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Listing Features
1. Detailed description
2. Multiple photos
3. Virtual tours
4. Maps

Site Features 
1. Prosperity Search (IDX) 
2. Home value request 
3. Buyer instant notification 
4. Search-saver with e-mail 
5. Your listings 
6. Neighborhood info 
7. School info 
8. Home-buying info 
9. Home-selling info 

THE PATH OF THE CONSUMER ON THE INTERNET 

OFFLINE MARKETING
1. Yard Signs
2. Fliers and Brochures
3. Print Advertising
4. Direct Mail
5. Promotional Items
6. Business Cards
7. Word of Mouth

Agent’s Web sites
1. Main  2. Buyer  3. Seller  4. Niche

Active 
1. Database entry 
2. 8 x 8 program 
3. 33 Touch program 

Interactive 
1. Phone or e-mail 
    needs analysis 
2. Specific, ongoing 
    follow-up 

Passive 
1. Search-saver  
    with e-mail 

Lead Follow-Up System 

Active Buyer/Seller 

Agent’s Listings 

ONLINE RELATED  
SITES MARKETING 
1. Listing aggregators 
2. Directories 
3. Site advertising 
4. Third-party lead generators 

1 3 ONLINE SEARCH 
ENGINE MARKETING 
1. Paid Results (pay-per-click) 
2. Organic Results (search engine 
    optimization) 

Lead to Web sites
Lead to

Web sites

View Listings 

2 

1 2 3 

FIGURE 24 For every way to attract customers online, there is an equally effective method offl ine. 
When the two work together and you have a solid lead follow-up and conversion plan, your Web site 

can be at the center of successful lead generation.


