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Abstract: In today's competitive real estate market, marketers and agents need to employ innovative strategies to reach potential buyers
and sellers effectively. Location targeting offers a powerful tool for enhancing real estate marketing by enabling precise targeting of
audiences based on their geographic location and offline behaviors. This paper explores various location-based marketing tactics for real
estate, including geofencing, cross-device targeting, data-driven audience segmentation, and dynamic content creation. It provides
actionable insights to optimize real estate marketing strategies, reduce ad spend waste, and maximize return on investment (ROI).
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1. Introduction

In the dynamic world of real estate, the phrase "location,
location, location" remains crucial. With increasing
competition, real estate marketers and agents must find
smarter ways to engage their target audiences. Today,
effective marketing is no longer just about listing properties;
it involves understanding where potential buyers and sellers
are, their interests, and how to engage them with the right
message at the right time. Location targeting has emerged as
one of the most powerful tools for real estate marketers,
allowing for precise, hyper-local targeting and enhanced
customer engagement. This paper discusses key strategies for
leveraging location targeting in real estate marketing to attract
qualified leads, increase engagement, and boost sales.

2. Geofencing: A Powerful Tool for Real
Estate Marketing

1) Use Proximity and Hyperlocal Targeting

Geofencing is an effective tactic in location-based marketing
that allows real estate marketers to define a precise area —
typically around 750ft — to target specific audiences. This is
particularly valuable for reaching potential buyers or renters
in a specific neighborhood. By setting a geofence around
areas where the target audience frequents, such as nearby
shopping centers, parks, or office spaces, marketers can reach
people who are most likely to be interested in their properties.

Geofencing Implementation for Real Estate

Geofencing Radius
— 250ft
- T50ft

Neighborhood Overview

Coishistos iy TGt POtnTIal Buryirs withis apacified radi of kory locanions

Shopping Center e

" Competitertls

Target Property

Park

Figure 1: Example of Geofencing Implementation for Real
Estate

2) Reaching Audiences at Multiple Touchpoints
Traditional real estate marketing strategies often faced
challenges with cross-device targeting, making it difficult to
track and engage customers across different devices. In the
current era of cross-device shopping, most customers start
their search journey on one device, such as a smartphone, and
may continue exploring properties on another, such as a
desktop or tablet. Cross-device location targeting enables real
estate marketers to consistently reach the same audience,
regardless of the device they are using. This capability
ensures a seamless user experience, reinforcing brand
messaging and increasing the likelihood of converting
potential buyers.
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Figure 2: Real Estate Marketing Ecosystem highlighting
multiple touch points

Figure 2 illustrates the real estate marketing ecosystem
through four concentric circles, highlighting the customer
journey stages: Search, Engage, Convert, and Retain. The use
of color-coded circles and radial text is to emphasize the
interconnected nature of these strategies, providing a
comprehensive overview of the customer-centric approach in
real estate marketing.

By employing intelligent location technologies, marketers
can effectively target users across devices, providing a
cohesive advertising experience that reinforces brand
messaging and keeps potential clients engaged throughout
their property search journey.

3) Understanding Online and Offline Behavior

a) Leveraging Offline Data for Targeting
Location targeting is not limited to online behavior; it
also provides insights into offline behaviors. By using
location-based data, real estate marketers can create a
digital map of areas such as school districts, commercial
hubs, or leisure destinations. This data can be refined to
build audiences based on offline visitation patterns,
targeting prospective buyers who visit locations that
indicate potential interest in a property.

For example, a marketer promoting luxury apartments in
a specific area can focus on affluent shoppers or
individuals who frequently visit high-end locations,
ensuring that their ad spend targets the most relevant
audience. By combining offline data with other datasets,
marketers can create detailed audience profiles, resulting
in more effective targeting and higher conversion rates.
b) Audience Segmentation and Targeting

To achieve the best results, marketers should use a
combination of data points to create detailed audience
segments for targeted advertising. This segmentation can
be based on demographics (e.g., affluent shoppers or golf
enthusiasts), past behavior (e.g., frequent visitors to
specific neighborhoods), or interests (e.g., luxury car

owners). Refining audience segmentation ensures that
marketing efforts are aligned with the specific needs and
preferences of potential buyers, leading to more
successful campaigns and higher ROL.

4) Advanced Strategies for Location-Based Real Estate
Marketing

a) Utilizing Heat Maps and Foot Traffic Analysis

Heat maps and foot traffic analysis provide real estate
marketers with visual tools to understand where potential
clients are spending their time. By analyzing high-foot-traffic
areas in a city, marketers can identify prime locations for
placing advertisements and promotional materials. These
insights help determine which neighborhoods or zones attract
the most attention, enabling real estate agents to align their
property listings with the most active and desirable locations.

For example, a real estate marketer can use heat maps to target
high-traffic areas near universities for student housing or
around business districts for young professionals seeking
apartments close to their workplaces.

Figure 5: Heat Map of High Foat-Traffic Areas
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Figure 3: Heat Map of High Foot-Traffic Areas

b) Incorporating Local SEO with Location Targeting
Combining local SEO with location targeting can
significantly enhance visibility and engagement for real estate
marketers. Local SEO involves optimizing a website and its
content for local search terms to rank higher in search engine
results for location-specific queries. By integrating local SEO
strategies with location-based ad targeting, real estate
marketers can capture the interest of prospects already
searching for properties in their area.

For example, using keywords like “condos for sale near
Central Park” or “best neighborhoods in Chicago” in both
paid ads and organic content can increase the chances of
reaching potential buyers looking for properties in those
locations. This strategy also supports omnichannel marketing
efforts, ensuring consistency across all digital touchpoints.

¢) Leveraging Geo-Conquesting Tactics

Geo-conquesting is an advanced marketing strategy where
advertisers target customers who are near or have visited
competitors' locations. For real estate marketers, this means
setting up geofences around competing real estate agencies,
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open houses, or newly developed properties. This tactic
enables marketers to reach potential clients at the very
moment they are considering other options.

By sending timely, personalized offers or incentives, such as
virtual tours or exclusive access to listings, real estate
marketers can redirect these potential buyers' attention toward
their properties. This competitive edge can be especially
effective in hot markets where multiple listings are vying for
the same buyers.

Geo-Conquesting Strategy

Figure 4: Geo-Conquesting Strategy in Real Estate
Marketing

d) Creating Dynamic Content Based on Location Insights
Dynamic content refers to personalized and adaptive content
that changes based on the user’s location, behavior, or
preferences. Real estate marketers can use location data to
tailor their messaging, images, and offers to align with the
interests and behaviors of different audience segments.

For example, someone browsing properties in a coastal area
may receive content that highlights beachfront homes or
properties with ocean views. Meanwhile, a user in a bustling
urban area might see ads for luxury apartments near transit
hubs, restaurants, and entertainment centers. Dynamic
content not only enhances relevance but also improves
engagement rates by delivering a more personalized
experience.

User Data

Location Preferences Behavior

| | J

Dynamic Content Generation
Content Adaptation Real-time Updates

Personalized Ad Delivery

Urban
Apartments

Suburban
Houses

Beachfront
Homes

Figure 5: Dynamic Control Strategy based on Location Data

e¢) Enhancing Out-Of-Home (OOH) Advertising with
Digital Integration

Traditional out-of-home (OOH) advertising, such as
billboards and transit ads, can be enhanced by integrating
digital location-based marketing strategies. For instance,
placing a digital billboard ad near high-traffic areas or popular
local events and syncing it with mobile ads that target people
in that location increases the chances of reaching a wider
audience.

By combining digital and physical marketing approaches, real
estate marketers can create a cohesive experience that
reinforces their brand presence and messages across multiple
channels. Digital OOH strategies also enable real-time
updates, such as changing messaging based on weather, time
of day, or local events, to better capture the attention of
potential buyers.

5) Optimizing Marketing Strategies for Real Estate KPIs
a) Track Verified Walk-Ins

One of the key metrics in real estate marketing is the
number of verified walk-ins. By creating a digital
"blueprint" of a specific location, such as an open house
or a new development, marketers can track footfall traffic
in real-time. This data provides insights into which
marketing strategies are generating the most interest and
helps refine targeting efforts to improve lead generation.
Building Brand Awareness

Location targeting is also effective for building brand
awareness. When creating ads, marketers can optimize for
delivery goals that help reach a wider audience. This
broader reach allows marketers to collect data on behavior
patterns and retarget these audiences later, driving higher
engagement and conversions.

Measuring Website Engagement

Another key performance indicator (KPI) is website
engagement, which can be optimized using click-based
metrics. By using click optimization, marketers can ensure
they are getting the most value from their ad budget,

b)

¢)

driving traffic to their website and maximizing
conversions.
d) Tracking Multiple Mobile Calls to Action (CTAs)

Setting up mobile-optimized landing pages with multiple
CTAs, such as "click to call," "click for directions," or
"click to visit website," enables real estate marketers to
track user engagement at various stages of the customer
journey. This data can be used to refine marketing
strategies and improve conversion rates.

Reducing Wasted Ad Spend

By using location data, marketers can reduce wasted ad
spend by narrowing their focus to target people who are
genuinely interested in a particular area or type of
property. This not only increases the efficiency of
marketing efforts but also enhances the overall customer
experience by delivering relevant content.

e)

6) Key Considerations for Implementing Location-Based
Marketing in Real Estate

a) Privacy and Data Compliance

With the growing emphasis on data privacy and protection,

real estate marketers must be mindful of legal and ethical

considerations when using location-based targeting. It is

crucial to comply with regulations like the General Data
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Protection Regulation (GDPR) in the EU and the California
Consumer Privacy Act (CCPA) in the U.S.

Marketers should ensure that they work with ad networks and
Demand Side Platforms that obtain explicit consent from
users to collect and use their location data, provide transparent
information about data usage, and offer opt-out options. By
maintaining high standards of privacy and data security,
marketers can build trust with their audience and avoid legal
penalties.

b) Measuring Campaign Effectiveness

To evaluate the success of location-targeted campaigns, real
estate marketers should use a combination of key
performance indicators (KPIs) such as click-through rates
(CTR), conversion rates, engagement rates, and footfall
metrics. Additionally, advanced attribution models, such as
multi-touch attribution, can help marketers understand which
touchpoints contributed most to a sale or lead, enabling them
to optimize their strategies accordingly.

A/B testing is another effective method for refining location-
based marketing strategies. By testing different ad creatives,
messages, and targeting parameters, marketers can determine
which combinations yield the highest engagement and
conversions, ensuring that their marketing efforts are always
optimized for maximum ROL.

Estate

7) Future Trends in Location-Based Real

Marketing

a) The Rise of Augmented Reality (AR) and Virtual Tours
Augmented Reality (AR) and virtual tours are set to
revolutionize real estate marketing by providing immersive
experiences that allow potential buyers to explore properties
from the comfort of their homes. By integrating AR with
location targeting, real estate marketers can offer personalized
virtual tours based on a user’s location or previous property
views, enhancing engagement and increasing the likelihood
of conversions.

For example, a user who frequently visits family-friendly
neighborhoods might receive an AR experience highlighting
nearby parks, schools, and community centers, along with
interactive tours of homes that fit their criteria.

b) Predictive Analytics for Location-Based Targeting
Predictive analytics uses historical data, machine learning,
and Al to predict future behavior. In real estate marketing,
predictive analytics can be used to anticipate where and when
demand for properties will rise, enabling marketers to
proactively target potential buyers before their competitors.

By combining predictive models with location data,
marketers can refine their targeting strategies, allocating
resources to areas with the highest growth potential. This
forward-looking approach ensures that marketing efforts are
always aligned with emerging trends and market dynamics.

3. Conclusion

By leveraging advanced location targeting strategies such as
geofencing, cross-device targeting, dynamic content creation,

and the integration of new technologies like AR and
predictive analytics, real estate marketers can effectively
reach their ideal audience, improve engagement, and drive
sales. As the market evolves, staying ahead of these trends and
continuously optimizing marketing strategies will be key to
achieving sustained success in the competitive real estate
industry.
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