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About the Speaker 

Tom Fanelli 
VP Marketing, Propertyware 

• 14  years of experience in web design and Internet marketing 

• Managed a marketing agency for 5 years 

• Specialized focus on local search marketing 

• Speci!c focus on property management SEM for last 4 years 
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Agenda 

Today you will learn… 

 What is Pay-per-click marketing? 
 How to creating online ads and select keywords 
 What makes a successful website? 
 How to measure advertising (ROI) 
 How to get started 
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It all starts with a marketing plan… 
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Developing Your Marketing Plan 

De!ne the audience 
De!ne the location 
Decide media mix 
Leverage effective website design 
Track the effectiveness of marketing campaigns 
Determining the return on investment (ROI)  
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SEARCH ENGINE 
SPENDING CLIMBING 

•  Search now the most 
dominant form of online 
advertising 

•  Nearly 3x growth in since start 
of 2003 

•  35 searches per user per 
month in U.S. 

•  73% search penetration 

Source: Interactive Advertising Bureau, PricewaterhouseCoopers (September 2004); comScore (October 2004) 

% Online Advertising Revenue 

Search 

Banners 

Classi!eds 

Sponsorships 

Rich Media 

Other 
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Search Audience 

Geo-Targeting 

Keywords 

Ads – Tiles/Description/Call to Action 

Website Design 

Converted Prospects 



Understanding Local Search 
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Broad Local 



Geo-Targeting 
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De!ning the Audience 
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Owners Residents 



Selecting Your Media Mix 

Others 

Yahoo / MSN 

Google  Dominant Search Engine 

200 Million searches per day 

Tier 2 Search Engines 

88 Million searches per day 

Tier 3 Search Engine 

35 Million searches per day 
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Search partners, 
including: 

Google properties, 
including: 

* Source: comScore Media Metrix (September, 2007) 

The Google Network reaches 
over 80% of Internet Users 

worldwide* 

Content publishers, 
including: 

NETWORK 



Bene!ts of Advertising with Google 
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• REACH 
-  Access to ~80% of Internet users worldwide 

• COST 
-  Low costs for high ROI. Pay only when searchers click. 

• TIMING 
-  Reach your audience at the right time, with the right message 

• FLEXIBILITY 
-  Start advertising quickly 

-  Unlimited changes, whenever you want 

-  You can target ads to the speci!c location 



How Google AdWords Pays For Itself 
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$1,000 Ini)al Investment in AdWords 

$1.00 CPC ≥ 1,000 Clicks 

5% Conversion Rate = 50 Owner Leads 

50 Owner Leads = 5 New Owners (avg. $300/mo.) 

$1,000 investment returns $18,000/yr. in new business 

Reinvest Profits. Increase Budget 



Leveraging Distribution Channels 
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Free ILS Sites Paid ILS Sites 



•  No minimum spend 

•  You choose your own maximum daily spending limit (daily budget) 

•  Choose how much you want to spend per click for every keyword 

•  Pay Google for users who click on your ad 

•  More cost‐effec:ve than Yellow Pages, Banner Ads & Direct Mail* 

•  Conversion tracking = real‐)me return‐on‐investment data 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** U.S. Bancorp Piper Jaffray, New Methods in Search Marketing: Contextual Advertising and Other Evolutions (Safa Rashtchy), June 2004 

The Bene!t of Google: It’s Affordable 
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What is a Keyword 
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Tools for Selecting Keywords 
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Keyword Strategies from Sun Tzu 
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The  
Art 
of  

Keywords 

•  Vanity keywords 
•  Long-tail keywords 
• Position #1 really cost effective 
•  It’s not about your ego… 



Keywords: How Many Is Enough? 
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De!ning Titles and Descriptions 
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Elements of a Google Ad 
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•  Display URL (35 character limit) 

•  Ad Text (35 character limit) 

•  Ad Title (25 character limit) 



Best Practices for Creating Ads 
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Effective Website Design 
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Anatomy of a Good Website 
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Tracking phone 
number 

Predominant 
Calls to Action 

Messaging for 
target audiences 



Keywords, Descriptions and Page Titles 

29 



Convert Visitors to Prospects 
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Call to Action 
• Set the goal 

• Make it obvious 

• Measure effectiveness 

• Stay focused on your audience 



Examples of Good Calls to Action 
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Website Analytics 
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Tracking Codes 
• Snippet of code on webpage 

• Tracks website traffic 

• Measures effectiveness of keywords 

• Tracks conversions 



Google Analytics 
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Don’t Let Calls Fall Thru The Cracks! 
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Call Tracking 
• Large % still call vs. !ll out form 

• Toll-free phone number with tracking 

• Gauge quality of phone calls with call recording 

• Improves effectiveness tracking for search marketing 



Capturing Prospects Online 
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It’s Doesn’t Work Without CRM! 
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CRM to Track Leads 
• Rapid responses = More customers 

• Avoid leads falling through cracks 

• Increase accountability 

• Auto-responses and email marketing 

• Tools to track vacancy inventory  

• Ability to measure overall ROI 



Property Management CRM 

37 

Create Lease 



Respond Like The Pros 
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Professional Communication 
• Ensure consistent quality for leasing agents 

• Track all communications in shared location 

• Faster ramp up for new agents 

• “Go Green” with online presentment of leasing docs and 
brochures 



Rapid Response Counts 

•  30% increase in close ratios when 
responding to prospects within !rst 60 mins. 

•  Auto-responders help prospect con!rm lead 
was received 

•  CRM system should allow you to 
automatically assign leads with mobile 
alerts 



Tips on Email Correspondence 
•  Send emails from a CRM system so they are tracked and shared 

•  Keep emails short and sweet 

•  Answer questions and offer the next step (call to action) 

•  SPELL CHECK!! 

•  Include your contact info and office hours 

•  Use customer testimonials when available 
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Marke)ng Spend 

20,000   Web Searchers 

5%   Click Thru Rate 
1000  Website Visitors 

6%   Conversion Rate 
60      Website Leads 

Leads Closed 

10%   Closing Rate 
6      New Customer 

Calculating 
Marketing ROI 



Calculating ROI 
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Free Consultation 

•  Free SEO Review of Your Google Adwords or Natural 
Search Optimization 

•  www.propertyware.com/webinar 
•  tomf@propertyware.com 
•  Phone 415-455-2400 
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