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INTRODUCTION: 
A COMPREHENSIVE LEAD GEN STRATEGY

1.

The success of your real estate business relies on your ability to bring in new leads: something that 
can be challenging in today’s market. In this eBook, you’ll learn to think of lead gen as a process 
that builds on itself. 

Starting with how to design the right lead gen plan for your business, this eBook explains which lead 
gen tools actually strengthen your business’ foundation. It will help you settle tricky questions about 
website design and social media use once and for all. Most importantly, it will give you new building 
blocks for expanding your sphere of influence.

Effective lead gen requires patience, planning, and the skill to leverage the tools available to you. 
To get started right, you need to understand your goals and the ways your tools will help you 
achieve these goals. This eBook is broken into four sections in which you’ll learn to:

• Write a lead gen plan
• Add lead capture features to your website
• Increase your brand visibility online
• Balance traditional techniques with online strategies
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THE FOUNDATION:
A LEAD GEN PLAN THAT REALLY WORKS

2.

A comprehensive lead generation plan is crucial for growing your business because it helps 
you understand who your clients are and how they find you. To better target the people most 
interested in your business, answer the following three questions: 

• How do your leads find you?
• How many leads do you convert into customers?
• How can you automate and streamline your lead gen process?

A lead gen plan that answers these questions will help with every aspect of business’s growth, from 
bringing on more new clients to improving your follow-up and creating lasting client relationships.

WHAT GOES INTO A LEAD GEN PLAN?
A Breakdown of Clear, Measurable Goals 
 
An effective goal must be measurable so that you know when you’ve achieved it. 

How to write a goal: “Get more leads” is not a measurable goal. Instead, use specific language 
like “add ten new active clients this year” or “earn an additional $10,000.” Once you’ve crafted 
your goal, start breaking it down into steps. To reach your goal:

• How many leads do you have to convert into clients?
• How many transactions do you have to close?
• How many new leads do you have to bring in?

Once you answer these questions, you’ll have clear numbers against which you can track 
your progress.
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METHODS OF MEASUREMENT 
 
You need to understand your conversion ratios: how many people you’ve reached, how many 
have expressed interest, and how many you’ve converted into clients. 

Methods for Measuring Traffic and Conversion: Online tools like Google Analytics are crucial for 
understanding the reach of your website, but you’ll also need a way to sort and analyze data on your 
end. A first-rate CRM gives you access to all your traffic and conversion data. Choose one that allows 
you to organize leads by their source and their stage in the sales funnel.

Methods for Measuring Progress: Decide on a time frame for each goal and map it on your 
calendar. Check in with yourself or your teammates when you reach those deadlines. If you aren’t 
seeing the results you want, be prepared to adapt. An effective lead gen plan is not fixed in stone; 
it changes along with your business. 

Use those measurable goals you wrote! If your goal was to get 10 new leads every month, check 
once a week to see how many you’ve found. To get the most use of your information, you need 
to measure your goals often. Think of these measurement check-ins as bricks in a foundation. 
Over time, they add up to powerful pieces of information that you can use to adapt your lead 
gen strategy.

AUTOMATION
 
Repeatable, Automatable Activities: You need to work toward your goals and run your 
business at the same time. That means automating as much of your lead gen work 
as possible. Automation also helps you measure your traffic and conversion data.

Automate your drip campaigns. Use social media integration and reusable landing pages that 
capture contact information. These are all activities that can be automated to save you time. 
Your tools—mass email services, social media profiles, and your CRM—should support your 
lead gen plan.

A PLAN FOR THE WHOLE FUNNEL 

What happens to leads once you get them? Here’s something many agents forget: an effective lead 
gen plan extends all the way to a closed deal and beyond. It should integrate leads smoothly into 
your client nurturing plans. It’s shortsighted to write off leads that don’t convert quickly. Add these 
leads to your newsletter campaigns or you social media platforms to nurture them over time. 

These recommendations will help you create a lead gen plan that’s an investment in your business. 
So let’s move on to the biggest first impression most leads get of you and your work: your website.
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THE FIRST IMPRESSION:
WHAT GOES ON YOUR WEBSITE?

3.

Lead gen won’t be effective with just any old website. It’s often the first way a lead learns about you, 
so it needs to be attractive, engage visitors, and bring in contact information. If you’re still relying 
on a basic website design that doesn’t convert, here are some steps to take:
  
1. MAKE IT EASY TO CONTACT YOU. When visitors are viewing your website, they’re measuring 
youup and thinking about contacting you. Make it easy for them to turn those thoughts into actions. 
Put your phone number and email address in multiple prominent positions on your website 
so that leads never have to look for them. Interactive contact features like forms or click-to-call 
buttons are even better. 

Because many people will visit your website from their mobile phones, make the jump from reading 
about you to contacting you as simple and speedy as possible. You need to capture a lead’s interest 
in the moment to prevent them from going elsewhere.  

2. USE POWERFUL LANGUAGE. Make sure these contact opportunities are also calls to action by 
using clear verbs: “Buy or sell your next home with me.” “Learn more about what sets us apart.” To 
make a truly effective call to action, combine verbs with an explanation about why the action will 
benefit the lead: “Contact me! I’m here to help with all your real estate needs” or “Contact us to 
experience our award-winning customer service” or “Click here to download my exclusive advice on 
searching for a new home.”
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3. KNOW YOUR BRAND STORY. What sets you apart? Your website is your best chance to show a 
lead what you’ll give them that no one else can provide. Convince them by showcasing what you’ve 
done for others. Leads are more likely to respond to stories with an obvious how and why: how 
you’ve helped other clients, and why your experience makes you the right agent for them. 

If you’re having trouble getting started, consider these questions and build your messaging 
from the answers: 

• Who are your clients?
• What part of buying or selling are you best at? 
• What do you enjoy about being an agent? 
• What part of the market do you know the most about? 
• What kinds of industry or community connections do you have?

Why Have a “Neighborhoods” Tab? Top agents recommend including a tab on your website with 
specific, detailed information about the neighborhoods you serve. This reinforces your image 
as a local expert and gives leads valuable information that might make them return to your site.
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4. PUSH TRAFFIC TO YOUR SITE. Post original content and post often. Fortunately, these two 
tasks don’t have to completely overlap, so you’ll still have time for other things. To get your post 
count up, subscribe to a service like ZipperAgent that includes automated social media posting. 
Then use some of your freed-up time to create personal, local content. When planning this content, 
come back to your brand. What information is relevant to your demographic? What questions do 
clients routinely ask you?

Consider making videos. It’s not as hard as it sounds, and because it’s easier for viewers to interact 
with videos, they’re a great way to increase credibility and name recognition. Videos give viewers a 
more personal sense of who you are and how you run your business. They’re also useful promotional 
tools because they work well on multiple platforms. Share them to your social media profiles to drive 
traffic to your website.

5. PUT YOUR LISTINGS FRONT AND CENTER. Most potential buyers visit agents’ sites to look 
for listings, so give them what they’re looking for! If they’re interested in the listings you showcase, 
they’re more likely to explore your website, find your other resources, and reach out to you. Again, 
it’s important here to know your audience. What price ranges and towns do you sell the most homes 
in? Give these listings higher billing, and don’t forget to include a “contact me to learn more” 
option.

6. OPTIMIZE YOUR WEBSITE FOR MOBILE. Think about how many things you look up on your 
smartphone every day. Leads are doing the same thing. Don’t design for one screen size, and stay 
away from complicated graphics or granular details. Make sure important information doesn’t get 
buried on the mobile site and that everything is large and clear enough for users to navigate without 
a mouse. If the mobile version of your website is difficult to use, unpleasant to look at, or devoid of 
useful information, leads will look elsewhere. 

7. GET AN INTEGRATED CRM. You also have to manage these leads and follow up with them; that 
means you need a good CRM. The most important thing to keep in mind when selecting a CRM is 
why you need one in the first place. Any tool that doesn’t fulfill your needs isn’t worth your time 
and money.

So, what should a good CRM do for you? It should help you systematically stay in touch with all 
of your contacts to speed up your contract to close process. It should automatically pull in all the 
contact information captured by your website so you don’t lose leads and time from shuffling 
between systems. It should also pull other publically available data, like social media profiles, 
into the system so it’s easier to learn about leads. 

An effective website doesn’t focus solely on any one tactic or tool. Combine these tips in the way 
that works best for your website and brand. Like your marketing and your services, your website 
needs to be flexible, friendly, and clear.
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THE LITTLE THINGS:
MAKE SOCIAL MEDIA PAY OFF

4.

Social media is everywhere these days, making the pressure to advertise on these platforms huge. 
But advertising on social media can be difficult, time-consuming, and expensive. Does it pay off? 

Yes. But you need to revamp your definition of advertising. Your business social media pages 
are ads in of themselves.   

They are one of your best options for building relationships, increasing brand recognition, and 
expanding your sphere of influence. Still overwhelmed? Follow these five best practice rules for 
turning your social media sites into effective, low-maintenance tools for effective brand advertising. 
The best part is that the rules hold true for all social media platforms.

1. KEEP YOUR FOCUS LOCAL. Prove yourself to be an expert in local culture, markets, and 
interests. When you’re planning out your content and connections, think about local issues and 
community members. What popular local businesses or groups can you boost from your page? 
What stories will make residents feel good about their community? What unique advice can you 
offer because of your real estate experience?
 
2. CONSIDER IT A TOP-OF-MIND CAMPAIGN. Social Media is about relationships and fans. It’s 
ideal for top-of-mind campaigns. You can build relationships on social media faster than in person 
and with less effort. Reply to people’s comments. Ask your followers questions. And keep 
your posts professional and polite, even if others online aren’t behaving well.

3. FOLLOW THE 80/20 RULE. This means 80% of your posts should be content that focuses 
on your clients’ wants, needs, and likes, while only 20% should directly advertise your services. 
Does this make social media posting sound like a waste of time because you’re only posting
about your business one-fifth of the time? Think again! Remember, your whole business profile 
is an advertisement. Posting a high volume of local interest content pulls in more traffic.
 
4. POST YOUR LISTINGS. Listings fall somewhere in between the two categories. Use them to 
broadcast your business and intrigue your followers—especially the ones who are interested in real 
estate or thinking about moving. These are exactly the type of people your top-of-mind campaigns 
should target.
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But what if you want to go the extra mile and take out paid ads on social media? 

Facebook ads are a great place to start. 
 
• Target people through their interests and behaviors. Facebook has a behavioral category for 

“people likely to move.” Start there! But also think about the demographics you usually serve— 
income, age, hobbies, community connections, zip codes—and use these to focus your ad 
profile. 

 
• Include a call to action in your ads. When a viewer is looking at your ad, they’re thinking only 

about you. Capitalize on that by giving them something to do! Offers to download special 
information—like more information on a listing or exclusive advice—are classic. Give viewers 

     a specific reason to trust you and contact you.
 
• Remember Facebook ads are display ads. That means they’re in the Facebook newsfeed or off 

to one side. Viewers will recognize them as ads. To grab and keep their attention, your ads need 
to be visually engaging, direct, and simple. Keep your pitch clear and always include stimulating 
visuals.
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THE FOLLOW-UP:
WHAT ABOUT THE ‘OLD FASHIONED’ 

TECHNIQUES

5.

This eBook has focused primarily on online lead gen. In today’s market, generating leads online 
the most effective way to reach new leads and keep old ones thinking about you. But that doesn’t 
mean that pre-internet techniques like phone calls, mailers, and hand-written cards don’t work. 
On the contrary; they stand out even more in the midst of all the online content we see every day. 

The key is to find the best balance for your brand. This is why building that detailed lead gen 
plan is so important. It’s an opportunity to review your client base and brand story, and to then 
assess the techniques that are most effective with these groups. 

Agents that plan build a detailed, measurable lead gen strategy build more lasting 
relationships and stronger businesses. 

Are you ready to do the same?

This eBook is just one of the many best practices resources that ZipperAgent creates to support 
real estate professionals. Learn more at our website.
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ZipperAgent

Like many startups, ZipperAgent began with a lot of coffee and a good idea. We are real estate 
professionals, engineers, and dreamers who want to make a difference. We understand the pain 
points and inefficiencies caused by scattered marketing and contact management softwares–and 
we’ve found a solution for real estate businesses of every size.

Sitting in Boston-area coffee shops, we designed and developed software that helps agents deliver 
outstanding customer service to their clients. We’re excited about everything our product can do, 
but we’re most proud that we’ve built the tools you need to grow your real estate business.

ABOUT US


