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How you can establish yourself as an area’s premiere 
real estate professional using a trusted, engaging, 
customized, and location-specific marketing tool. 
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As a real estate professional, you’re competing in a complex and rapidly 

changing marketing environment that is increasingly focused on digital 

media. This makes building a personal brand and capturing the attention 

of a prospect tougher than it’s ever been.  

Unfortunately, most of what you’ve heard about traditional and modern 

marketing tools run counter to how people behave and respond. People 

don’t want to be sold, they want information from a partner that will help 

them make informed decisions. 

Cutting through the noise and establishing yourself as the premiere 

Realtor in your area requires you to select a marketing tool that gets read 

because it meets the needs of your prospects. It’s time to discover a 

unique twist on direct mail that has been generating leads for Realtors for 

more than 20 years. 

This white paper discusses the limitations of most traditional and modern 

marketing tools and introduces customized direct mail newspapers as an 

engaging, trusted, and effective tool for real estate professionals. 
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Over the past 20 years—through boom and bust—real estate professionals 

have faced the same fundamental challenge: generating enough leads to 

sustain and grow their business.  

Although the challenge hasn’t changed, meeting the challenge has 

become increasingly difficult. Issues such as the emergence of new media, 

heightened competition, and the evolving role of the real estate 

professional have had a dramatic impact on how you generate leads. 

While you may already be familiar with these issues, it helps to view them 

together in a practical context to get a clear view of how you can manage 

them effectively. 

Consider this. You have two entirely different jobs. One is to help people 

buy and sell homes. The other is to generate leads.  

It’s the rare agent that excels at both jobs. 

Even if your knowledge of your market and your sales competency is 

higher than your peers, you can’t grow your business if you struggle with 

generating leads.  

Like it or not, you’re competing in a Realtor-centric industry. Winning is 

more about your image than it is about listings. That’s why a high 

percentage of the money Realtors spend on marketing is intended to 

make themselves look more professional and successful than their 

competition.  

If you don’t project the right image with your website, business cards, and 

other marketing materials, the expectation is that prospects will turn to 

other Realtors who are better at self-promotion. 

The challenges we 
face every day are a 

mix of age-old 
questions of survival 
and trailblazing into 

the unknown. We 
need to account for 

both. 

- The D.A.N.G.E.R 
Report 

National Association of 
Realtors® 
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The Bureau of Labor Statistics has projected an 11% growth rate in real 

estate professionals from 2012 to 2022. That represents 46,600 new 

entries into the profession.1 Combine this with a low unemployment rate 

and an increase in home sales as the economy continues to improve, and 

there will be more Realtors fighting for the attention of a limited number 

of prospects in most markets. 

Increased competition raises an additional problem. How do you generate 

leads without being annoying? Regardless of the industry, no one likes 

pushy sales people. Push too hard, or come across as unauthentic, and 

your efforts at lead generation will fail. 

You need a distinctive marketing tactic that sets you apart from your 

competition in a way that is genuine, uses subtle persuasion, and serves 

the needs of your prospects. 

“Know, Like, and Trust” has reigned as the dominant marketing mantra 

over the past few years. The concept has caught on with sales 

professionals in every sector because it’s logical and effective. 

People buy on emotion, and backfill their decision with logic. People like 

to buy, but hate to be sold. As a result, people prefer to do business with 

people they know, like, and trust.2 Makes sense, right? 

So, how do you earn trust from people who don’t know you? You can’t. 

What you can do is gain an understanding of your prospects and what’s 

important to them. Then, find ways to add value to their lives. This 

increases your likeability factor. The more your prospects like you, the 

more they begin to trust you. They’ll soon see you as a partner instead of 

a sales person. 

You need a 
distinctive marketing 

tactic that sets you 
apart from your 

competition in a way 
that is genuine, uses 

subtle persuasion, 
and serves the needs 

of your prospects. 
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Whether you’re using traditional print tactics or modern digital tactics, 

there is one underlying reason why they may not be generating the 

quantity—and quality—of leads that you need.  

The Realtor-centric model is why your marketing isn’t working as well as it 

should. The model causes your polished photos and endless self-

promotion to overshadow the importance of the home being bought or 

sold. As a result, you spend less effort on getting prospects to know, like, 

and trust you. Real estate professionals who take their relationship with 

prospects for granted will suffer from their overconfidence.3 

Failing to take a know, like, and trust approach with traditional marketing 

tactics limits their success. Additionally, each tactic has its own built-in 

limitations. 

 – Realtors frequently use postcards even 

though they yield mediocre results. Whether they feature a Just 

Sold, Just Listed, Open House, or other message, postcards simply 

aren’t large enough to promote their brand or showcase listings. 

 – Distributing a large volume of business cards to 

generate leads requires an enormous amount of time and effort. In 

practice, business cards are best used while networking to help the 

recipient remember you. 

 – Signs are helpful to inform passers-by of an open house, 

that a home is for sale, or that a home has been sold. They tend to 

be transaction-focused and many of them have a picture of the 

Realtor, supporting the Realtor-centric business model. 

 – If you aren’t getting the response you expected from 

your expensive radio ad, it’s probably because you’re asking for 

people to contact you directly. This type of call to action is 

inconsistent with the way people make purchasing decisions. 

Remember that people prefer to know, like, and trust you before 

contacting you.  
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While trying to gain an advantage over competitors, it’s tempting to 

spend money on a marketing tactic because everyone else is doing it. Of 

course, some modern digital tactics have become essential. Everyone 

knows that not having a well-designed website is unforgivable. Even so, 

some of the most used tactics deliver disappointing results. 

 – Realtors who have an email list of at least 1,000 

subscribers can expect an open rate of 23.03% and a click-through 

rate of 2.20%.4 These are average rates in relation to a wide range 

of industries. Based on these rates, you can expect 5 people out of 

1,000 to click a link in your email. Whether you are distributing a 

professional looking newsletter or just sharing information, that’s a 

lot of work for very little ROI. 

Also, the best use of email marketing is to convert leads, not 

generate leads. This means that you must use an entirely different 

tactic to accomplish your lead generation goal. 

 – Pay Per Click advertising can cost a fortune when 

you’re trying to bid for highly-searched phrases. It also doesn’t 

scale well. The more traffic you get, whether it’s junk traffic or 

qualified leads, the more you pay. 

 – When executed flawlessly, SEO is the only way 

to move your website and blog posts to the top of online search 

rankings. Remember that search ranking results are highly 

competitive, and if your website or post isn’t in the top 10 results, 

your target audience may never find you. And, because SEO rules 

are constantly in flux, you must be vigilant with managing your SEO 

strategy. 

 – If you’re targeting Millennials, then social media is an 

indispensable tool.5 However, the downside of social media 

marketing is that getting it right takes an enormous amount of 

time. Social media posts are only seen for a short period of time 

before newer posts replace them. Also, you must engage with 

conversations with your followers or you will lose their attention. 
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 – Video marketing is rapidly growing in popularity. It’s a great 

way to share specific information about a community or allow 

viewers to tour the inside of a home. However, the video space is 

getting crowded. As of 2012, there were more than 250,000 

Realtor-related videos on YouTube.6 Having video in your marketing 

mix means investing a significant amount of money in producing 

the video, and lots of effort to make sure that it cuts through the 

video clutter and gets seen by your target audience. 

Realtors who have difficulty generating leads don’t have a good 

understanding of what their prospects want. Consequently, they can’t 

move them through the know, like, and trust cycle. This disconnect is 

made worse by the fact that the needs of buyers and sellers are changing.  

Collectively, these forces are causing the role of the agent to be redefined 

in a world where buyers and sellers can get much of the information they 

need through free, online sources such as Trulia and Zillow.7 

The Direct Marketing Association (DMA) has emphatically declared that 

direct mail is back, assuming that you believe its advantages ever went 

away.8 Data from the USPS supports that conclusion. The volume of 

direct mail pieces has risen from 39.9% of the total number of mail 

delivered in 1990 to 56.2% in 2013.9 

Even more significant to real estate professionals is the fact that direct 

mail is seven times more effective than all digital channels combined. That 

includes mobile advertising, email, social media, paid search, and Internet 

display ads.10 

Clearly, direct mail is increasing in popularity because it works. Here are a 

few reasons why. 

In spite of all of the 
noise about direct 
mail being a non-

relevant channel, it is 
unquestionably still a 

potent marketing 
tool  

Direct mail is seven 
times more effective 

than all digital 
channels combined 

- 2015 DMA Study 
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Quite simply, people like getting mail. There is something satisfying about 

going to the mailbox and finding something interesting to look at and hold 

in your hands. In fact, 98% of people bring in their mail the day it’s 

delivered, and 77% of those people sort through their mail immediately.11 

The numbers are equally impressive for direct mail. The DMA reports that 

80% of people open their mail right away, even those that are obviously 

marketing related. Also, nearly 50% of people read or scan direct mail 

immediately after receiving it.12 

Even though Millennials are inseparable from their digital devices, 92% 

report that their purchasing decisions are influenced by direct mail. 

Compare that to 55% for social media, and 47% for ads on their 

smartphone.13 

Direct mail is one of the most effective, trackable, and measureable 

marketing tools available. By selecting a geographic market that fits your 

objectives, you’re able to monitor your ROI. Including a specific landing 

page URL, a QR (quick response) code, your email address, and your 

telephone number makes it easy to gain valuable insight into how well 

your campaign is generating leads. 

To connect with prospects in a way that forms a meaningful relationship, 

you need a marketing tool that consistently meets their continually 

evolving needs.  

That tool is customized direct mail newspapers.  

Customized direct mail newspapers are soft-sell vehicles that supercharge 

lead generation by combining the power of direct mail with the know, like, 

and trust approach to marketing.  
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Instead of presenting an aggressive tone and a salesy posture, customized 

direct mail newspapers add value to the lives of readers. Instead of 

delivering the information that you want prospects to have, these 

newspapers are designed to deliver the information that prospects want.  

On top of all of this, a customized direct mail newspaper projects a highly 

professional image that helps you establish yourself as the premier Realtor 

in your area. 

Customized direct mail newspapers contain interesting content such as: 

 Local real estate market updates, selected listings, 

and Realtor brand messaging 

 Informative articles related to personal finance, 

mortgages, tax considerations, and other financial 

topics of interest to home buyers and sellers 

 Interesting articles about DIY projects, home 

repair, home remodeling, and other topics of 

interest to homeowners 

 Engaging content for teen readers, celebrity news, 

health news, crossword puzzles, as well as 

television and movie reviews 

The USPS studied the relative usefulness of postcards and newspapers. 

They discovered that 68.7 of recipients report that they find newspapers 

interesting or useful compared to 63.9% for postcards.14  

The reason for the preference for newspapers is due to the fact that 

newspapers deliver more value than postcards. Newspapers share 

information instead of just a marketing message. Prospects can read the 

newspaper when it’s convenient. They can refer back to the information 

when needed. And, they can share the newspaper with others.

 

Instead of delivering 
the information that 
you want prospects 

to have, newspapers 
are designed to 

deliver the 
information that 
prospects want.  
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Newspaper advertising is still the most trusted form of paid media 

advertising.15 The Internet has no filter and it’s easy to distribute 

information that’s false or has no value. When people see something 

printed in a newspaper, they tend to believe it. 

By initiating a targeted, more personalized marketing campaign, you 

increase your opportunities for response and growth and reduce waste at 

the same time.16 When you are also able to be the only Realtor in a 

geographic area who has their own customized newspaper, you are 

nurturing personal relationships with local residents and positioning 

yourself as a highly professional resource. 
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In this Realtor-centric industry, exclusivity delivers immeasurable value. 

While your competitors are mailing postcards and updating their 

Facebook page, you can command exclusive access to specific ZIP codes 

and communicate directly to your audience.  

Leveraging the power of direct mail newspapers doesn’t mean that you 

should abandon the other elements of your marketing strategy. Direct 

mail is a workhorse that integrates seamlessly with multichannel 

marketing campaigns17 and boosts ROI by 20%.18  

Customized direct mail newspapers also have the impact of supporting a 

more effective brand experience across all channels resulting in more 

traffic, more leads, and more clients. 
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Engaging. Trusted. Effective.  

The customized direct mail newspaper is a time-tested marketing tool 

that consistently produces results and a measureable ROI.  

For more than 20 years, Discover Publications has been helping real 

estate professionals generate leads by nurturing relationships with highly 

targeted prospects. By sharing valuable information, highlighting 

community involvement, and showcasing local listings, Realtors are able 

to take a soft-sell approach to connecting with buyers and sellers in a way 

that no other platform can match.  

The process is easy. Simply reserve your exclusive ZIP Codes and target 

the prospects you would like to reach, then seasoned designers and 

copywriters create a customized newspaper that is aligned to your brand 

and marketing objectives.  

Once you approve the finished newspaper, Discover Publications prints 

and distributes the newspaper for you. The only thing left for you to do is 

convert your new leads into new listings. 

Visit DiscoverPubs.com to check ZIP Code availability or call us at 877-

872-3080 for a free consultation to discuss your marketing needs and 

goals.  
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Founded in 1995, Discover Publications is a national marketing 

firm offering unique, customized, and location-specific direct 

mail publications to real estate agents. For more than two 

decades, Discover Publications has created, printed, and mailed 

more than 87 million custom publications for clients who 

consistently share that this is the most innovative and powerful 

marketing tool they have ever encountered. Discover 

Publications is the real estate marketing expert. 
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