
www.irem.org   4   jan.feb 2009 	 www.irem.org	 jan.feb 20095

When times are tough, we all want 
to save money. Often this leads 
to cutting back on resources 
and limiting our company’s mar-
keting budgets. Although pru-
dence is a virtue, now is exact-
ly not the time to drastically 
reduce your marketing efforts.  
     Here’s the good news: even if your company 
is small, you can invest in its future with some 
techniques that are relatively simple and easy.  
Here are some ideas to get started:

Make relationships count: This is the 
time when all of the relationships you’ve cul-
tivated over the years come to fruition. In fact, 
your name and reputation may be what save 
you in tough times. When people have limited 
resources and even more limited funds, their 
choice is often to go with someone whose work 
they know.

Be client centric: Stellar customer service 
may just be the point of differentiation that 
brings in repeat business. Face it, not everyone 
comes by this naturally—now is the time to 
invest in your company’s future with a little 
employee training. Educate your customers: 
establish yourself as their resource of choice 
with newsletters or other pertinent informa-
tion.

Boost your profile: Credibility can unlock 
doors in today’s uncertain world. Take the 
time to attend conferences or speak at industry 

events. Make it your goal to come back from 
each conference you attend with new contacts 
or additional work. Write an article for an 
industry publication and send it to your custom-
ers. Send out press releases and toot your own 
horn about recent successes. 

Consider YouTube: Unleash your creativ-
ity! Because uploading videos is free and the 
potential reach is enormous, YouTube offers an 
attractive way to market your company’s service 
with relatively low barriers to entry. You can 
point your Web site right to YouTube or choose 
to send the link via e-mail. 

Forge strategic alliances: Developing a 
strategic alliance allows each party to combine 
resources in a way that benefits both. With an 
alliance you can promote your services and 
talents to your strategic partner’s market, thus 
expanding your customer base. Creating a stra-
tegic alliance may allow you to pool your firm’s 
expertise with someone who has experience 
with a different property type, or is located in a 
new geographic area. 
	 To ensure a successful alliance, first deter-
mine whether joining forces will give you a 
competitive edge. If the answer is yes, then be 
particular about the partner you select. Take a 
look at existing relationships, and then consider 
providers of complimentary services such as 
brokers, vendors, even customers. 
	 There are countless ways to market your 
company. Often, the best marketing tool you 
have is yourself.   	 n
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