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Notices

Telemarketing

WARNING! You must comply with the TCPA and any other federal, state or local laws, including for B2B calls and texts. Never 
call or text a number on any Do Not Call list, and do not use an autodialer or artificial voice or prerecorded messages without 
proper consent. Contact your attorney to ensure your compliance.

General

While Keller Williams Realty, Inc. (KWRI) has carefully prepared all materials, we do not guarantee their accuracy or make any 
express or implied warranties about the information. KWRI may change the material at any time without notice.

These materials may contain hypothetical examples and exercises meant to illustrate aspects of Keller Williams’ financial, 
growth and investment models, including

•	 calculation of profit share contributions and distributions;

•	 calculation of agent compensation;

•	 evaluation of a Market Center’s financial results;

•	 agent productivity strategies; and

•	 estimates of return on investment.

These materials and examples are provided for informational purposes only; they are not a guarantee or prediction of 
performance, sales, or profits. Agent productivity strategies are models only, not requirements. Independent contractors 
should set their own goals and strategies. You should not

(1) assume that the results of these exercises and models predict your or a Keller Williams Market Center’s financial 
performance, or (2) consider or rely on the results of the exercises and models in deciding whether to make any investment. 
You should consult your own legal or financial advisor and verify all information to your satisfaction.

Copyright

These materials are copyright © 2022 Keller Williams Realty, Inc., (KWRI) or its licensors. All rights reserved. You may not 
reproduce or transmit these materials without the prior, express written permission of KWRI. If any part of this notice is 
unclear, please contact compliance@kw.com.
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Welcome To The Newsletters Playbook

KWRI makes no warranties, either express or implied, with regard to the information and programs presented in these 
materials. KWRI will not accept liability for any loss or damage of any kind that you incur as a result of the use of any 
content provided by KWRI.

Newsletters are an 
effective way to build strong 

relationships by delivering value to 
people, which encourages them to 

know and like you. These relationships 
will lead to future business by way of 

new clients and referrals.

According to NAR’s 2022 Member Profile, on average, 42% of agents’ business comes 
from the referrals and repeat business of loyal clients—people with whom they have 
consistently remained in touch, building and nurturing relationships over long periods. The 
median residential REALTOR® earned 19% of their business from repeat clients, and 23% 
through referrals from past clients. The problem is that when polled, 89% of clients said 
they probably would definitely use their agent again. There is a 47% delta between the two. 
This delta exists mainly because realtors fail to stay in touch with past clients and their 
database with high-value touches done consistently over an extended period of time.  

Newsletters are an effective way to consistently stay in front of your audience and provide 
them with valuable content. By offering helpful information and resources, you establish 
yourself as the go-to resource on your market and build trust with your sphere of influence.

This playbook is designed to teach you how to create and curate a best-in-class 
newsletter.

The creativity and types of content you can use are limited only by your imagination. In 
fact, in collecting newsletters from all over the country, the one thing we are sure of is 
that each is unique in look and feel.

This playbook starts with a myriad of examples for you to start thinking creatively about 
your newsletter. Take a few moments to review these examples and think about 
what stands out to you as something you love and then dive into the model.

This J
ust In

...

Newsletters are an 

amazing way to present 

the news!
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Email Newsletter Example #1 (Audience: Database)
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Email Newsletter Example #2 (Audience: Database)
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Email Newsletter Example #3 (Audience: Referral Partners/Agents)
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Email Newsletter Example #4 (Audience: Database)
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Print Newsletter Example #1 (Audience: Geographic Area)
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print Newsletter Example #2 (Audience: Geographic Area)
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Print Newsletter Example #3 (Audience: Geographic Area)
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Print Newsletter Example #4 (Audience: Geographic Area)
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Bonus: Virtual Magazine (Luxury)
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Determine your who and how
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Newsletters

1.	Roles and Responsibilities 

1.	Growing Your Audience 
2.	Marketing Your Newsletter

1.	A/B Testing

1.	Design Your Newsletter  
2.	Plan the Content 

1.	Who Is Your Audience? 
2.	How Will Your Newsletter Be Delivered? 

3.	How Often Will Your Newsletter Be Delivered?
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Print and email newsletters can reach different audiences and produce different average response rates. A 
print newsletter may be best for geographic farming where you can concentrate on the group of people and 
monitor response rates. Email newsletters can easily reach a large audience so email should be considered 
for your referral partners nationwide.

The success of your 
newsletter depends on 

answering three 
questions:

1.	Who is your audience?

2.	How will your newsletter be 
delivered?

3.	How often will your newsletter 
be delivered?

Who Is Your Audience?
The first step is to identify your target audience. Getting specific on who is receiving your 
newsletter allows you to curate content that fits your audience’s persona with timely news 
and solutions. Audiences can be selected in a multitude of ways. In some cases it may be a 
geographic territory, a shared hobby, businesses you are aligned with, your entire database, or 
portions of your database depending on where they are in the sales cycle. 

3 Most common audiences for real estate newsletters are: 
1.	 Your database 

2.	 Real Estate Referral partners
3.	 Specific zip codes/neighborhoods 

How Will Your Newsletter Be Delivered?
The two primary ways real estate agents distribute newsletters are via email and print. 
Considerations when choosing between email and print: 

CONS

PROS CONS

EMAIL

PRINT

•	 Lower Cost 
•	 Environmentally Friendly 
•	 Scalable
•	 Flexibility to Update Content
•	 Ability to Reach Any Audience

•	 Lower Response Rate
•	 Ability to Unsubscribe
•	 Geographic Farming Is More Difficult 
•	 Audience May Change Email Address

•	 Higher Cost		
•	 Easier to Do Geographic 
•	 Farming
•	 Delivery Regardless of Subscription
•	 Easier to Get Sponsors for Print
•	 Homeowners Change, but Addresses Don’t

•	 Higher Response Rate
•	 Reliant on US Postal Service
•	 Not Environmentally Friendly
•	 Must Be Purposeful with Content

PROS

In most cases, 

the right answer 

is both.

Step 1: Determine Your Who and How



15
©2023 Keller Williams Realty, Inc.

Rev. 8/23

1. Determine Your Who and How

PROS

How Often Will Your Newsletter Be Delivered?
Consistency is crucial to keeping your audience engaged. Real estate newsletters are sent weekly 
or monthly depending on the chosen delivery method. Marketing Sherpa, a marketing firm that 
analyzes consumer behavior, looked at a wider range of companies and areas of business and 
determined that roughly 60% of consumers wanted to receive email newsletters at least weekly. 

What we’ve learned is that there is no right answer! Just the right answer for you and 
your business. 

There are several factors you can consider when making a decision: 

1.	 The time you have to dedicate to planning, creating, and delivering your newsletter

2.	 The amount of valuable content you have to share

3.	 The audience you’ve selected

That being said, the number one reason why consumers unsubscribe from email 
marketing is because they are receiving them too often. 
The truth is there is no definitive data on how often a real estate agent should send their 
newsletter. Suffice to say, choose a cadence that allows you to put out a quality product 
with valuable and timely information. Be comfortable that no matter how amazing it is, 
some folks will choose to opt out.
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Step 2: Design and Plan

The success of 
your newsletter ultimately 

depends on the visual quality 
of your design and the value 

provided in the content. 

Combine eye-catching design 
with timely, quality information 
and your newsletter will 
become valued and anticipated 
by your audience.

DESIGN YOUR NEWSLETTER
First impressions are important. A good design will influence how your readers perceive your brand as well as 
how likely they are to continue to read your newsletter. 

There are several key components that every newsletter should have to encourage open 
and click-through rates:

1.	 Eye-catching subject line (electronic)/ above the fold graphics (print)
Add a personalized element to the subject line or above the fold headline to grab their attention. For email 
newsletters, make sure your subject line hovers around 50 characters or less and leaves your audience 
curious. For example, “The listing you’ve been waiting for.” This encourages your audience to click through 
to find the gold at the end of the rainbow. For print, put an attractive image or headline above the fold.

2.	 Engaging title 
Stay away from calling your newsletter “Jason Abram’s Newsletter”. Instead, include the problem you are 
trying to solve or information you are providing. Try something like “Jason Abram’s Real Estate Insider”. It 
can be as simple as “The 78703 News You Can Use” if your audience is hyperlocal.

3.	 Clear and bright graphics
Pictures are worth a thousand words. Your graphics should represent the section and tell a story. Bright 
colors capture attention and the audience is more likely to stay on that section.

4.	 Easy-to-read layout 
Make section titles and graphics larger in text so when skimming your audience’s eyes know where to go. 
Keep section titles central and include plenty of white space between sections to improve readability. 

5.	 Call-to-Action (CTA)
What do you want your audience to do when they are done reading? Include a clear CTA to help your 
business. It can be as simple as “CALL ME” or “VISIT MY WEBSITE”. Whatever it is should tell your audience 
what to do.

6.	 Contact information
Including contact information shows your audience that you 
are a real person and tells them how to get in touch with you. 

Make your Call-to-Action easy by creating a QR 

code. Use a QR code generator that takes them 

directly to your website, adds you as a contact 

to their phone, or sends you 

a text message.

Pro Tip: 



17
©2023 Keller Williams Realty, Inc.

Rev. 8/23

2. Design and Plan

1.	 By templatizing 
Systematize your newsletter design and content, you are creating an easy-to-update newsletter for 
yourself and a consistent experience for your audience!

2.	 Include click-through links 
Add links in your newsletter to lead your readers where you want them to go. These can be links  that 
will take the reader to a larger article, a website to register for an event, or a landing page to sign up 
for a free home valuation.  

3.	 Keep it short and sweet. 
Avoid writing really long paragraphs. Keep it concise and informative. If more information is needed, 
use a click-through article.  

4.	 Use different content elements.
Use videos and images interchangeably to get your point across and keep the reader engaged. You 
should have 80% text and 20% visuals.

5.	 Use tools to check your grammar, spelling, and reading level. 
Make sure your content is well written and at an appropriate reading level for your audience using 
tools such as Grammarly or Hemmingway Editor. 

Best Practices for Planning Your Newsletter Content: 

If your newsletter is zip code or neighborhood focused, valuable 
information may be community events, market updates, or listings for sale. 

If your newsletter is distributed to your entire database, you may want to focus on brand 
awareness. You might include tips for buying or selling, real estate articles, or photos from an 
event you recently ran.

Plan the Content
When deciding on the content you want to include in your newsletter, first think 
about your audience and then what will provide them the most value.

1.	 Community Outreach Opportunities

2.	 Customer Testimonials or Reviews 

3.	 Holiday-related Content  

4.	 Tips for Homeowners

5.	 Recipes 

6.	 Vendor Spotlight 

7.	 Upcoming Events

Content Ideas: 8.	 Market Updates 

9.	 Crossword Puzzle 

      (best for print) 

10.	Pet Highlights: Pets up for 

adoption at the local shelter 

or clients’ pets 

11.	Small Business Highlight 

12.	Career Opportunities

If you think it, 
you can add it… 

as long as it 
adds value.
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Pro Tip: Track mail delivery through a USPS Informed Visibility® account to compare delivered mail to responses. 

Step 3: Optimize Your Results

Remember, 
data is the new dollar. 

Check the data!

It is the best way to understand if your 
readers are enjoying and finding value in your 
newsletters!
There has never been a time in history where 
the access to data and the ability to make quick 
changes has been as prevalent as it is today.

A/B Testing
The idea of A/B testing is simple. You send two different newsletters to two groups of people in order 
to determine which performed best. For email newsletters that may be dependent on open and click-
through rates. For print, it may be the response rate to a call-to-action or MOFIR (Make Offer For 
Immediate Response). 

The two best ways to track email newsletter performance is open rate and click-through rate.
1.	 Open Rate: The number of people that opened an email.
2.	 Click-Through Rate: The number of people that clicked on a hyperlink or image within a particular 

email
print

Response rate is the best way to 
understand performance on a mailed 
newsletter. 

A printed newsletter might generate 

a 3-5% response rate. However, if 
the goal of your newsletter is brand 
awareness, you’re succeeding by 
starting. 

Response Rate: The 
percentage of people that 

responded to a CTA.

Best Practices for A/B testing: 
1.	 1. Spend time on your subject line. 

Review the open and click-through rates on your newsletter to identify words and phrases that motivate clients to 
open the email. Use only 6-10 words in your subject line. 

2.	 2. Be strategic with your timing. 
When you send the email is almost as important as what’s inside the email. Look at what days and times produced 
the most successful open rates and use scheduled send. Your goal should be to meet your audience where (and when) 
they are.

3.	 3. Use more links. 
Keep your sentences short and use more links. Better yet, make them shareable to others! 

4.	 4. Ensure your newsletter is mobile friendly. 
People spend a lot of time on their phone and should be able to experience a great version of your newsletter.  

5.	 5. Your Sender Name should be recognizable. 
Use a real person’s name to increase the odds of your newsletter being opened. 

6.	 6. Segment your audience. 
The four main types of segmentation are demographic (education, occupation); psychographic (beliefs, values); 
behavioral (actions taken on a website); and geographic (location). 
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Step 4: Consider Additional Lead Generation Strategies

Make Your Newsletter a Multiplier
THREE simple ways to increase the power and reach of your audience:

1.	 Add everyone in your database
Everyone you know should be in your database and everyone in your database should be 
receiving your newsletter. Every time someone new gets added to your database, they 
should be added to your newsletter distribution list. 

2.	 end to referral partners 
By adding your referral partners to your newsletter distribution list you are not only 
keeping yourself top of mind as a referral partner, but you are showing them the kind of 
information and care you give to your database. This instills in them more confidence 
that you’re the right referral partner for them. 

3.	 Marketing your newsletter
Your newsletter is a reflection of you and your brand. By showcasing it as much as 
possible, you are marketing yourself to a wide range of people that may be looking to 
buy or sell. 

“How does my newsletter 
become a multiplier for 

everything else I'm doing and 
vice versa?”

If you’re going to send 
newsletters, it’s important to 
understand how you are going to 
generate more leads from your 
efforts. An example of this is 
adding a link to your newsletter 
to every email that you send. 

1.	 Add a link/landing page to sign 

up on your website 

2.	 Dedicate a space for archives on 

your website or shared drive

3.	 Link at the bottom of your email 

signature/marketing materials

ways to market your 

newsletter: 4.	 Bring print copies to open 

houses 

5.	 Drop off print copies at small 

businesses in your area 

6.	 Link/post on social media 

7.	 Talk about it! 
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Step 5: Assign the Work

ROLES AND RESPONSIBILITIES

Who will do the work?
Hire to the organization chart 

OR 
hire it done.

There is no right answer as 
everyone should do what’s best 
for them and their business. The 
biggest factors to consider are 
time, budget, and expertise. 

1. Hire to the Organization Chart 

Pros Cons

Do it yourself •	 Control over time, budget, and content
•	 Time consuming: You are creating and 

sending when you could be meeting with 
clients

Assign it to 
someone on 
your team

•	 You get more time back, while still 
keeping creation inside the business

•	 It may not have your voice

•	 Cost of their time (hourly or diverting 
their time if they are salary)

1.	 Do it yourself 

2.	 Assign it to 
someone on 
your team

1. Hire it Done

1.	 Leverage a 
virtual assistant 

2.	 Hire a 
professional

Pros Cons

Leverage 
a virtual 
assistant

•	 You get some time back 
•	 Lower cost 

•	 Language/tone difference

•	 Variability in skills/may require more 
training

Hire a 
professional

•	 You get more time back

•	 They know how to use the layout 
software to make it look beautiful and 
intriguing

•	 Higher cost

•	 May have strong design opinions

There are pros and cons to each; the biggest being cost and time. By creating and 
sending newsletters yourself, you control the budget and the time spent on the 
tasks. When leveraging someone else to do it, you now have added costs. 
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Reference Tech Play #7, #15 and #17 to learn more about how you can use technology in this section.

get started!
You’ve done all of the planning you can do, now 

it’s time to send your first newsletter! 
Below is a list of companies and websites to help 

you get started. 
As always, your first stop should be Command! 

Email or Print Design 
Platforms 

1.	 Canva
2.	 Visme
3.	 Adobe Spark
4.	 Design Wizard

Print + Mail Options 
1.	 Any office supply store + 

Post Office/UPS/FedEx 

Email Design + Send Platforms 
1.	 Command 
(Email or Mailchimp)
2.	 GetResponse 
3.	 Mailchimp
4.	 Constant Contact
5.	 Moosend
6.	 Gmail
7.	 ConvertKit

Companies That 
Print + Mail 

1.	 Lob 
2.	 Postie
3.	 Vista Print 
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One of the greatest ways to live up to the quotes above is to 
create and curate your own newsletter. 

The best way to be consistent in your audience member’s life 
is to have valuable information delivered consistently turning 

you into their local economist of choice. 

As we say in the 

news biz,

•	 keep the good stuff above the fold
•	 don’t be wordy with your headlines
•	 if you can say it in 2 lines, don’t use 4 
•	 pictures sell
•	 and always cite your sources.
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SEND EMAIL
BULK

#7
Command provides agents up to 5,000 emails monthly with the option to upgrade. Emails can be sent in bulk through an Email 

Campaign. Email campaigns can use existing templates or custom templates created. Agents can choose to send immediately or 

schedule for the future. Email lists can be created and saved by contact tags in existing database. Emails campaigns are tracked on 

individual contact timelines.

CREATE EMAIL CAMPAIGN
1. Campaigns Applet > Email 

Tab > Create Campaign

2. Choose Email

3. Name the campaign and select a goal

SELECT A TEMPLATE
1. Browse existing templates

2. Create new template from scratch

CHOOSE EMAIL LIST
1. Choose previously saved list

2. Create new list

a. Filter contacts by tag
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SEND EMAIL
BULK (CONT.)

#7
Command provides agents up to 5,000 emails monthly with the option to upgrade. Emails can be sent in bulk through an Email 

Campaign. Email campaigns can use existing templates or custom templates created. Agents can choose to send immediately or 

schedule for the future. Email lists can be created and saved by contact tags in existing database. Emails campaigns are tracked on 

individual contact timelines.

SEND EMAIL CAMPAIGN
1. Send immediately

2. Schedule send (optional)

TRACK CAMPAIGN 
PERFORMANCE

1. Track emails sent, opens, and clicks

2. Click on email campaign for detailed metrics:

a. Who sent, delivered, opened, clicked, 
unsubscribed, not sent, and not opened

UPGRADE COMMAND EMAIL
1. Agents receive up to 5,000 

emails complimentary

2. Upgrade for additional monthly 
emails (optional)
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CREATE MARKETING 
MATERIAL

#15
Command’s Designs applet allows agents to customize hundreds of social or print design templates. Preferred materials, DBA logo, 

headshot, & team images can be saved as custom assets. Select collections offer design automation. Choose open house collection, 

select listing, provide open house details, confirm agent info, and create six different templates automatically.

SELECT AUTOMATED COLLECTION
1. Browse automated collections on left menu

2. Choose “Auto-Create”

CONFIRM DETAILS
1. Search for Listing

2. Confirm Open House details

3. Confirm property details

a. Brought in from MLS

4. Confirm Agent info

VIEW COMPLETED DESIGNS
1. All templates from collection 

will be added to folder

2. View, download, or save 
any template desired
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Command offers a variety of “ready to use” marketing pieces. HTML Email Templates, Social Media Posts, Direct Mail, & SmartPlans 

are some examples.

QUICK SOCIAL POSTS
1. Campaigns > Social Posts

2. Browse “Quick Posts” and use share button

3. Choose to publish immediately 
or schedule post

HTML EMAIL TEMPLATES
1. Campaigns > Email

2. Create Campaign > Email

3. Browse 70+ ready to use templates

POSTCARDS AND FLIERS
1. Designs > Create Design > Print

2. Lead Generation category > I  KW

USE MARKETING 
MATERIAL (PRE MADE)

#17


