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Introduction	
 

Running your financial or real estate business takes your full time attention: You're meeting with clients, 
you're assessing their needs, and you're helping them to buy or sells stocks or buy or sell a home. You're 
out there every day, "pounding the pavement" to generate more leads and build relationships. 

And chances are good that you are already marketing in some way – maybe on bus benches or in local 
newspapers. And perhaps your brokerage or agency has a web page dedicated just to you. Maybe you're 
giving seminars or writing newspaper articles or even building relationships on social media. 

Great! You need to keep your "marketing engine" running at full speed in order to generate enough 
leads. 

But maybe you aren't generating quite enough leads. Or maybe your marketing efforts don't feel like 
they are as optimized as they could be. Maybe you've noticed that the dampened economy and the 
increased competition have combined to decimate your client list and dramatically reduce your 
revenue. Simply put, it's getting harder and harder to maintain your business (and who wants to just 
maintain their business?). It seems to be nearly impossible to actually grow your business. 

I've found that financial and real estate professionals struggle to grow (or even maintain) their business 
because their marketing is okay… but not what it could be. I found that there are 4 consistent problems 
that professionals in the real estate and financial industries face over and over again. Perhaps you've 
faced these too? 

In this report, you'll read about these four common marketing problems are and you'll get some good 
ideas, tips, and easy-to-use techniques to help you overcome these challenges. 

The most important thing I can recommend is this: When you find a great idea, add it to your schedule 
right away. Take action on a few of the ideas in here and you'll start seeing a big difference in your 
marketing! 
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Problem	#1:	Not	enough	time	
 

Your business takes your full attention and could probably suck up more than 24 hours a day if you let 
it… and that's if you weren't marketing at all! Your current clients need help and there's plenty of 
education and networking you can do. 

Stir your marketing into the mix and suddenly your schedule is filled to overflowing with many more 
demands on your time. It would be nice if you could skip some of the marketing work and just focus on 
client relationships but we both know what would happen: Within a couple of weeks, you'd start to feel 
the pinch. 

No, you NEED to feed the marketing machine to keep it churning out potential clients that you can turn 
into real clients. And, we both know that if you only continuing marketing at your current level, there's a 
good chance that your lead generation will stay the same or even fall off a little. If you want to grow 
your business and push through to the next level, you need to increase your marketing. 

But how do you maintain or even grow your marketing when you lack the time? How do you find any 
more "bandwidth" in your day when you come home at the end of the day exhausted from so much 
client work and networking? 
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Solutions	
 

There are a few of solutions you can use to help manage your marketing more effectively to REDUCE the 
amount of marketing time you spend and INCREASE the amount of marketing that you actually do. 

 Stop trying to do too much. Yes, that probably sounds funny but it's true. Don't try to do too 
much because you will overwhelm yourself. My most successful clients identify just a few things 
that they are comfortable doing and they do those things over and over and over again. 
Consistency goes a long way on the web. My advice to all real estate and financial professionals 
is this: First understand your sales funnel. A good place to start is my blog post Sales Funnels 
101: What is a sales funnel? 
 
Once you've done that, start with one or two online marketing techniques that work for you. 
(For example: Twitter plus a blog; or press releases and an ezine; or Facebook. Whatever you're 
comfortable with). Then master that marketing method. Spend what little time you have 
focusing on doing those few things really well. Later, you can dial in another marketing channel. 
 

 Match your marketing channel to who you are. Each marketing channel benefit to someone. If 
you are reserved and private, choose marketing channels that are slightly more formal (such as 
a website and articles). If you are open and engaging, choose marketing channels that allow you 
to share more of who you are (such as Twitter and Facebook). When you match the marketing 
channel to your personality, you'll find that it becomes much easier to integrate your marketing 
into your schedule without trying to find the time. 
 

 If you write something, double its effectiveness by reusing it elsewhere. For example, if you 
write a regular newspaper article for a local paper, turn it into a blog or article and post it on the 
web. For example, I have one client for whom I write a newspaper column. The column is 
published in the local newspaper and then she scans the paper and turns it into a PDF, which 
she puts on her website. The column does triple duty – in the newspaper's print edition, their 
web edition, and on my client's website. 
 
Take the above tip one step further by writing a key piece of content and then writing several 
smaller, related pieces of marketing content around it. (In the content marketing industry, we 
call this key piece of content "cornerstone content"). For example, one client has a series of 
articles on his website about a piece of investment software he designed. I provided blogs and 
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online marketing content that linked back to that main cornerstone content article. A lot of the 
content I wrote was drawn from the main article but approached the information in a different 
way. 
 

 Include more online marketing efforts to stretch your marketing dollars further. Unlike a bus 
bench or newspaper advertisement, an online article is free to write and post and will continue 
working for you for years. (Even if you hire someone to write it for you, it's still more affordable 
than a bus bench, plus it gives you search engine optimization benefits). 
 

 Switch the focus of your networking from potential customers to potential referrers. Talk to 
local business owners who meet people every day and build a relationship with them. Don't just 
tell them about your service, become a valuable part of their business by referring business to 
them and promoting their business. They'll reciprocate! 
 

 Incorporate the latest mobile-based social media tools to help you market your business on the 
fly, even when you only have a few seconds here or there. You can grow your business in 
significant ways while you wait in line at the drycleaners or while you're waiting for a dentist 
appointment. Twitter and Facebook are perfect for this and you can use a site like 
HootSuite.com to manage both of those at once. Waiting has never been more profitable! 
 

 Outsource your marketing to an internet marketing specialist who can build a targeted online 
presence. Because the content lives forever on the internet (but your bus bench or newspaper 
ad has an expiry date), there's a good chance that an internet marketing team can do more 
marketing (and more effective marketing) for less than what you are paying right now. 
 

 Work together with another professional who is not a direct competitor to double the 
effectiveness of your work while spending only half the time. (For example, if you are an 
Investment Representative and you work with a local Tax Attorney to blog together, you'll 
create a valuable marketing asset for both of you while only blogging half the time). 
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Problem	#2:	Not	sure	how	to	market	effectively	online	
 

Here's another marketing problem I frequently hear from financial and real estate professionals: The 
web is changing so quickly that they're not sure how to market effectively online. There are so many 
opportunities (like search engine optimization, Google Adwords, blogs, press releases, Facebook, 
Twitter, LinkedIn, plus a million more!!!). 

It's hard to know which marketing channels to focus on. And when to spend time on each channel. And 
how to make them work for you. 

What I see all the time are professionals who are so overwhelmed by the choice of marketing channels 
available that one of two things happen: They either don't do any online marketing at all because they 
are waiting for the "next one"; or, they try to take on a whole bunch all at once and aren't effective on 
any of them. (I confess that this was me a few years ago! I was trying to do everything and I was burning 
through revenue-earning time but not getting any more business). 

Since there's a giant ocean of potential marketing opportunities out there and financial and real estate 
professionals want to know specifically which marketing channels will give them the best bang for their 
buck. Understandably, you don't want to waste your time with marketing channels that take too much 
time or don't give a good return on your investment of time. 

So, which marketing channels should you choose and how do you use them most effectively? 
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Solutions	
 

There are a few solutions that can help you choose the right online marketing channels and then market 
more effectively in those channels. 

 Use metrics. Marketing can be fun because it's creative and very hands-on… so it feels like 
you're really getting a lot done. But activity does not equal accomplishment! It all comes down 
to just one question: How does this marketing channel contribute to your bottom line? If you 
cannot figure out exactly how it contributes to your bottom line, stop using it and try something 
different. This is one of the biggest problems with social media – people don't know how to 
measure the return on investment (ROI) for social media. But they exist and there are great 
tools out there to help. Check out Klout.com as one of the leaders in measuring social media 
effectiveness. If your company uses a CRM system, you might already have tools at your 
fingertips to measure.  
 
One of the easiest and cheapest ways to measure the success of your marketing is to simply ask 
every new client how they heard of you. They might tell you the thing that they remember at 
the time but probe a little deeper to find out other channels where they've seen you. 
 

 Figure out who your target market is and where they spend their time. Your target market 
tends to spend time in some online places and they don't spend time in others. Figure out 
where your target market is spending their time online and focus your efforts there. Even paid 
advertising at these sites will be more effective than free advertising elsewhere. For example, if 
you serve a market of retired people, find some online resources where retired people like to 
browse and then focus there. Don't worry about Twitter or Facebook if your target market isn't 
on those channels. Check out my blog post: 55 questions to answer when defining your sales 
funnel's target market. 
 

 Write out your sales funnel. Figure out the exact path that your potential clients take in order 
to go from never-heard-of-you to tell-all-their-friends-about-you. Once you know what your 
sales funnel is, you can configure all of your marketing to work within your funnel.  
Begin with the marketing channels you current use effectively. Figure out where they go in your 
sales funnel. (For example, do they capture the attention of a cold audience? Do they build your 
reputation? Do they convince prospects to become buyers?). Here's a great place to start: Check 
out my blog post Sales Funnels 101: How does a sales funnel work? 
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 Excel at the existing online marketing channels you use. If you are happy with the marketing 

channels you're using currently, and if they are providing a return on your investment, focus first 
on optimizing them. Figure out what is working and what isn't working. Then focus on the ones 
that are working and tweak them to work better. For example, if you notice that you get 100 
page views on blogs posts about "how to buy a home" and 50 page views on blog posts about 
"how to buy a house", focus on writing blog posts about "how to buy a home". Then, try 
different things to see if you can increase the page view even more. For example, try "how to 
buy a new home" or "how to buy the perfect home" or "how to buy your first home". See if 
those increase your page views. 
 
If you have too many marketing channels than you can realistically do in your day, pick a couple 
and turn up the heat on them. See if you notice any difference in your business by focusing just 
on a couple of them at a time. Then, 
 

 Identify a short-list of marketing channels you want to try next. As you come across new 
marketing channels, don't just sign up and try them. Rather, add them to your short-list and 
decide whether or not they are truly right for you. Ask yourself questions like: 

1. Does my target market spend time on this channel? 
2. Does this fit into my sales funnel? (Bonus points if it fills in a marketing gap that exists in 

your sales funnel!) 
3. Does this fit with my style and personality and brand? 

 
Once you answer these questions, explore the marketing channel and see how other people are 
using it. See if there is "room" for you or if it is already saturated with competitors. Once you are 
convinced that this new marketing channel is right for you, start using it.  
 

 Create a marketing plan for every marketing channel you use (or plan to use). Determine who 
will see that marketing and what they will be thinking about at the time. Then create messages 
that will resonate with the audience. Plan your marketing in that channel for 6 months or more. 
(A year is even better). That way, you can use the marketing channel and then just ignore it for a 
while and let it run on "autopilot" while you focus on other aspects of your business. 

  

http://aaronhoos.com


 
Four Critical Marketing Problems and How to Fix Them 
 

 
Aaron Hoos is a freelance writer and internet marketer for financial and real estate businesses. Learn more at 
AaronHoos.com. 
 
 © 2011 Aaron Hoos  

 

Problem	#3:	Not	enough	differentiation	from	competitors	
 

Okay, it's time for a hard dose of truth: Of all the problems that my financial and real estate clients face, 
this one is the most common AND it's the hardest for professionals to accept. 

Every financial and real estate professional approaches their marketplace with the desire to serve 
their clientele with excellence and wow everyone with good service. Those are great goals. 

Unfortunately, professionals rely on overused, underpowered slogans and taglines and brand 
statements to define who they are and what they do. For example, a real estate professional might say: 
"I will help sell your home with the same care and attention that I would sell my own home" or a 
financial professional might say: "I will monitor your portfolio with the same care and attention that I 
would monitor my own portfolio". 

These are true statements for real estate and financial professionals. The problem is: Every real estate 
and financial professional promises essentially the same thing. The words might be different but the 
promise is usually the same. (Or, worse yet, it's even more vague than that. For example, "You will love 
the service you get from me."). 

You may have the best intentions in the world but if you don’t stand out from the crowd with something 
different – with something that is uniquely you – then your clients won't remember who you are or 
think of you when they need your services. 

Don't misunderstand me: You SHOULD sell your client's home with the same care and attention that 
you would sell your own home. And you SHOULD monitor your client's portfolio with the same care and 
attention that you would monitor your own portfolio. But since every other professional is promising 
essentially the same thing, you need to offer those things PLUS something else. 
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Solutions	
 

Here are some ideas to help you stand out from the crowd.  

 Find a couple of online marketing channels and focus on them. Figure out what works for you 
and really OWN that channel. If you love Facebook and can make it work for you, then be THE 
BEST, MOST AUTHORITATIVE professional on Facebook. Get innovative. Try new things. Don't be 
afraid to make mistakes. Don't try to do everything on every channel. Just be excellent on one or 
two channels. 
 

 Narrow your niche. If you read the previous page of this report and said (guiltily) "that describes 
me" then one of the quickest and easiest ways to differentiate yourself from the crowd is to 
focus on a specific niche of people. Yes, narrowing your target market can actually increase the 
amount of business you get. It makes your marketing more effective (because you can target it 
better) and it increases referrals. For example, you can narrow quite effectively by gender, age, 
language, income, or industry. These get fast results. 
 

 Highlight what's unique. Your business may look the same as your competitors' businesses right 
now but there are unique aspects of your business. Usually, they have to do with you – your 
personality, your interests, your skills and background. Figure out what makes you unique and 
highlight that. It can be something about your industry (a financial professional might have 
extensive experience as a day trader before becoming an advisor, for example) or it can be 
something about your personality (maybe you love jazz or antique dolls or cooking).  Check out 
this helpful blog post: How to write a kick-ass USP. 
 
Once you've identified what is unique, make sure that unique element is evident in everything 
you do. If you're "the Jazz-loving Real Estate Professional" then make sure that a majority of 
your blogs and online articles have some jazz-related element in them. If you're "the Financial 
Advisor who is also a Chef", make sure you are wearing an apron and chef's hat in your photo. 
There ARE ways to do this effectively while still maintaining your professionalism, plus you'll 
skyrocket to the top of someone's memory when they need the services you provide. 
 

 If you do nothing else, ramp up the essentials. Great service and great value are, of course, 
important. Clients expect those things. But if you want to really stick in your previous clients' 
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minds, you need to do more. This is an interesting blog post on the topic: Want a competitive 
advantage? Offer the same products as everyone else. 
 

 If you're going to be the expert in something, BE AN EXPERT. You have the opportunity to be 
an expert in some aspect of your business. But do you highlight this expertise as much as you 
can? And can you back up your expertise if necessary? 
 
For real estate professionals, maybe you're an expert in foreclosures or first-time home-buyers 
or a specific location in the city. When you write your online marketing content, most of your 
content should be built around that expertise. A classic example is the real estate professional 
who says they are a "local neighborhood expert"… but you wouldn't know it from looking at 
their marketing. There is nothing about the neighborhood at all.  
 
For financial professionals, maybe you're an expert in a type of investment (bonds versus 
equities or blue chips versus penny stocks) or portfolio management for a specific demographic. 
When you write your online marketing content, most of your content should be built around 
that expertise.  
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Problem	#4:	Marketing	is	too	expensive	
 

There are a lot of competing professionals in the industry but there are only so many clients to go 
around. Each and every client that you have has been hard-won as a result of your marketing efforts and 
relationship-building efforts.  

Unfortunately, marketing can be expensive. The cost of a billboard or a bus bench or a flyer mail-out or 
an ad in the newspaper can really add up quickly. Even online marketing can be costly (for example, to 
buy a domain name, get a website designed and built, send out email newsletters, and maybe hire 
someone to create content for you). 

Marketing is expensive… but it's also necessary to generate leads so you can put on your winningest 
smile and build a relationship with them. 
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Solutions	
 

Here are some marketing ideas that can generate leads and help you to build relationships while 
keeping your costs down. 

 Articles and press releases cost nothing but can drive great leads. Thanks to the miracle of 
search engine optimization, you can create great content that costs you nothing to publish yet it 
drives HIGHLY TARGETED traffic to your website and helps you generate leads. 
 
Write an article and publish it on a site like ArticlesBase.com. Be sure to use keywords like "How 
to buy a home in [your community]" or "10 companies in [your community] that you should 
invest in". Write content that is useful to readers. Writing a list of tips or a series of steps is 
really easy and fun to write and readers love it. 
 
Write a press release and publish on a site like Free-Press-Release.com. Make sure your press 
releases are newsworthy and remember to include a location-based keyword in the content to 
help refine the traffic you get to your website. Here's a helpful blog post about press releases: 
Why was my press release rejected? 
 

 Find free tools and use them. There are lots of free tools out there for you to use. Google 
Trends to help you find trending topics, Google Keyword Tool to help you find the best keywords 
for your audience, Blogger.com or Posterous.com for blogs, Twitter and Facebook for social 
networking… the list goes on and on. 
 

 Blogs, Twitter, and Facebook can help you build a relationship. A lot of real estate and financial 
professionals use a website for their business – and that's okay for some aspects of your 
business – but a static website that doesn't change content very often doesn't lend itself to 
building relationships. A blog or a Twitter profile or a Facebook page all lend themselves really 
well to building a relationship because they allow you to post content and then that prompts 
engagement through comments (and "Likes" or Retweets, etc.). The amount of work you put 
into this really depends on you. And of course it doesn't replace in-person, face-to-face 
networking but it's a really nice way to augment it. 
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 Demonstrate your expertise easily with several content channels. You want to be seen as an 
expert in some aspect of your business and marketing online will allow you to do that easily and 
affordably. Financial professionals can use a site like StockTwits.com to help position themselves 
as experts in a particular type of trading. Real estate professionals can use a site like Storify.com 
to create valuable content about the communities they serve. 
 
Don't stop there! There are many other sites that allow you to demonstrate your expertise. A 
few that you should experiment are: Quora, Squidoo, NetVibes, and Google+. And don't just rely 
on doing the same-old-thing as everyone else. Spend some time to creatively develop new ways 
of using these sites. 
 

 Get sourced. A great way to build up your expertise is to become a quoted source. As the 
dampening economy makes headlines in local newspapers, this can become even easier for you. 
Check out HARO.com to become a source for journalists. Or, better yet, build a relationship with 
a local reporter and pitch a couple of ideas to them. 
 

 This is another good time to mention this tip: Work together with another professional who is 
not a direct competitor. You'll increase the effectiveness of your marketing and you'll half your 
costs. 
 

 The 2 secrets to getting the most value from your free marketing. There are many free 
marketing channels online. If you're thinking of using them, here are two tips that will make all 
the difference between success and mediocrity: 

1. Make sure you add value in everything you write. Figure out what your target 
market wants to read about and write that content over and over and over. 

2. Be consistent. You won't see immediate results with one blog post and one tweet 
and one Facebook post and one article. Instead, plan to create several of each and 
then interact with your readers. Online marketing is about building relationships 
and all relationships take time to nurture. 
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Conclusion	
 

Financial and real estate professionals face enough challenges without also have to deal with these 4 
critical marketing problems as well. Not all of these tips will work for every professional in every 
situation, but I hope you've found some tips that you can use to grow your business. 

If I can repeat one piece of advice, it's this: Re-read this report and find a couple of items you can 
incorporate into your schedule right away! Take action today! 

 

For more great ideas on marketing and growing your business, visit AaronHoos.com. 

 

I welcome your feedback! If you have any questions or comments or ideas, feel free to email me at 
aaron@aaronhoos.com. I'd love to connect with you. Don't forget, you can also follow me on Twitter 
and connect with me on LinkedIn. 
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