot about a 
building’s connectivity, but maybe not as much about the foot traffic outside its door.

Thinking this through will help you position your 
listing so it resonates with potential buyers.

http://www.apto.com/ebook-the-ultimate-guide-to-marketing-your-brokerage-and-yourself
http://blog.apto.com/blog/property-tours-how-to-tell-a-story-that-sells
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It may be easier to send an email, but according  
to Brent, “The most important thing you can do is 
get on the phone.” 
Commercial real estate isn’t just about steel and concrete, bricks and mortar:  
it’s built on relationships. And in an industry like ours, your database is your most 
important asset.

Whatever your system, you should have your contacts organized in a way that makes it 
easy to segment them by a given criteria. So when you’ve got a property to sell or a space 
to fill, you’ll never be asking, “Who should I call?” but, “Who should I call first?”

Reach out to your existing network

Start by calling the people you’ve already got strong relationships with, like your 
existing clients. Pull a call list from your database of the people you talk to on a 
regular basis or those you’ve done deals with in the past. 

Once you’ve done that, don’t neglect those people associated with expired or  
lost deals. Your core clients are your lifeblood, but what about the ones that got 
away? If you’ve pitched someone in the past but didn’t win their business, they’re 
still a warm lead. And if for some reason their current broker drops the ball, why 
shouldn’t you be the one to catch it?  
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Leverage your database

You can use your database to find even more 
targeted groups of people to call, pulling out 
only those contacts relevant to your deal at 
that moment. Ideally, your database should 
be relational, meaning you have contacts and 
properties connected and can easily pull lists 
on a number of criteria. 
For example, most of the potential buyers in your market probably already own 
a building. If you’ve been keeping track of deed reports and comp records, you 
should know who’s been coming into the market and already have those people  
in your database.

The next step would be to build a targeted call list. You’d build your list based on  
owned properties and pitch people whose portfolios your deal would complement.  
As another example, you could build a list of contacts in the same submarket or  
zip code as your property. 
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Here are some more ideas for creating segmented call lists:

»» Niche industries. Are you focusing on tech companies in large metro markets?  
No problem. If you’ve been tracking industries in your database, then you can build 
a list of clients to call in the tech sector. Or if your deal is better suited for a different 
industry, just select the relevant one and build your list from there.

»» On-market listings. If you’re keeping track of on-market listings, you can assign 
an expiration date to each one. Once a new listing hits the market, you can deduce 
when the agreement should expire based on typical agreement terms, from six to 
twelve months. When you’re ready to make calls, just pull up the list of agreements 
that are 45-60 days from expiring. This is a creative way to exploit opportunities 
where the client’s existing broker may have failed and where you might be able to 
swoop in to market the listing more effectively.
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»» Top owners. Do some of your contacts own multiple properties? If so, they may be 
interested in buying additional properties or selling their current assets. If you’ve 
been assigning ownership to each property in your database, you can calculate the 
number of properties owned by each individual contact. This is how you can find 
your “Top Owners” list.

»» Long-time owners. Pull up a list of all properties that sold before a certain date to 
single out the ones that haven’t changed hands in a while. This will help you hone in 
on owners who’ve owned a property for a long time and who therefore might have 
equity to invest in other properties.

»» Recent transactions. When you track recent transactions as comps, be sure to 
note the sale or lease date as well as the buyer, seller, landlord and tenant. If you’ve 
been doing this regularly, you can pull up a list of recent transactions and use them 
to your advantage when prospecting. For example, do the sellers need to redeploy 
capital quickly? Could the organization be undertaking a portfolio disposition 
effort? Does the buyer have a larger acquisition strategy? By reaching out to these 
contacts, you can find out what’s going on and turn it into an opportunity.

»» Tenants with expiring leases or above-market rents. Whose lease is coming due, 
whose rent is a bit too high, and who’s looking to move as a result? You can build 
a targeted call list of these contacts if you’ve been tracking lease expirations and 
current rental rates.
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As you generate these call lists and start dialing, 
don’t forget to log everything in your database. 
Fill out the details and results of your calls as you 
have conversations so you can pull up your activity 
records in the future.

In Apto, the “Related To” field is one of our favorite features. It lets 
you click on any person in the database and immediately see which 
company they’re associated with, the properties they own, and the 
markets they’re in. This is a massive credibility-builder, especially 
if you’re a new agent who might be a little nervous about making 
cold calls. With the right intel at your disposal, you don’t have to 
worry about being called out as a newbie. Load Apto up with good 
information and use the “Related To” field faithfully, and you’ll never 
be caught saying “Ummm...” when a client asks a question you 
should know the answer to!

For more insights, head over to our best practices guide 
on client segmentation.

http://www.apto.com/best-practices/prospect-and-nurture/client-segmentation
http://www.apto.com/best-practices/prospect-and-nurture/client-segmentation
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Use email strategically

OK, if you’ve already made your phone calls and 
are just now getting to email, congratulations! That 
alone sets you apart from a lot of—maybe even a 
majority of—brokers out there.
Email is useful, but it should really be used as a follow-up for the phone calls you’ve already 
placed—not as the first thing on your marketing to-do list.

If you have to use email to make initial contact, then do it for the people you couldn’t 
reach over the phone. Keep the email brief and to the point: its purpose is simply to 
reach the right person, not detail everything there is to know about your property. 
After all, you want to pique the person’s interest and get them on the phone with you, 
where you can always tell them more.
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Here are a few handy email tips from our blog:

»» Keep the subject line short and relevant to your email. It should be 
under 50 characters and, if possible, use the prospect’s name.

»» Try sending emails on different days of the week. Maybe your 
clients have more time on Friday afternoons to browse email, or 
perhaps they get things started right away on Monday mornings. 
You won’t know until you test.

»» Send the email to an actual person, not a general account like  
info@abcbrokerage.com

Track any responses you get so that you can follow up appropriately.  
If you haven’t heard back from some prospects, give them a couple  
of weeks and then try reaching out again.

http://blog.apto.com/blog/find-qualified-prospects-without-cold-calling
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Showcase your property online

After you’ve connected with your prospects over 
the phone and sent carefully-considered emails to 
the rest, it’s time to expand your reach. 
Show off your listing with a webpage that features photos and salient details about 
the property. This can be as simple as a page on your brokerage’s existing website or 
a special standalone site built with tools like SharpLaunch, Buildout, or InMotion. 
Note that some of the listing websites we mention in the next section also make it 
possible to create standalone property webpages.

When you create the property page or site, pay special attention to photography.  
The photos of your property will be the first thing to draw people in—and if they’re 
good, they’ll do most of the selling for you! When it comes to pictures, you want to:

If you need professional help, companies like SmartShoot can help pair you up with 
a photographer who works specifically with businesses in your area. 

Be sure they’re high quality: they shouldn’t be too blurry, too dark, 
too light, or too small.

Snap clear views of your building in bright light.

Capture street and landscaping views to give people a sense of the 
building’s place in relation to its surroundings.

Try to keep garbage cans, bathroom signage, and parking lots in the 
background—they can be distracting.

Shoot images when the light is best, at around sunrise or sunset.

http://www.sharplaunch.com/
http://buildout.com/
http://www.inmotionrealestate.com/
https://www.smartshoot.com/
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Deploy a targeted email campaign

Let’s talk about email again. If you followed our 
advice in Part 1, you should already be building up 
a nice email subscriber list by allowing people to 
opt-in on your website. 
You should also have a robust database of contacts, and this is the time to dive in 
and shake up some relevant emails with a targeted list (just like you did with the  
call lists above). 

You’re going to advertise your property to this email list, but you’re only going to send it to a 
highly targeted audience. Fight the urge to send out a mass email blast to a list of thousands 
of people! Sure, you might get a few clicks, but you might actually get something a lot worse: 
people who are irritated at you for filling up their inboxes with stuff that isn’t relevant.

A mass email blast is the ultimate illusion of effective marketing: you feel like you’re 
doing something. And you are, alright—just not the thing you think! Most likely you’re 
annoying people, losing credibility and wasting time. 

That’s why your approach to email should mirror your approach to phone calls.  
Open up your database. Build a targeted list. Use only those names. Repeat. That’s it.

Also follow the email tips we described above: keep it short and simple, include 
your contact details so it’s easy to get in touch, and link back to the property’s 
website or listing.



20THE ULTIMATE GUIDE TO MARKETING YOUR LISTINGS

Broaden your reach with listing builders & syndicators

Putting your property on the web is the final step 
to making sure the right people hear about it. 
This strategy is not as targeted as phone calls and 
emails sent to your database, which is why you 
shouldn’t prioritize it over those two things.
However, it’s still a good way to let the right people find you, which is why we’re 
including it here. There are countless listing and marketing options out there, but 
here are our top choices to get you started:

»» Loopnet. Loopnet is one of the most popular and most expansive options, and 
claims to have more traffic, listings, and geographic coverage than any other 
marketplace. It boasts over 5 million monthly visitors and has a suite of tools, from 
branded email campaigns to easy-to-generate flyers and brochures. You also can use 
it to create your property website (complete with video tours) and track who visits.

»» Real Capital Markets (RCM). RCM is a trove of thousands of active listings 
and responsible for trillions of dollars in transactions. Their listing engine can 
automatically add your property listings to your existing website. Listings can 
include photos, brochures, maps, and material downloads.

http://www.loopnet.com/
https://www.rcm1.com/
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»» Buildout. With Buildout, you can turn your listings into beautiful marketing 
documents, build trackable email campaigns, and syndicate your listings to several 
other sites across the web. You can also easily add retailer maps and demographic 
data to your listings.

»» Flyer.io. Use Flyer to keep all of your listings in one place and easily update and 
manage your materials on the fly, with minimal design headaches. It’s also totally 
customizable, so it looks and feels like your firm’s website. 

»» CoStar. CoStar’s Private Sale Network also offers property websites, including 
online confidentiality agreements. You can use it to build a branded website and 
email campaigns.

»» CityFeet. CityFeet lets you put together an attractive, straightforward listing, 
complete with photos, map, and street views, and features contact forms for people 
to get in touch. It also gets you exposure within a network of 200 high-profile 
websites like the New York Times and Chicago Tribune.

https://buildout.com/
http://www.flyer.io/
http://www.costar.com/products/costar-private-sale-network
http://www.cityfeet.com/
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»» TotalCommercial. TotalCommercial is, like CityFeet, a straightforward listing 
website that gets you in front of people searching for property in your market.

»» CRE Launch. CRE Launch is a free option that lets you build property websites, 
marketing brochures, and email blasts. It also syndicates your listings to major real 
estate portals Xceligent and Property Line.

»» Listing Lab. Listing Lab includes website templates, registration, contact tracking, 
confidentiality agreements, and due diligence war-rooms. You can also create photo 
tours and downloadable flyers.

»» RealNex Marketplace. RealNex lets you reach over 100,000 subscribers and build 
listings with PDFs, photos, aerials, floor plans, and Word documents. Their design 
team can also create 3D models of your property for a more immersive experience.

Whichever option(s) you go with, make sure that you include clear, inviting 
photographs and a property description that draws people in with just enough 
information to get them to call. 

Make it simple for people to decide whether  
this is the right property for them by including  
the right address, clear contact info, and an  
easy-to-digest rundown of the property’s  
features and specifications.

http://totalcommercial.com/
http://www.crelaunch.com/
http://www.listinglab.com/index.cfm
https://realnex.com/home/marketplace
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You’ve called your list of targeted contacts, sent 
emails to people you couldn’t reach by phone, and 
showcased your listing online. So now what?

Stay on top of next steps

Now it’s time to follow up on all the responses you’ve generated! Your database 
should make it easy to keep track of all those inquiries, phone calls, tours, and offers 
in the works. In short, it can help you keep the follow-up process flowing smoothly by 
nudging you when it’s time to reach out to a prospect again or move to the next step.

Hopefully you have a way to keep track of marketing efforts you’ve made for a given 
property so you can keep things moving and hold yourself accountable. If you log all your 
interactions with prospective clients—whether they’re calls, meetings, or emails—then 
you’ve got a great snapshot of your overall marketing efforts. Use that system to keep 
yourself motivated and to share your progress.
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Follow up with style 

Now, we’ve covered the mechanics of checking 
in, but what about style? You don’t have the rely 
on the tired old “just checking in” email or phone 
call—and we’ve outlined a few creative follow-up 
strategies on our blog.

You can also stay connected by subscribing to their blog and engaging them on topics 
they’re writing about, following them on social media, or giving them a heads up 
about upcoming networking events and opportunities.

Our top tip: 
Offer something valuable to your prospect each time you reach out 
—whether it’s your take on what’s happening in the market, a piece of 
timely news, or an article you think they’d appreciate.

http://blog.apto.com/blog/never-check-in-again-creative-follow-up-tactics
http://blog.apto.com/blog/never-check-in-again-creative-follow-up-tactics
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You’ve put everything in motion, but for some 
reason, you’re not getting responses. If that’s 
the case, there may be some glitches in your 
marketing. For example:

If people are reviewing your listing but NOT following up, 
ask yourself...

»» Did I make the details simple to scan and understand? Present your information 
in a way that’s easy to digest, and limit yourself to salient details only. Leave out 
things that can bog prospective clients down, like raw P&L reports that feature way 
too many confusing details and unrelated items.

»» Did I present a cohesive story for this property? Pretty pictures of a building 
aren’t good enough if you aren’t telling a cohesive story that people can get behind. 
Don’t just make attractive materials—make sure those materials move people from 
one step to the next by piquing their interest and making them want to see more. 
What sets your property apart? An office building with beautiful skyline views and 
nearby amenities like dry cleaning and daycare? A warehouse with easy highway 
access? A retail space in a revitalized industrial area close to public transportation 
and up-and-coming eateries? Whatever that defining quality is, play it up!
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»» Is the information organized and complete? Can people quickly find what they’re 
looking for when they view your listing? Is the information complete, from square 
footage to contact details to relevant photographs? Review your listing and make 
sure you got the basics right.

»» Is the confidentiality agreement process straightforward? Confidentiality 
agreements are a necessary part of commercial real estate marketing, but you can 
make them as painless as possible with online signing services like Listing Lab, 
RCM1, and WP Esig.

If people are contacting you but not setting up a tour,  
ask yourself...

»» What are their objections? If you’re hearing the same objectives from multiple 
prospects, it’s time to formulate a smart response and even include it up front in 
your marketing materials. For example, is an office building far from convenient 
parking? Highlight the multiple public transportation options right outside its door.

»» Are there points of confusion? Errors of omission? Is there something prospective 
clients are unclear about? Follow up with them to see where in the process they’re 
stalling, and what’s turning them off. It may be an easy fix, like providing missing 
information up front.

»» Do I need to revisit the price? If your marketing is on-target but you’re not  
getting any bites, price may be the issue. Is the property priced too high for the 
current market? 

http://www.listinglab.com/index.cfm
https://www.rcm1.com/sell/
https://www.approveme.com/
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If they are touring but not offering, ask yourself...

»» What are their objections to the physical space? Could you make any 
improvements to the painting, signage, and cleanliness of the site? 

»» Is the property accurately presented in the pictures, or do people uncover 
surprises when they visit? If something that could be considered a drawback 
isn’t accurately reflected in your photographs and marketing materials, it may be 
misleading prospects and wasting their time and yours. You don’t need to highlight 
a property’s less-shinier features, but you shouldn’t omit them either. Give people a 
balanced view of the physical space so that they know what to expect when they visit.

»» Have I created a sense of urgency? One of the best tricks we know is to schedule 
tours back to back. This makes touring efficient for you but also creates a 
psychological sense of urgency and demand in the buyer. When they see the next 
prospective buyer turn up for a tour right after theirs, you can bet they’ll put your 
listing at the top of their follow-up list, for fear of missing out on something good!

If buyers are offering but not getting to contract, ask...

»» Is the issue price? It may be time to inspect seller expectations, and manage them 
to better reflect what the market’s willing to bear.

»» Are the terms reasonable? Is debt available? You can get creative with the terms  
if needed. Think: seller carry, lease guarantees, etc.
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Here’s a simple checklist that summarizes 
everything we’ve covered in this guide. Use it to 
keep track of your efforts or to build your own 
marketing plan based on these ideas. Good luck!

Look for the Angle

Make the Call—And Then Click Send

»» Reach out to your existing network

»» Create targeted call lists using your database

»» Follow up with contacts via email

Delve into Digital Marketing

»» Showcase your property online

»» Deploy a targeted email campaign

»» Build awareness with listing websites

Follow Up

»» Use your CRM to stay on track

»» Follow up with style

Troubleshoot as Needed



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.

©2016 All Rights Reserved.

http://blog.apto.com/blog
http://info.apto.com/demo
https://www.linkedin.com/company/apto-crm
https://twitter.com/Aptotude
https://www.facebook.com/AptoCRM/



