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Int roduct ion

YOUR BRAND MATTERS. 

From  the m om en t som eone com es in to con tact  w i th  

your  br and, a relat ionsh ip  star ts to for m . I t  star ts of f  

sim p ly  enough? a logo here, som e color s there? but 

u l t im ately, that  relat ionsh ip  cou ld  change the cour se of  

your  business. O ne by one, the signals you send pain t  a 

p icture of  who you are and why you ex ist . 

And i t 's up  to you to m ake sure you're send ing the r igh t  

signals. 

T hat 's a p ret ty  tal l  order  when  you consider  al l  the t im es 

and p laces peop le in ter act  w i th  your  br and. You cou ld  

spend al l  day, ever y day closely  m on i tor ing i t , and 

m istakes w i l l  st i l l  sl ip  th rough . An  agen t p r in ts out f lyer s 

w i th  an  old , outdated logo. A broker  for gets to update the 

fon ts and color s in  the latest  annual  repor t . 
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Int roduct ion

You th ink , "T here's got to be a better  way." T here's got to 

be a way to keep  ever yone m arch ing to the sam e beat, 

car r y ing the sam e f lag. And you're r igh t? there is. W e 

hope to i l lustr ate that  in  th is gu ide by lay ing the 

foundat ion  for  great br and ing and giv ing you a chance to 

evaluate and ref lect  on  where you are today, and where to 

go f rom  here. 

T h is i s for  the m ar ket ing d i rector s who wan t to p rotect  

and elevate thei r  agency 's br and. T he gr aph ic designer s 

who know thei r  t im e can  be better  spen t than  updat ing 

another  newslet ter . T he br and m anager s who under stand 

the power  of  a stor y  wel l - to ld . 

Your  br and matters. And i f  you're ready to bu i ld  and grow 

that br and in to a consisten t, com pel l ing force that d r ives 

your  business, th is gu ide is for  you.
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Branding 
Quizzes

CHAPTER TWO:
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W h ich  areas of  br and ing should  your  agency focus on? W e?ve 

p repared 5 m in i -qu izzes based on  the con ten t of  th is gu ide that 

should  help  you evaluate your  br and 's strengths and 

weaknesses. T h ink about these quest ions as you read th rough  

the gu ide, and pay special  at ten t ion  to the areas where you 

not ice your  br and cou ld  im prove. 

SECTION 1: BRAND IDENTITY (CH.3)

TAKE THIS QUIZ ONLINE

1. What is brand identity design?

2. Does your brand consistently use the same logo?

3. Do you have access to contextual versions of your logo?  

4. Are all internal company communications delivered using the 

same font?

5. Do all marketing materials (ads, print, digital) share a similar 

look &  feel?
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6. Are your organization?s core values &  mission prominently 

displayed for employees?

7. H ow developed is your brand?s voice?

SECTION 2: BRAND MANAGEMENT (CH.4)

TAKE THIS QUIZ ONLINE

1. What is brand management?

2. Does your organization use online software to store &  share 

brand assets? 

3. On the whole, how well do partners &  vendors represent your 

brand?

4. Do you provide partners &  vendors with brand assets such as 

logos &  colors?

5. Is your brand represented consistently on social media?

6. When you consider your organization?s brand, how 

well-known is it in all the places and markets that you serve?

7. Who in your organization has primary responsibility to 

manage &  protect how your brand is used?
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SECTION 3: BRAND CONSISTENCY (CH.5)

TAKE THIS QUIZ ONLINE

1. Consider the consistency of your brand in all the places it 

appears. I s it consistent or inconsistent? 

2. H ow would you rate your brand guidelines in the following 

areas?

a. H ow cur ren t they are 

b. H ow easy they are to f ind  

c. H ow ef fect ive they are 

d . H ow easy they are to fol low 

3. H ave you discovered instances of employees ?going rogue? and 

creating materials that don?t conform to brand standards?

4. H ow often are materials created that don?t conform to brand 

guidelines?

5. Are your branded materials protected from unauthorized 

changes? H ow so?

6. In what formats do your branding guidelines exist?  

7. I f your brand was always presented consistently, how much do 

you estimate that your organization?s revenue would increase?
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SECTION 4: SALES ENABLEMENT (CH.6)

TAKE THIS QUIZ ONLINE

1. Do your agents have access to branded templates they can 

update and use during the sales cycle?

2. H ow much time does your graphic designer or design team 

spend on updating existing materials?

3. H as your designer or design team expressed frustration about 

feeling overwhelmed or being a bottleneck?

4. Which people are able to create or modify branded marketing, 

communication &  sales materials? 

5. Where is the biggest bottleneck in your current creative 

process?

6. H ow long does it take your marketing or design team to 

deliver on requests for new materials?

7. H ow long does it take your marketing or design team to 

deliver on requests for updated or customized materials?

SECTION 5: PRINT & DIGITAL COLLATERAL (CH.7-8)

TAKE THIS QUIZ ONLINE

1. Which of the following print materials does your agency 
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regularly use? 

a. Brochures

b. Postcards

c. Flyer s

d . L etter head

e. Business cards

2. Which of the following digital materials does your 

organization regularly use? 

a. Banner  ads

b. Social  m ed ia gr aph ics

c. Sl ide p resen tat ions

d. PD F docum en ts

e. N ewslet ter s

3. Does your agency provide agents with branded business cards 

or business card templates?

4. Who is responsible for creating social media content, including 

graphics?

5. Do your brand guidelines cover digital colors (RGB) and print 

colors (CM YK)?

6. Does your agency use ?form- fill? software to create marketing 

materials?
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7. H ow often does your brand update its printed materials 

(manuals, banners, brochures, posters, etc.)?

REVIEW YOUR ANSWERS

H ow d id  you do? W ere som e areas m ore p roblem at ic for  your  

br and than  other s? 

Important note! T hese qu izzes are not m ean t to be taken  as a 

?pass or  f ai l? assessm en t of  your  br and?s value. Rather , they?re 

designed to gauge the chal lenges and oppor tun i t ies your  br and 

m igh t be f acing today in  order  to p rov ide the best 

recom m endat ions.

N ow that you know wh ich  br and ing areas to p r ior i t i ze, let?s 

d ive in .

14
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Brand 
Ident ity 
Design

CHAPTER THREE:
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M ar ket ing m aster m ind Seth  God in  once def ined a br and 

as ?the set of  expectat ions, m em or ies, stor ies and 

relat ionsh ips that , taken  together , accoun t for  a 

consum er ?s decision  to choose one p roduct or  ser v ice 

over  another .? And that?s a great, al l - encom passing 

def in i t ion  that  acknowledges the in tangible aspects of  

what m akes a br and.

But there are also tangible assets that  p lay a hugely  

im por tan t role in  com m un icat ing what your  br and is 

about? l i ke your  logo. T hese assets f al l  in to a sub-sect ion  

of  br and ing cal led  br an d  i den t i ty  desi gn .

Br and iden t i ty  i s the f ace of  the br and. I t?s the v isual  

com ponen t that  represen ts al l  those lar ger  em ot ional  and 

ph i losoph ical  t r ai ts. I t  includes logos, typogr aphy, color s, 

packaging and m essaging, and i t  com plem en ts and 

rein forces the ex ist ing reputat ion  of  a br and. 

https://www.lucidpress.com/pages/industries/higher-ed?utm_source=templatize-design-campus-ebook-dwnld


Br and iden t i ty  at t r acts new custom er s wh i le m ak ing 

ex ist ing custom er s feel  at  hom e. I t?s both  outward-  and 

inward- facing. 

IT?S VITAL THAT BRAND IDENTITY BE CONSISTENT.

Because i t  r epresen ts and rein forces the em ot ions of  a 

br and, the m essage por tr ayed by br and iden t i ty  design  

needs to be clear , and i t  needs to be the sam e no m atter  

where i t?s d isp layed.

For  real  estate br ands, th is i s t r em endously  im por tan t. 

Cl ien ts are look ing for  som eone they can  tr ust  w i th  thei r  

l i f e-changing purchase decisions. W hen  they encoun ter  

an  inconsisten t br and, i t  sends them  a m essage? and not 

a good one. I t  tel ls them  that th is br and doesn?t take i tsel f  

ser iously  enough  to tel l  the sam e stor y. T hey wonder  

what other  inconsistencies l ie beneath  the sur face. H ow 

can  they tr ust  your  agency to fol low th rough  on  i ts 

p rom ises when  your  br and iden t i ty  keeps sh i f t ing?

To m anage br and iden t i ty, agencies need a system  that 

helps them  stay consisten t wh i le st i l l  hav ing the speed 

and f lex ibi l i ty  to succeed in  today?s m ar ket. Com ponen ts 

of  th is system  m igh t include a sty le gu ide, br and 

m anagem en t sof tware, and em ployee tr ain ing.
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N ow that we have our  def in i t ions, let?s take a look at  the 

m ain  com ponen ts of  br and iden t i ty  design . As you read, 

take inven tor y of  your  br and?s assets and m ake note of  

any gaps and oppor tun i t ies you d iscover.

INTERNAL BRAND IDENTITY

T hese f ive assets aren?t usual ly  shared w i th  the publ ic, but  

they should  be ev iden t in  al l  that  you do. T hese are the 

core values and m ission  that d r ive your  agency toward  

success, and they set the tone for  how agen ts, par tner s 

and custom er s should  be treated .

T he five are:

1. Br and pur pose

2. Posi t ion ing statem en t

3. Value p roposi t ion

4. M ar ket ing per sonas

5. Key m essaging

BRAND PURPOSE

W hat i s your  or gan izat ion  here to do? T he br and pur pose 

(also cal led  a m ission  statem en t) al igns ever yone beh ind  

the sam e v ision . I t  shou ld  express the values and goals of  

19
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the or gan izat ion , wh ich  m ay evolve over  t im e. T h is 

single sen tence should  rem ain  relevan t for  around 10  

year s.

Examples:

- ?M etro Broker s is com m i t ted  to p rov id ing the 

f inest  f u l l - ser v ice real  estate broker age by 

em ploy ing the m ost p rofessional , wel l - t r ained and 

eth ical  r eal  estate p r act i t ioner s in  the nat ion .?

- ?T he m ission  of  the SRES Counci l  i s to p rom ote 

m em ber  success by p rov id ing h igh  qual i ty  t r ain ing 

and tools necessar y to posi t ion  the SRES designee 

as the t r usted  real  estate resource for  the sen ior  

m ar ket.?

- ?To enable real  estate p rofessionals to m ake m ore 

m oney in  less t im e wh i le exceed ing the 

expectat ions of  hom e buyer s and sel ler s.? 

(M arket Leader Inc.)

POSITIONING STATEMENT

T he posi t ion ing statem en t i s an  expression  that def ines 

your  br and?s m ost com pel l ing benef i t . Un l ike the br and 

pur pose, a posi t ion ing statem en t i s m ade w i th in  the 

con text  of  the m ar ket and your  com pet i tor s. Because of  

th is, i t?l l  l i kely  rem ain  relevan t for  on ly  about 18 m on ths.
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Examples:

- ?N or r is &  Com pany Real  Estate is Vero Beach?s 

p rem ier  upscale real  estate f i r m . T hey special i ze in  

luxur y water f ron t hom es and condom in ium s, 

par t i cu lar ly  in  Vero Beach  and I nd ian  River  

Coun ty, FL .?

- ?Establ ished in  1965, L incoln  Proper ty  Com pany 

develops and m anages residen t ial  com m un i t ies, 

r etai l , com m ercial , of f i ce, industr ial  and 

m ixed-use developm en ts in  Texas and the 

southwester n  Un i ted  States. L incoln  Proper ty  

Com pany is cur ren t ly  one of  the lar gest 

developm en t and m anagem en t com pan ies for  

m i l i tar y  f am i l ies of  al l  br anches of  the ser v ice.?

Fu r th er  r ead in g

3 steps to bu i ld  br and consistency  of fer s a step-by-step  

p rocess to th ink th rough  your  pur pose and posi t ion ing 

statem en t.

VALUE PROPOSITION

W hat are the key features and benef i ts of  your  br and, 

p roducts and ser v ices? H ow does your  agency d i f fer  f r om  

the rest , and what m akes you the better  choice? T hese are 
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tough  quest ions, but the answer s are invaluable. I n  

m ar kets where p roper t ies and ser v ices are sim i lar , your  

br and of fer s one way to be un ique.

MARKETING PERSONAS

Real  estate th r ives on  relat ionsh ips, especial ly  those bu i l t  

in  per son . But, you?re not always f ace- to- f ace w i th  your  

cl ien ts, especial ly  when  you?re creat ing m ar ket ing 

m ater ials. I n  those cases, i t  helps to have wel l -def ined 

m ar ket ing per sonas. H aving a clear  concept of  who 

you?re m ar ket ing to w i l l  help  you and your  team  

prom ote a consisten t, r esonan t br and m essage.

Consider these traits:

- Job t i t le &  incom e

- Age, gender, locat ion

- Educat ion  level

- Fam i ly  &  hobbies

- Values &  fear s

- Goals &  chal lenges

- H ow you can  help

KEY MESSAGING

W hat language resonates m ost w i th  your  aud ience? 

M ar ket research , l i ke sur veys and focus groups, can  

22



h igh l igh t  what real ly  m atter s to your  cl ien ts. O nce you?ve 

d iscovered what wor ks, key m essaging helps to 

standard ize the f r am ewor k and ph r ases that d r ive your  

poin t  hom e.

Fu r th er  r ead in g

T he 7 key elem en ts of  br and iden t i ty  design

EXTERNAL BRAND IDENTITY

O nce you have an  in ter nal  br and iden t i ty, i t  becom es 

easier  to design  an  exter nal  br and iden t i ty  that  shows the 

wor ld  what you?re about.

T hese f ive assets w i l l  r epresen t your  br and wherever  i t  

goes: on l ine, in  p r in t , and even  in  per son . T hey?re the 

m ost v isible,and the m ost recogn izable. Un for tunately, 

they?re also the m ost vu lner able to inconsistency, because 

so m any peop le need to use them .

T he five include:

- N am e &  logo

- Slogans &  tagl ines

- Color  palet tes

- Typogr aphy

- Tone &  voice
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NAME & LOGO

T he br and v i tals. Good ones stand out because they?re 

m ean ingfu l  and m em or able. Because logos are the asset 

that  gets used and shared the m ost, i t?s doubly  cr i t i cal  to 

m ake sure ever yone has access to cur ren t, approved 

ver sions.

Suggested files:

- H igh - res EPS f i le for  p r in t

- M ed- res T IFF f i le for  of f i ce use

- L ow- res JPG or  PN G for  web

Suggested variations:

- Color

- Black-and-wh i te

- ?Rever sed-out? (for  dar k backgrounds)

- Favicon  &  app  icons

Fu r th er  r ead in g

I t  doesn?t happen  of ten , but i f  a new nam e is on  the table, 

check out our  post on  how to p ick a great br and nam e.
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SLOGANS & TAGLINES

Slogans and tagl ines are m ost ly  used in  adver t i sing. Good 

ones are im pactfu l  and easy to recal l . Af ter  al l  the care 

put in to ref in ing these shor t  ph r ases to per fect ion , i t?d  be 

a waste not to use them  proper ly.

Examples:

- ?Above the Crowd? (RE/M AX)

- ?L et Us Guide You H om e? (Compass)

- ?Sm ar ter , Bolder , Faster ? (Century 21)

- ?W e'l l  Get You M oving? (Allen Tate)

- ?W here D ream s Com e H om e? (Corcoran)

Fu r th er  r ead in g

I f  your  cur ren t slogan  feels stale and out-of -date, r ev iew 

our  t ips on  how to wr i te a rock-sol id  tagl ine.

COLOR PALETTES

Accord ing to a repor t  t i t led  Impact of Color on M arketing, 

up  to 90 % of  a custom er ?s im m ediate judgm en t about a 

br and or  p roduct i s based solely  on  color . Your  br and?s 

color  palet te i s an  essen t ial  par t  of  i ts stor y  and v isual  

iden t i ty. T hey set the tone for  your  aud ience.
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Color s have m ar ked psychological  ef fects on  us; they can  

im pact our  though ts and feel ings ei ther  posi t ively  or  

negat ively. I n  another  repor t  t i t led  Exciting Red and 

Competent Blue, i t?s said  that  they can  even  af fect  our  

purchasing p references.

Clear ly, color  coun ts? wh ich  m eans consistency is 

cr i t i cal . W h i le in  older  days, know ing your  Pan tone 

shades was enough , m anaging color  palet tes has becom e 

m ore com pl icated  in  the d igi tal  age. H ex codes are 

requ i red  to br ing your  color  palet te to the web, and i f  

you wan t to m ar ket any th ing in  p r in t , you need to know 

your  CM YK color s, too.

Fu r th er  r ead in g

T he im por tance of  color  in  br and stor y tel l ing

TYPOGRAPHY

Typogr aphy p lays a un ique role in  your  br and iden t i ty, 

and near ly  no f acet of  design  causes m ore con trover sy 

than  fon t choice. (For  exam ple, when  you next get a 

chance, ask a designer  for  thei r  though ts on  H elvet ica.)

I t?s m ore than  fon ts, though . W hen  used ef fect ively, 

typogr aphy can  catch  and keep an  aud ience?s at ten t ion . 
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T he size, shape &  p lacem en t of  d i f feren t fon ts w i l l  

enhance your  m essage and d i rect  the focus to where you 

wan t i t  m ost.

Strong br ands consisten t ly  wor k w i th  a selected  set of  

fon t  sty les that  appear  in  ever y th ing they p roduce. T h is 

helps them  bu i ld  a per sonal i ty  and del iver  m essaging 

m ore ef fect ively.

For  exam ple, N ike uses bold , blocky let ter s in  i ts 

adver t i sing. L ike the logo, th is fon t  gives the im pression  

of  strength  and m ovem en t? per fect  for  a spor ts apparel  

com pany that ur ges i ts aud ience to ?just  do i t .? Im agine 

how m uch  the im pact of  that  sen t im en t would  be 

lessened i f  the br and used l igh t , lowercase let ter s.

Put sim p ly, the fon t you use can  enhance or  under m ine 

your  m essage. Too m any br ands p lay f ast  and loose w i th  

typogr aphy because i t?s hard  to en force, but i t?s a br and 

elem en t that  requ i res consistency to be ef fect ive.

Fu r th er  r ead in g

Im prove UX by using typogr aphy l i ke a p ro
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TONE & VOICE

Br and voice is the condui t  th rough  wh ich  you 

com m un icate who you are, what you do, and what you 

can  of fer . I t?s the m ed ium  that your  cl ien ts (and the 

publ ic) use to get to know you, and develop ing a strong 

voice w i l l  increase br and recogn i t ion  and loyal ty. Gett ing 

i t  w rong, on  the other  hand, can  tur n  your  br and ing in to 

a constan t uph i l l  st r uggle.

W e al l  have our  own  voice, and tones can  var y w i th  

con text . H owever, when  represen t ing a br and, m ul t ip le 

voices and asynch ronous tones are con fusing. Your  br and 

needs a d ist inct  voice that expresses i ts per sonal i ty.

T h ink of  a few key words that descr ibe the per sonal i ty  

you?re aim ing for : ?I nsp i r ing, knowledgeable and for m al? 

or  ?Asp i r at ional , tan tal i zing and passionate,? for  exam ple. 

O nce you?ve nai led  down  a clear , succinct  under stand ing 

of  your  in tended voice, m eet w i th  your  team  and d iscuss 

i t  so that  ever yone?s on  the sam e page.

Fu r th er  r ead in g

D evelop ing a br and voice as an  arch i tecture or  design  

business
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Al l  of  these elem en ts wor k together  to bu i ld  a hol ist i c 

p icture of  your  br and. Ever y p iece of  your  business 

should  al ign  w i th  your  br and ing to del iver  a f am i l iar  

exper ience to your  cl ien ts ever y t im e they in ter act  w i th  

you. T he strongest br ands, essen t ial ly, are the ones who 

lear n  to tel l  thei r  stor y  com pel l ingly  and consisten t ly  

over  t im e.
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Brand 
Management

CHAPTER FOUR:

31

WHAT IS BRAND MANAGEMENT? 

T he ter m  is sl igh t ly  m islead ing. Br ands aren?t m erely  

m anaged? they?re shaped, gu ided and cu l t ivated  over  

t im e. Al though  you can?t con trol  ever y exper ience a 

per son  has w i th  your  br and, you can  dr ive and in f luence 

thei r  percep t ion . Br and m anagem en t w i l l  help  you 

establ ish , posi t ion  and m ain tain  your  br and?s im age in  

the eyes of  your  custom er s. 

T he task is enor m ous, but i t  m igh t be easier  to 

conceptual ize i f  we break i t  down  in to phases: 

estab l i sh i n g, p osi t i on i n g and m ain tai n i n g the br and. 

ESTABLISH THE BRAND 

T h is i s the creat ion  phase, where al l  the assets out l ined in  

the p rev ious chapter  are dr af ted , i ter ated  and f inal i zed. I t  

encom passes the big ideas about your  br and as wel l  as the 

n i t ty -gr i t ty  detai ls of  logos, fon ts and color s. T h is phase 

https://www.lucidpress.com/pages/industries/higher-ed?utm_source=templatize-design-campus-ebook-dwnld


should  have a def in i t ive beginn ing and end, w i th  a strong 

br and iden t i ty  as the resu l t . 

I f  you join  an  agency af ter  the br and has been  

establ ished, you p robably  won?t par t i cipate in  th is 

phase? that i s, un less you?re f aced w i th  the for m idable 

p rospect of  r ebr and ing. 

POSITION THE BRAND 

T h is i s the com m un icat ion  phase, where sales and 

m ar ket ing help  to spread the word  and bu i ld  

expectat ions around your  br and. Each  p iece of  

com m un icat ion  m ust al ign  w i th  the br and iden t i ty  

establ ished in  the creat ion  phase, wh ich  m eans ever y 

br and p layer  needs easy access to cur ren t br and assets. 

N o one should  have to waste t im e tr ack ing down  assets or  

creat ing thei r  own  facsim i les. T h is i s the per fect  t im e to 

m ake sure your  assets are w idely  avai lable to anyone who 

uses them . O ther w ise, your  ef for ts to create a strong 

br and iden t i ty  are severely  d im in ished. 

MAINTAIN THE BRAND 

O nce your  br and has gone to m ar ket and is resonat ing 

w i th  an  aud ience, i t?s t im e to m ove in to the m ain tenance 
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phase. You should  m on i tor  what?s said  about your  br and 

on l ine, includ ing social  m ed ia posts and rev iews, so that 

you can  jum p in  where appropr iate. T hese are 

oppor tun i t ies to rein force your  br and w i th  loyal  

custom er s and to im prove br and percep t ion  when  a 

custom er  has had a poor  exper ience. 

Fu r th er  r ead in g

4 easy t ips for  ef fect ive on l ine br and m anagem en t 

T he m ain tenance phase also includes br and hygiene: 

m ak ing sure that assets are updated and avai lable for  new 

channels and m edium s.

Posi t ion ing and m ain tain ing the br and are phases 

w i thout d ist inct  conclusions. M ost br ands w i l l  m ove back 

and for th  between  them  as they execute m ar ket ing 

cam paigns. Picture them  as a cycle, where posi t ion ing is 

proact ive and m ain tenance is react ive. T hese two phases 

com plem en t each  other  to del iver  a consisten t, 

com pel l ing br and m essage. 
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BRAND MANAGEMENT IN THE DIGITAL WORLD 

T he in ter net has tr ansfor m ed br and m anagem en t, and 

i t?s m uch  m ore involved today than  i t  was a coup le 

decades ago. Br ands have a lar ge num ber  of  channels to 

del iver  thei r  m essage? and custom er s have the abi l i ty  to 

voice thei r  op in ions m ore power fu l ly  than  ever  before. 

Consider  th is: 93% of  custom er s read on l ine rev iews 

regu lar ly, and 80 % of  them  say they?re in f luenced by 

thei r  on l ine research . 

H ere?s another  one: 88% of  custom er s would  be less l i kely  

to buy f rom  a br and that has unanswered com plain ts on  

social  m ed ia. 

I f  you aren?t par t i cipat ing and dr iv ing these 
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conver sat ions on l ine, your  si lence cou ld  be k i l l i ng your  

br and?s im age. 

But i t?s not just  the response that m atter s? i t?s the stor y  

your  responses tel l . Your  websi te and social  m ed ia 

channels are extensions of  your  br and, and consistency 

m atter s on l ine just  as m uch  as i t  does in  the physical  

wor ld . A lack of  consistency w i l l  m ake your  br and less 

m em or able and less t r ustwor thy. 

Again , we f ind  that em power ing your  agen ts w i th  a 

strong br and iden t i ty? and cr ucial ly, the tools to 

represen t i t  wel l? is a cor ner stone of  success and fu ture 

growth . 

DIGITAL ASSET MANAGEMENT 

Per haps the biggest im pact the in ter net has had on  br and 

m anagem en t i s the way we or gan ize and share br and 

assets across a var iety  of  channels. 

W hen  br and m anagem en t was popular ized in  the 1960 s, 

a com pany?s m ar ket ing was hand led  by a t iny group  of  

t r ained exper ts. Copy and ar t  were p roduced to ver y 

str i ct  speci f i cat ions, del ivered to p r in t ing p resses, then  

shared w i th  a m ass aud ience on  bi l lboards, p r in t  ads and 

telev ision . Con trol l ing consistency wasn?t ver y d i f f i cu l t  
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because al l  the m ar ket ing passed th rough  the sam e few 

hands. 

Even  a decade or  so ago, on l ine br and m anagem en t was 

fai r ly  sim p le. I f  you launched an  on l ine adver t i sing 

cam paign  in  20 0 0 , you basical ly  had th ree channels to 

wor r y  about: your  websi te, your  em ai ls, and banner  ads. 

T here was no Facebook, no AdW ords, and no panop ly  of  

d igi tal  ser v ices l i ke we have today. 

W eb 2.0 ? w i th  al l  i ts social  m ed ia and adver t i sing 

networ ks? has m ade br and m anagem en t in f in i tely  m ore 

com plex. Rather  than  m ass m ed ia, you have segm en ted 

channels. Rather  than  a t iny group  of  m ar ket ing exper ts, 

you have a whole networ k of  peop le p roducing con ten t 

for  your  br and. T h ink about i t : m ar ket ing, sales, publ ic 

relat ions, hum an  resources, vendor s, par tner s, agencies... 

Today, near ly  everyone i s a m ar keter . 

T he p roblem  is, not  ever yone knows how to create 

con ten t that?s on -br and. 

O ne way to com bat th is p roblem  is d i gi tal  asset  

m an agem en t. DAM  sof tware acts as a reposi tor y  for  

br anded f i les. (T h ink SharePoin t  or  Google D r ive.) By 

col lect ing these resources al l  in  one p lace, anyone who 

needs to use a logo or  a let ter head can  access them . User s 
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log in to the database, down load the f i les they need, and 

go on  thei r  way. 

Even  though  th is i s m i les better  than  tr ad ing f i les v ia 

em ai l? or  bik ing across town  to del iver  a logo on  f i lm  

l i ke in  the old  days? i t  st i l l  leaves the p roblem  

hal f - solved. Agen ts can  down load logos, fon ts and 

docum en ts, but  do they know how to use them  in  a way 

that 1) dem onstr ates good design , and 2) m ain tains br and 

com pl iance? I f  you?ve w i tnessed stretched logos and 

clash ing color  palet tes, you al ready know the answer. 

?O kay,? you m igh t be th ink ing, ?So som etim es an  agen t 

uses the wrong color s or  too m any fon ts. W hat?s the big 

deal?? I t  m igh t seem  l i ke sm al l  potatoes? is there real ly  

any har m  in  hav ing an  inconsisten t br and? 

W el l , that?s a good quest ion? and we in tend to answer  i t  

in  the next chap ter . 
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?A brand is a living 

entity? and it is enriched or 

undermined cumulatively over 

time, the product of a thousand 

small gestures.?

? M ichael  Eisner, for m er  CEO  of  D isney



Brand 
Consistency

CHAPTER FIVE:

39

Your  br and is shaped ever y day by the thousand sm al l  

gestures cl ien ts get f r om  your  com pany. A gesture m igh t 

be an  in ter act ion  w i th  one of  your  agen ts, a post on  your  

br and 's Facebook page, or  a d i rect  m ai l  postcard .

I f  al l  these th ings con tr ibute to bu i ld ing your  br and, i t 's 

v i tal  to be consisten t w i th  the m essage that each  gesture is 

com m un icat ing.

W hat im pact does br and consistency (or  inconsistency) 

have on  your  business? W e've asked our selves the sam e 

quest ion? then  we set out to answer  i t .

W or k ing w i th  a research  f i r m  cal led  D em and M etr ic, 

L ucidpress publ ished a repor t  cal led  T he Impact of Brand 

Consistency. Together  we sur veyed over  20 0  sen ior  
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m ar ket ing leader s at  com pan ies of  al l  industr ies and 

sizes, ask ing them  how consisten t thei r  br and m ar ket ing 

was. W e also exp lored thei r  bel ief s about the im pact and 

value of  br and consistency.

- D ow n load  th e r ep or t

Analyzing the data f r om  th is study p rov ided sever al  key 

f ind ings:

Compliance

- N ear ly  90 % agree that i t?s im por tan t to p resen t 

thei r  br ands consisten t ly  in  al l  the p laces peop le 

m igh t encoun ter  them ?  but less than  h al f  are 

doing so.

- Fur ther , less than  10 % say that thei r  br and 

p resen tat ion  is ver y consisten t.

- Alm ost al l  or gan izat ions have br and ing gu idel ines, 

but on ly  a qu ar ter  have for m al  gu idel ines that are 

consisten t ly  en forced.

- O ver  60 % repor t  that  m ater ials are always, of ten  or  

som et im es created that don?t con for m  to br and 

gu idel ines.
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- N ear ly  h al f  r epor t  that  i t  takes a week or  m ore to 

f u l f i l l  r equests for  new br anded m ater ials.

Impact

- 71% say that the greatest  negat ive im pact of  

inconsisten t br and ing is that  i t  creates con fusion  in  

the m ar ket.

- Consisten t br ands are 3-4x  m ore l i kely  to en joy 

excel len t  v isibi l i ty  than  those w i th  inconsisten t 

p resen tat ion .

- O r gan izat ions w i th  br and consistency issues 

est im ate, on  aver age, a 23% i n cr ease i n  r even u e i f  

thei r  br and was always p resen ted consisten t ly.

Consisten t br ands are m ore v isible, and h igh ly  v isible 

br ands act  l i ke m agnets, at t r act ing custom er s wh i le 

convey ing the br and p rom ises, rein forcing value, and 

encour aging loyal ty. Careless or  inconsisten t p resen tat ion  

of  your  br and robs i t  of  these power s? and as a resu l t , 

you m iss out on  cl ien ts, sales and revenue.

M anaging a br and wel l  by p resen t ing i t  consisten t ly  has a 

real  im pact on  growth . Im agine dr iv ing a 23% l i f t  i n  

r even u e just  by en forcing br and com pl iance. T h is 
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f ind ing alone should  com pel  any agency to m ake br and 

consistency a h igh  p r ior i ty.

But before your  agency can  im prove i ts br and 

consistency, you have to under stand where you are 

today. And when  i t  com es to creat ing br anded con ten t, 

m ost agencies tend to f al l  in to one of  two tr aps: the ?W i ld  

W est? and the br and p r ison .

THE ?WILD WEST?

Com ic Sans on  your  f lyer s. Br igh t  p ink and or ange 

Tw i t ter  gr aph ics. L ogos stretched as f ar  as the eye can  

see. W elcom e... to the w i ld , w i ld  W est.

T h is i s what happens when  there?s no for m al ized system  

of  br and gu idel ines? or, even  i f  those gu idel ines do ex ist , 

they?re not act ively  being en forced. I f  your  agency 

doesn?t have a designated br and cham pion , i t?s up  to each  

agen t to m ake sure the br and is represen ted consisten t ly. 

I n  other  words: i f  i t?s ever yone?s job, i t?s no one?s job. T h is 

i s the per fect  r ecipe for  poor  br and consistency.

I s your  agency tum bl ing th rough  the W i ld  W est? I f  so, 

you?l l  not ice these char acter ist i cs:

- N o br and gu idel ines (or  gu idel ines are not 

en forced)
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- Ever yone creates thei r  own  con ten t w i thout 

gu idance or  d i rect ion

- Br and p resen tat ion  is h igh ly  inconsisten t

T im e to chal lenge th is m indset to a showdown , because 

th is town  just  ain?t big enough  for  the both  of  you.

THE BRAND PRISON

O n the other  side of  town , there is com plete and total  

lockdown . L eave your  pens and docum en ts at  the door, 

because in  the br and p r ison , on ly  the guards have the 

r igh t  to be creat ive. H ope you d idn?t have any big ideas.

T h is i s what happens when  no one can  create br anded 

con ten t excep t for  cor por ate m ar ket ing or  design  team s. 

And wh i le that  m igh t have wor ked in  the old  days? and 

for  cer tain  types of  br ands today? i t?s an  undue burden  

for  m oder n  real  estate br ands. W ho has t im e to wai t  a 

week or  m ore for  an  updated brochure design , p roper ty  

f lyer , or  Facebook im age? N ot on ly  that , but  agen ts 

usual ly  en joy add ing som e per sonal  f lai r  to thei r  

m ar ket ing col later al . Un for tunately, the com pany has 

decided that i t?s too r i sky to t r ust  i ts em p loyees w i th  any 

br and ing whatsoever.
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I s your  agency stuck in  the br and p r ison? I f  so, you?l l  

not ice these char acter ist i cs:

- Cor por ate creates al l  con ten t (bott leneck)

- D esigner s are over loaded and stressed

- Em ployees of ten  ?go rogue? and create thei r  own  

con ten t

T im e to gather  your  al l ies and m ap an  escape route, 

because i t?s t im e to break out of  th is jo in t .

Fu r th er  r ead in g

H ow to sur v ive the dem ocr at izat ion  of  con ten t creat ion

N ow, in  con tr ast , im agine a wor ld  where agen ts, adm in , 

par tner s &  vendor s are em powered to create custom ized 

and beaut i f u l ly  br anded m ater ials al l  on  thei r  own . T hese 

are the or gan izat ions that have escaped the W i ld  W est 

and the br and p r ison . T hey 've recogn ized and em br aced 

the wor ld  of  m oder n  br and ing by em power ing thei r  

team s w i th  the tools and p rocesses needed to create 

consisten t, on -br and con ten t.
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T hese are the consisten t, h igh ly  v isible br ands who w i l l  

cap ture the m ar ket?s hear ts and m inds... and thei r  wal lets.
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Sales 
Enablement 

CHAPTER SIX:

47

WHAT IS SALES ENABLEMENT?

For  real  estate, sales en ab lem en t i s the p rocess of  

p rov id ing your  broker s and agen ts w i th  the in for m at ion  

and tools they need to m ar ket, sel l  and lease p roper ty  

m ore ef fect ively.

T h is p rocess involves creat ing system s and m ater ials that  

w i l l  em power  your  sales team s to take advan tage of  the 

tools, data and in for m at ion  avai lable to them ? and to do 

so in  a way that i s both  t im e-  and cost-ef fect ive.

I n  the past (and p resen t, in  m any com pan ies), agen ts and 

broker s have rel ied  on  a sm al l  team  of  gr aph ic designer s 

who str uggle to tur n  around creat ive requests qu ick ly  

enough . T h is creates a bott leneck, where over wor ked 

designer s bu i ld  up  a back log and leave desper ate sales 

reps wai t ing.
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Subsequen t ly, sales reps end up  creat ing thei r  own  

con ten t, of ten  m isusing the logos, color s and im ager y 

that  m ake up  the com pany?s br and. T h is p r act ice is 

sim p ly  poor  br and m anagem en t, and i t?s becom ing 

harder  for  m ar keter s and m anager s to pol i ce.

W i th  designer s and agen ts using a r ange of  p rogr am s 

com pany-w ide? f rom  professional  gr aph ic sof tware l i ke 

I nD esign  to som eth ing w i th  basic design  capabi l i t ies l i ke 

M icrosof t  W ord? consistency is im possible. W i th  so 

m any d i f feren t f i les stored across the networ k , keep ing 

tr ack of  the var ious docum en ts and thei r  m any ver sions 

is a chal lenge.

W i th  today?s technology and sof tware, i t  shou ldn?t be so 

d i f f i cu l t . T here are web-based p lat for m s that can  ser ve as 

a gr aph ic design  tool , a cen tr al  tem p late l ibr ar y, and an  

easy- to-use custom izer  al l  in  one.

Sw i tch ing to such  a system  would  l i kely  be a big change 

to the way your  peop le are used to wor k ing, and as w i th  

al l  substan t ial  changes, i t  r equ i res an  advocate to lead the 

way.

I f  you?re p repared to be that advocate, here?s how you 

can  help .
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GIVE AGENTS TEMPLATES THAT LOCK DOWN THE BRAND 

ASSETS

In  the p rev ious chapter , we d iscussed br and consistency, 

and i t?s im por tan t you keep that in  m ind when  you?re 

look ing for  technology that w i l l  power  your  sales 

enablem en t p rogr am .

T he key is to f ind  a p iece of  sof tware that w i l l  let  you (or  

your  designer s) create lockable tem p lates. T hese 

tem plates w i l l  be custom izable to a degree, but they?l l  

also have cer tain  elem en ts locked down  (l i ke logos, 

con tact  detai ls, key data and m essaging).

W i th  sales tem p lates that are al ready on -br and, you?re 

m ak ing com pl iance m uch  easier  for  your  sales reps. T hey 

can  access these tem plates on -dem and and easi ly  

custom ize them  to m eet thei r  needs. Yet, cr ucial ly, you?re 

st i l l  r etain ing total  con trol  over  the way the br and is 

p resen ted.

DECREASE DEPENDENCY ON GRAPHIC DESIGNERS

In troduce an  ef fect ive sales enablem en t p rocess and 

you?l l  be giv ing your  agen ts the autonom y they need to 

p roduce con ten t them selves. W i th  a sm ar ter  system  that 

involves lockable tem p lates, you?l l  be able to decrease the 

dependency on  your  designer s.
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A system  that depends on  design  requests being 

subm i t ted  at  least  two weeks in  advance is a f ai l ing 

system . I n  a f ast-paced env i ronm en t where th ings need 

to m ove qu ick ly, th is k ind  of  t im el ine just  doesn?t cut  i t . 

Rather  than  fai l ing to p rov ide each  agen t w i th  the r igh t  

m ater ials, at  the r igh t  t im e, and in  the r igh t  for m at, your  

goal  should  be to put p rocesses in  p lace that w i l l  al low 

them  to act  independen t ly.

I f  you sw i tch  to a system  where designer s can  create 

tem p lates w i th  locked br and assets, you?l l  be cut t ing 

down  the am oun t of  t im e each  design  takes. N o longer  

w i l l  they have to coord inate w i th  sales reps to gather  the 

speci f i cs of  a p roper ty, even t or  p rom ot ion . I nstead, they 

can  sim p ly  create the br anded tem plate and m ake i t  

avai lable to the agen ts who w i l l  f i l l  in  those detai ls 

them selves.

H ere?s the th ing: your  agen ts are l i kely  al ready creat ing 

con ten t anyway, but i t?s p robably  tak ing them  a lot  longer  

than  i t  shou ld . By p rov id ing them  w i th  tem p lates and an  

easy- to-use system  that lets them  m ake custom izat ions, 

you?re let t ing them  keep the independence they?ve 

becom e accustom ed to wh i le speed ing up  the design  

p rocess.
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STREAMLINE THE SALES PIPELINE

In  tak ing the steps to im p lem en t lockable tem p lates and 

decrease dependency on  gr aph ic designer s, i t?s 

wor thwh i le to consider  other  ways to m axim ize a change 

l i ke th is and stream l ine other  p rocesses.

An empowered and supported agent is a productive one, so by 

giv ing them  qu ick and easy access to the tools they need, 

you?re increasing thei r  over al l  chances of  success.

You can  fur ther  reduce bott lenecks by im p lem en t ing a 

sales enablem en t system  that includes one cen tr al  

docum en t l ibr ar y. Consider  how m uch  t im e is wasted 

each  week, m on th  or  year  across an  en t i r e team  of  agen ts 

who are constan t ly  hav ing to search  th rough  em ai l  chains 

or  chaot ic f i le folder s for  the latest  ver sion  of  a 

docum en t.

N ow instead im agine one cen tr al  l ibr ar y  where the latest  

ver sion  of  a docum en t can  be updated, autom at ical ly  

saved and then  accessed by al l . Better , r igh t?

Sim i lar ly, another  feature you should  bu i ld  in to your  

sales enablem en t p rogr am  is a cloud-based stor age 

system . Stor ing f i les in  the cloud m eans they can  be 
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accessed f rom  any dev ice at  any t im e, as long as the user  

has access to the in ter net and the cor rect  creden t ials? a 

valuable feature for  agen ts on  the m ove.

O ver al l , a successfu l  sales enablem en t str ategy that uses 

tem p lates held  in  one cen tr al , cloud-based l ibr ar y w i l l  

both  reduce dependency on  your  designer s and 

em power  your  sales team s. U l t im ately, i t?l l  m ean  your  

agen ts and broker s w i l l  have what they need, when  and 

where they need i t .
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Print  
Collateral

CHAPTER SEVEN:

55

Real estate has always been  an  extrem ely com pet i t ive 

industr y. O n ly  the m ost beaut i f u l , or iginal , eye-catch ing 

ads r ate m ore than  a passing glance, and i t  seem s l i ke 

p r in t  m ed ia of ten  p lays second f idd le to the d igi tal  wor ld . 

But not always. 

Tr ade shows, exh ibi t ions and open  houses are just  a few 

areas where p r in t  col later al  i s v i tal  to engage w i th  

poten t ial  cl ien ts, showcase your  p roper t ies, and p rom ote 

your  ser v ices. Yes, local  i s lucr at ive. Successfu l  r eal  estate 

m ar ket ing th r ives on  a jud icious com binat ion  of  p r in t  

and d igi tal  exposure. T h is i s why i t?s im por tan t to use 

sof tware that in tegr ates your  p r in t  and d igi tal  m ar ket ing 

requ i rem en ts. 

Features you should  look for : 

- Ready- to-use, custom izable designer  tem p lates 
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- An  easy- to-use p lat for m  that suppor ts in -house 

design  and publ ish ing, f r om  in i t ial  docum en t 

creat ion  to docum en t approval  &  p r in t ing 

- Advanced features to secure your  docum en ts and 

lock down  assets so your  br and is never  

com prom ised 

- An  on l ine, inv i te-on ly  com m un icat ion  channel  to 

enable real- t im e col labor at ion  am ong designer s, 

br and m anager s, sales agen ts &  m ar keter s 

- O ne-step  p r in t  &  sh ip  in tegr at ion  w i th  del iver y to 

your  of f i ce, cl ien ts, and local  areas

H ere?s a step-by-step  over v iew of  how th is sof tware 

would  suppor t  p r in t  m ar ket ing for  real  estate agencies. 

STEP 1: Choose or create templates that double as online and 

print marketing 

To op t im ize your  in tegr ated  p r in t  &  d igi tal  m ar ket ing 

str ategy, f i r st  iden t i f y  the docum en ts you wan t to include 

in  your  cam paigns and how you can  best repur pose 

them . 

- Pr in ted  postcards can  be popped in to the m ai l , 

d isp layed ar t f u l ly  at  appropr iate venues, and even  

used as gian t business cards at  exh ibi t ions. D igi tal  
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ver sions can  be posted  on  social  m ed ia si tes l i ke 

I nstagr am  and Facebook. 

- Tr ad i t ional  p r in ted  business cards are not just  

cal l ing cards, but m in iature adver t i sem en ts for  

your  business. Attach  a d igi tal  copy to your  em ai l  

signature and up load a copy to Tw i t ter . You can  

qu ick ly  create a f r esh  tweet ever y day? an  agency 

even t, a new release, or  even  adv ice on  buy ing real  

estate. 

- Brochures and book lets p r in ted  on  luxur ious, waxy 

paper  can  showcase your  agency?s por t fol io m ost 

elegan t ly. Publ ish  d igi tal  ver sions on  business 

networ ks l i ke L inkedIn . Com bine one w i th  a 

per sonal ized post about your  agency?s success 

stor ies. 

- Create f lyer s and poster s to d isp lay at  business 

networ k ing even ts, com m un i ty  ven tures, fest ivals, 

m ar kets, and open  house p rom ot ions. Pin terest  

f ans can  be m obi l i zed  to spread the word  about 

new l i st ings. 

- Pr in ted  stat ioner y should  always include a custom  

let ter head. Use i t  for  PD Fs, too, or  at tach  i t  to 

d igi tal  cor respondence as a signature f i le. 
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STEP 2: Customize your chosen templates 

Find the per fect  tem p lates to custom ize w i th  your  logo, 

fon ts, br and color s, im ages &  text . Som e exam ples to 

insp i re you: a business card , a newslet ter , a postcard, a 

Tw i t ter  post, a Pin terest  post or  a Facebook post. 

You?l l  wan t to ensure br and consistency w i th  the sam e 

color s across p r in t  &  d igi tal  cam paigns. T h is w i l l  r equ i re 

both  RGB color s (op t im al  for  com puter s) and CM YK 

(op t im al  for  p r in t) color s. 

Create an  im age gal ler y  that  you and your  agen ts al l  have 

access to in  the cloud. To m ake i t  easy to f ind  im ages, 

you can  up load folder s (e.g. photogr aphs of  the team , 

your  logo in  d i f feren t sizes, p roper t ies categor ized by 

locat ion , etc.). Use h igh  qual i ty  im ages? at least  30 0  dp i .

Up load any custom  fon ts so that they?re accessible to 

ever yone on  the team . 

Always p rev iew your  designs for  fon t  size, readabi l i ty, 

v isual  clar i ty  and or ien tat ion  so the f inal  p r in t  job w i l l  be 

per fect . 

STEP 3: Share the creative vision 

Col labor at ion  should  be easy, especial ly  w i th  cloud-based 
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sof tware. You can  share your  docum en ts, inv i te your  

team  to bounce ideas around, or  set  up  a t im e to v ideo 

chat. W i th  the r igh t  per m issions, on ly  the peop le you 

approve w i l l  have access to v iew or  ed i t  a docum en t. 

STEP 4: Lock down valuable brand assets 

O ne great advan tage of  L ucidpress is that  your  agency?s 

cor por ate designer s can  lock down  the core elem en ts of  

your  br and? e.g. logos, fon ts &  color s? but anyone at  the 

agency can  st i l l  add thei r  own  special  touch  to a 

p resen tat ion  or  cam paign . T h is way, the br and stays 

consisten t, but  your  sales team  gets to in fuse thei r  own  

per sonal i ty  in to thei r  m ar ket ing. 

STEP 5: Print &  deliver 

Realtor s can  reduce spend and im prove p roduct iv i ty  by 

using on l ine p r in t ing ser v ices. I f  you design  and order  

p r in ts f r om  the sam e com pany, you know they?re going 

to look exact ly  as in tended. Your  sof tware should  p r in t  

and sh ip  to any locat ion , whether  you?re receiv ing a stack 

of  brochures at  your  of f i ce or  d istr ibut ing d i rect  m ai l  

postcards in  a local  area. 

I f  you fol low these steps, your  team  should  feel  con f iden t 

in  thei r  abi l i ty  to design  and del iver  p rofessional  r eal  

estate m ar ket ing m ater ials. But, what about d igi tal  

m ar ket ing? how does the p rocess change? 
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I n  the last  chap ter , we rev iewed som e of  the p r in t  

col later al  you can  use to m ar ket your  business in  the real  

wor ld . I n  th is chap ter , we?l l  qu ick ly  cover  d igi tal  

col later al? the m ater ials you use on l ine to p rom ote your  

br and, p roducts and ser v ices. For  exam ple: 

- Social  m ed ia gr aph ics 

- I n fogr aph ics 

- Banner  ads

- Sl ide p resen tat ions 

- Sales p roposals 

- Videos 

W hether  you?re in  real  estate, hosp i tal i ty  or  heal thcare, 

your  on l ine p resence p lays an  im por tan t role in  how your  

br and is perceived. D igi tal  col later al  can  help  you qu ick ly  

del iver  m essages that in f luence publ ic percep t ion . L et?s 

look at  a few ways to use d igi tal  col later al  on  two of  your  

m ost p rom inen t on l ine p lat for m s: your  websi te and your  
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social  m ed ia p rof i les. 

ON YOUR WEBSITE 

Your  websi te i s the ?hom e base? of  your  on l ine p resence. 

Because you have con trol  over  your  websi te?s design  and 

p resen tat ion , i t?s a great p lace to showcase d igi tal  

col later al . From  your  hom epage to ser v ices pages and 

other  land ing pages, al l  of fer  oppor tun i t ies for  you to 

share relevan t con ten t. 

For  exam ple, you can  share sl ide p resen tat ions, f lyer s, t ip  

sheets, or  even  eBook down loads w i th  your  v isi tor s. A 

f lyer  cou ld  adver t i se upcom ing even ts, such  as an  open  

house. An  in for m at ional  lookbook can  m ake an  

im pressive f ree gi f t  for  v isi tor s to down load and per use. 

Pr in table check l i sts are a valuable resource for  poten t ial  

cl ien ts. Get creat ive and th ink about what con ten t m igh t 

resonate w i th  your  aud ience. Ever y in ter act ion  is a 

chance to bu i ld  your  br and and leave a stronger  

im pression . 

A note about images: You al ready know that your  im age is 

one of  your  m ost valuable real  estate assets. Spend a l i t t le 

m ore on  p rofessional  photogr aphy and headshots? and 

sk ip  the cheesy stock photos. I t  m igh t take a l i t t le m ore 

investm en t, but  your  br and w i l l  stand out and look better  

for  i t . 
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ON SOCIAL MEDIA 

I ncreasingly, br ands are expected to be p resen t and 

relevan t on  social  m ed ia. T h is t r end is ref lect ive of  

today?s consum er s? your  poten t ial  cl ien ts? who now 

have an  aver age of  5 social  m ed ia accoun ts each . T hese 

peop le expect to f ind  br ands, p roducts &  ser v ices on  

thei r  f avor i te social  p lat for m s. 

H owever, social  m ed ia can  be tr i cky. Each  p lat for m  has 

i ts own  cu l ture, and br ands need to be f luen t in  a 

p lat for m ?s cu l ture to be under stood and appreciated . For  

exam ple, the way you speak to cl ien ts on  Pin terest  cou ld  

be ver y d i f feren t f r om  how you speak to them  on  

L inkedIn . 

O f  cour se, we now know that successfu l  br and m ar ket ing 

is deep ly  rooted  in  consistency. H ow can  br ands speak 

d i f feren t ly  across m ul t ip le p lat for m s wh i le st i l l  

m ain tain ing thei r  br and iden t i ty? You?l l  have to use 

elem en ts l i ke color  palet te, fon ts, im ages and voice to set  

the r igh t  tone. Tai lor  to the p lat for m , but never  lose the 

in tegr al  p ieces of  your  br and?s iden t i ty. 

Fu r th er  r ead in g

H ow to ach ieve br and consistency on  social  m ed ia 
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L et?s take a look at  f ive m ajor  social  m ed ia si tes and how 

you can  best use them  to reach  your  aud ience. 

Facebook 

W ith  a stunn ing 1.5 bi l l i on  user s, Facebook is the 

heavyweigh t of  social  p lat for m s. I t  of fer s great or gan ic 

reach , as wel l  as detai led  tar get ing for  paid  

adver t i sem en ts. You can  dr ive t r af f i c to your  websi te by 

shar ing l inks? but don?t stop  there. Great im ages are key 

to at t r act ing at ten t ion , and v ideo per for m s even  better . 

You can  host l i ve stream s to in ter act  w i th  your  f ans in  

real  t im e, l i ke host ing a quest ion -and-answer  session . 

Twitter 

D id  you know that the m ajor i ty  of  wor ld  leader s have a 

Tw i t ter  accoun t? M ore than  any other  p lat for m  in  th is 

l i st , Tw i t ter  th r ives on  news. I t  gives you a snapshot of  

what?s happen ing around the wor ld  at  any given  

m om en t. T hanks to hash tags, i t?s easy for  your  br and to 

jum p in to t r end ing conver sat ions as they un fold? just  

m ake sure to do your  research  f i r st . 

Instagram 

O ver  40  bi l l ion  photos have been  shared on  I nstagr am . 
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I t?s a r ap id ly  grow ing p lat for m  for  v isual  con ten t, wh ich  

m akes i t  a per fect  m atch  for  real  estate. I nstagr am  is a 

great p lace to show of f  beaut i f u l  hom es, both  inside and 

out. T he p lat for m  lends i tsel f  wel l  to insp i r at ional  

con ten t, so you cou ld  easi ly  showcase hom e décor  ideas, 

gor geous backyards, and happy fam i l ies. 

Pinterest 

Although  th is p lat for m  skews fem ale, don?t let  i ts 

reputat ion  fool  you? 40 % of  new signups com e f rom  

m en . I f  you?re look ing to connect w i th  m i l lenn ials, they 

use Pin terest  as m uch  as they use I nstagr am . 

I n terest ingly, i t?s also a h igh ly  v isual  p lat for m . User s 

create boards ded icated  to d i f feren t top ics, then  they 

col lect  p ins to populate those boards. I t?s a hub for  w ishes 

and ideas, m ak ing i t  the per fect  p lace to show of f  

env iable p roper t ies. 

LinkedIn

I n  real  estate, bu i ld ing relat ionsh ips w i th  cl ien ts i s 

cr i t i cal , but  i t?s also im por tan t to networ k w i th  your  

peer s. L inkedIn  is the wor ld?s lar gest p rofessional  

networ k , wh ich  m akes i t  a valuable channel  for  bu i ld ing 

though t leader sh ip . O ne advan tage to adver t i sing on  

L inkedIn  is that  you can  segm en t your  aud ience by 
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i ndustr y  and job t i t le? wh ich  is great i f  you?re tar get ing a 

cer tain  incom e level . 

Fu r th er  r ead in g

H ow to bu i ld  a social  m ed ia cam paign  for  real  estate 

You m igh t not jum p on to al l  these p lat for m s at  once, but 

each  one of fer s com pel l ing benef i ts for  your  br and. 

D eter m ine wh ich  one (or  two) would  be the best f i t  for  

your  br and r igh t  now, then  add m ore as you feel  

com for table. T here are p len ty  of  other s outside th is l i st  

that  you cou ld  consider , too, l i ke Tum blr  or  Snapchat. 

Another note about images: Each  social  m ed ia si te requ i res 

d i f feren t post for m ats and sizes. To m ake your  v isuals 

ef fect ive, you?l l  have to create custom  im ages to f i t  each  

one. D on?t wor r y, you don?t have to m em or ize a l i st  of  

m easurem en ts. I f  you star t  w i th  soci al  m ed ia tem p lates, 

you can  create p ixel-per fect  posts in  no t im e using your  

br and?s fon ts, color s &  im ages. 
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Case 
Studies 

CHAPTER NINE:

69

By m ak ing i t  th is f ar , you have absor bed a ver i table 

m oun tain  of  in for m at ion  about real  estate br and ing. 

From  the h istor y  of  br and m anagem en t to the im pact of  

br and consistency, you?ve seen  how each  bu i ld ing block 

f i ts together  to create a strong, cohesive br and. W hether  

in  p r in t , in  per son  or  on l ine, the in ter act ions you have 

w i th  your  cl ien ts (and poten t ial  cl ien ts) represen t an  

ongoing conver sat ion  that ei ther  strengthens or  weakens 

your  br and p rom ise. 

So, what does th is look l i ke in  p r act ice? I f  you were to 

take the adv ice in  th is book, how would  your  business 

change? 

W e asked two of  our  own  real  estate cl ien ts how 

L ucidpress helped them  stream l ine thei r  creat ive p rocess, 

shor ten  the sales cycle, and im prove percep t ions of  thei r  

br and. 

https://www.lucidpress.com/pages/industries/higher-ed?utm_source=templatize-design-campus-ebook-dwnld


Reinhart Real Estate

THE COMPANY

Founded near ly  50  year s ago and headquar tered in  Ann  

Ar bor, M ich igan , Reinhar t  Real  Estate is a br and w i th  a 

legacy. As par t  of  the Real  Estate O ne Fam i ly  of  

Com pan ies (the 8th  lar gest broker age in  the nat ion), 

Reinhar t  has grown  trem endously  over  the last  few 

decades. But w i th  great growth  com es great chal lenge 

when  i t  com es to m ain tain ing the br and. 

THE CHALLENGE 

W i th  dozens of  broker s and agen ts across the greater  Ann  

Ar bor  area, m ar ket ing d i rector  M ar y had her  job cut  out 

for  her . Agen ts and broker s aren?t t r ained to be gr aph ic 

designer s, but  m any of  them  were creat ing thei r  own  

m ar ket ing col later al , w i th  each  p iece look ing d i f feren t 

f r om  the last . 

Even  the essence of  Reinhar t?s br and? thei r  logo and 

color s? was gett ing stretched and m isused. ?Reinhar t  

r ed?? W ho had t im e to m atch  that exact hue when  there 

were hom es to sel l? As a resu l t , m ost of  the designs ended 

up  look ing of f -br and and unprofessional . From  

Publ isher  to PowerPoin t , designs were al l  over  the board?  

wh ich  m ean t the Reinhar t  br and was, too. 
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THE SOLUTION 

M ar y knew they had a br and m anagem en t p roblem , but 

she wasn?t sure how to solve i t . She researched sever al  

p lat for m s and cam e across L ucidpress. Af ter  test ing out 

the ed i tor , she real ized she m igh t have found the 

solu t ion . T he sim p l ici ty  of  i ts d r ag-and-drop  design , 

accessibi l i ty  for  any and al l  team  m em ber s, and the speed 

at  wh ich  she cou ld  create and share tem p lates convinced 

M ar y to im p lem en t L ucidpress for  her  team . 

And what about m ain tain ing br and com pl iance? 

?L ucidpress m akes i t  m uch  easier  for  them ,? she 

obser ved. ?T hey can  just  log in , easi ly  open  a tem p late, 

th row a coup le p ictures in  and update the text? w i thout 

inadver ten t ly  changing the br and. T h ings were way too 

com pl icated  for  them  before. I  th ink th is w i l l  encour age 

our  agen ts to do m ore m ar ket ing.? 

By stream l in ing the creat ive p rocess th is way, M ar y h i t  

two tar gets w i th  one stone. N ot on ly  are agen ts 

em powered to create m ore m ar ket ing, Reinhar t?s br and 

is p rotected  and represen ted w i th  seam less consistency. 

And as we know f rom  our  research , consisten t br ands are 

3 to 4 t im es m ore v isible than  inconsisten t ones, so thei r  

m ar ket ing ef for ts go even  fur ther . 
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Chestnut Park 

THE COMPANY 

Chestnut Par k is one of  O n tar io?s lead ing luxur y real  

estate f i r m s. Par tner ing w i th  over  30 0  agen ts, they ser ve 

a w ide r ange of  cl ien ts look ing to buy and sel l  r esidences 

across the p rov ince. W i th  so m any agen ts, Chestnut Par k 

under standably  requ i res an  exhaust ive am oun t of  

m ar ket ing col later al  to grow and m ain tain  the business. 

THE CHALLENGE 

Stuck in  a wh i r lw ind  of  r ogue col later al  and ed i t  r equests, 

m anaging gr aph ic designer  Ph i l ip  was beyond bogged 

down . I nstead of  devot ing h is t im e and talen ts to new 

creat ive p rojects, he was con t inuously  assist ing agen ts 

w i th  sm al l  tweaks to ex ist ing col later al . 

Beyond that, m ar ket ing d i rector  M ar ia had her  own  

chal lenges, too. T he th i r d -par ty  tem p late m aker  that  

agen ts used to p r in t  thei r  m ar ket ing col later al  r equ i red  

design  requests to be subm i t ted  2 to 3 weeks in  advance. 

O nce they were f inal ly  ready, agen ts cou ld  input thei r  

in for m at ion  in to a for m ? but they cou ldn?t see what i t  

would  look l i ke on  the f inal  design . 

T h is lengthy and f r ustr at ing p rocess com pel led  m any 

agen ts to forego i t  en t i r ely  and create thei r  own , 

im proper ly  br anded m ater ials. But, M ar ia knew that a 
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br and as luxur ious as Chestnut Par k cou ldn?t af ford  to be 

careless anym ore. 

THE SOLUTION 

O ne of  the agen ts suggested that M ar ia look in to 

L ucidpress, and she was im pressed w i th  i ts sim p l ici ty. 

She knew her  agen ts would  appreciate the abi l i ty  to 

update thei r  col later al  qu ick ly  and see how the f inal  

design  would  look in  advance. T he lockable tem p lates 

helped to p rotect  the br and so i t  wouldn?t be 

com prom ised when  agen ts created or  updated thei r  

m ater ials. 

L ucidpress helped M ar ia?s team  cut down  thei r  con ten t 

creat ion  f rom  2 to 3 weeks to a m atter  of  m inutes. ?From  

feature sheets to buyer  gu ides to new let ter head, we can  

set up  tem p lates for  them  and al low them  to create th is 

col later al  ver y qu ick ly  now,? she repor ted . ?W e can  get 

them  up  and shareable w i th in  a m atter  of  m inutes.? 

?W e are a luxur y br and, and we can?t m ake m istakes,? she 

exp lained. ?W e know we need to stay com pet i t ive and 

elevate not on ly  the cor por ate br and, but agen ts? br ands 

as wel l .? W i th  L ucidpress, al l  levels of  the Chestnut Par k 

br and rem ain  consisten t and pol ished so i t  can  outsh ine 

the com pet i t ion . 
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Conclusion
CHAPTER TEN:

75

Congratulations. You have m ade i t  th rough  our  com plete 

gu ide to real  estate br and ing. W e hope th is book has 

given  you a sol id  foundat ion  of  br and ing p r incip les and 

an  i l lustr at ive var iety  of  r eal-wor ld  exam ples. 

WHERE DO I GO FROM HERE? 

N ow i t?s t im e to incor por ate what you?ve lear ned in to the 

day- to-day m anagem en t of  your  br and. W hether  your  

agency?s biggest oppor tun i t ies l ie in  br and consistency, 

sales enablem en t, or  another  aspect of  br and ing, you can  

use your  leader sh ip  to d r ive posi t ive change and help  

your  agen ts recogn ize the power  and im pact of  a 

wel l -executed br and. 

For  m ore though t leader sh ip  on  br and ing and design , 

you can  fol low our  blog at  www.lucidpress.com/blog. 
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You can  also f ind  us on  your  f avor i te social  p lat for m s 

such  as Facebook, Tw i t ter  and L inkedIn . 

I f  you?re look ing for  a sof tware solu t ion  to stream l ine 

your  agency?s creat ive p rocess, shor ten  the sales cycle, 

and im prove br and consistency, we?d love to talk to you. 

Visi t  our  real  estate sof tware page to see how L ucidpress 

can  help  you inst i tu te changes that benef i t  your  br and 

and keep your  agen ts p roduct ive and happy. You can  

request a no-obl igat ion  dem o of  our  real  estate 

m ar ket ing tools, or  sign  up  for  a f r ee accoun t to t r y  i t  

your sel f . 
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