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The NATIONAL ASSOCIATION OF REALTORS® (NAR) constantly 
communicates to consumers and the media the importance of 
choosing to work with a REALTOR® because of your  unparalleled 
expertise, access to NAR’s many resources and commitment to the 
Code of Ethics. 

Every day, you do your part to promote yourself as a REALTOR®. And 
every day, your national association is doing the same. 

Because of NAR’s outreach – and your efforts – home buyers and 
sellers know there’s a difference between a REALTOR® and someone 
who hasn’t earned the right to carry that name. They recognize you 
as a trusted professional, respected within the industry and your 
community. As a result, when it comes time to buy and sell real 
estate, consumers turn to you. 

The effective use of social media can be key to your success 
in the real estate business. This guide has two purposes - 
to help you take your business to a new level through the use 
of blogging and to put into context your responsibilities and 
duties as a member of NAR when using social media. 
Strategic use of social media will enhance your 
reputation for quality and standards of 
excellence in all real estate related 
pursuits. 

The NATIONAL ASSOCIATION OF REALTORS® (NAR) constantly 
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WEB 2.0 MARKETING AND ITS RELATION TO REAL ESTATE- 
IT’S ALL ABOUT THE CONVERSATION
The concept of Web 2.0 rests on the premise that the online world is a dynamic and interac-
tive place, brimming with knowledge to be shared and relationships to be made. 

Web 2.0 and its brainchild, Social Networking, have gained a foothold in the real estate 
industry. Members of the NATIONAL ASSOCIATION OF REALTORS® are building relationships 
through social networking, posting comments on blogs, and increasing participation with 
their own online networks. It started when real estate professionals posted nearly one million 
comments on sites like Listserv Realtalk. Many REALTORS® with experience in technology 
began looking for more interactive outlets. They wanted to share ideas with others across 
the country and in their own back yard with more than just text. This has resulted in a 
staggering array of tools available for today’s real estate professional. 

The developing shift to use online tools has taken time. We’ve had to become comfortable 
with communicating via the web. The real estate business of today has had to learn how to 
use online tools to market and communicate in a value-added way.

REALTORS® who use a website to engage the consumer with property searches, statistics 
about their market and local area information are now using blogs as a way to open conver-
sation with and among the consumers. All such electronic communications are considered 
to fall within the ambit of Article 12 of the Code of Ethics. 
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WHAT IS A BLOG?
A blog is a website to which you add commentary 
on an ongoing basis. New information ends up at 
the top of the blog so people can scan and see 
your articles by dates. Readers can interact with 
you by posting comments, adding links, or sharing 
blog posts via email or other social media sharing tools.

Blogs are conversational. Blogs are generally considered successful when 
the content  consumers reads convinces them to work with  real estate agents. 
When you blog, you provide the platform on which others build relationships. You will 
also be building up your own reputation as a provider of such a platform. While nothing 
beats a face-to-face meeting, the increase of today’s web-based business relation-
ships makes it impossible to have such meetings with every client. A blog can be an 
alternative form of communication when a face-to-face meeting isn’t an option. Today’s 
consumer can form an opinion of you by reading your posts before they ever meet you 
face to face.

BLOGS CAN: 
 • Position you as a subject matter expert on issues and the community      
 • Keep you top of mind for potential clients
 • Be used as an outlet to drive people to your real estate listings 
 • Build social capital (credibility online and offl ine)
 • Spread a message
 • Establish credibility and authority
 • Connect you with groups of interested readers
 • Provide networking opportunities

blog posts via email or other social media sharing tools.

Blogs are conversational. Blogs are generally considered successful when 

BLOGS SHOULD BE BRIEF AND  
TO THE POINT SO BUSY PEOPLE 
CAN GAIN KNOWLEDGE QUICKLY. 

WHAT IS A BLOG?
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WHY BLOG?
Blogs are no longer just someone’s ramblings and private journal. Blogs have become 
vital resources for information, interaction, news, commentary and yes, inspiration. 
Blogs allow a REALTOR® to establish themselves as expert on an area or town. We 
receive our news and information from blogs. Blogs have passed the tipping point. 
According to Wikipedia1, “In sociology, a tipping point or angle of repose is the event of 
a previously rare phenomenon becoming rapidly and dramatically more common.” Blogs 
and their interactive nature have become woven into the fabric of today’s communica-
tion tools.

BENEFITS OF A BLOG – STATIC VS. DYNAMIC
Blogs offer near real time information and a fresh and relevant experience to today’s 
consumer. The content on blogs is dynamic content constantly updated.  As it turns out, 
search engines favor websites with frequently updated pages, which is the nature of a 
blog. Search engines have increased the frequency of indexing the most active websites. 
If you have a lot of active content, you can imagine the positive impact this has on the 
visibility of you and your company when a client searches for content you are posting.   
It’s a good thing when search engines favor your site. People use online search engines 
like Google, Yahoo, Bing, etc. every single day. When you are smart with how you write 
and update your content, your SEO, aka Search Engine Optimization will help your web-
site appear as a result of their searches. Do not “stuff keywords”  in your copy because it 
can backfi re on you.

Standard of Practice 12-8 states all REALTORS® have an obligation to present a true 
picture in representations to the public  and that applies to information presented, 
provided, or displayed on REALTORS’® websites. REALTORS® must use reasonable efforts 
to ensure that information on their websites is current. When it becomes apparent that 
information on a REALTOR’s® website is no longer current or accurate, REALTORS® must 
promptly take corrective action. This is motivation to keep your information up to date on 
your site and through your blog. 

1 en.wikipedia.org/wiki/Tipping_point_(sociology)

WHY BLOG?
Blogs are no longer just someone’s ramblings and private journal. Blogs have become 
vital resources for information, interaction, news, commentary and yes, inspiration. 



5
According to the 2011 REALTORS® Technology Survey, REALTORS’® comfort with social 
media is evolving. The 2008 study reported that 67% of respondents did not use social 
media.  This latest study shows that 90% of brokers and 91% of agents use social 
media. 23% of agents and 25% of brokers are extremely comfortable with it. One of 
the top ways REALTORS® learn about technology and its applications in the real estate 
industry is from the National Association of REALTORS®. Currently 37% of agents and 
brokers participate in their own blog and 54% are participating in real estate blogs in 
general. Even more REALTORS®, 31%,  read blogs a few times a month. Eighty percent 
of respondents are looking to communicate with prospective, existing or past clients 
through the use of social media.  Find out more survey results at www.REALTOR.org/CRT. 
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CREATE A BLOG WORTH VISITING
Your blog needs to be a site worth visiting. Have you ever ventured onto a website and 
quickly clicked on the back arrow to move onto the next result of your search because the 
site didn’t supply the information you were looking for? You have a very short window to 
capture the person’s attention who ventures onto your site—you also have the task of 
keeping your site interesting so the visitors return. 

Every website should have good visual appeal and informative content. On a blog, 
content is key. If your ideas and information are not relevant, even the best design won’t 
create a readership.

What makes a blog worth visiting? There are a few key elements to measure your 
effectiveness. Ask yourself these questions to determine if it is worth visiting:

 1) Does it make a good fi rst impression? You only get one chance to do this!

 2) Does it have relevant and updated content on the topics you focus on?

 3) Can it answer the questions about specifi cs within your topic?

 4) Does the site convey what type of information you discuss?

 5) Is it interactive?

 6) Are there items the consumer can download, videos to view or links to click 
  on and share?

 7) Is your site easy to navigate?

 8) Are your posts easy to read?

 9) Do you use graphics and photos?

 10) Do you have a call to action?

 11) Can they fi nd contact information to reach you to ask questions?

 12) Do you allow comments?

CREATE A BLOG WORTH VISITING
Your blog needs to be a site worth visiting. Have you ever ventured onto a website and 
quickly clicked on the back arrow to move onto the next result of your search because the 



WHAT KIND OF BLOG 
WILL YOU CREATE?

Blogs do not have to be just text based. (and 
shouldn’t be). You can have a nice mix of 
copy, video and images to make a blog more 
interesting. Many people are not comfortable 
writing lengthy posts but want to reach the online 
audience. If this is the case, a photoblog or videoblog 
might be the right option for you. These are blogs emphasizing 
images and/or videos. Note:  it’s always a good idea to add at least a few 
lines of keyword-enriched lines of text to make your site more visible to search 
engines. We will review photo blog platforms in a later section.

Your Broker may have a template for how they’d like their agents to create blogs. NAR 
has developed a template for its Members with the purpose of providing brokers with a 
starting point that may be used when developing a social media policy for the broker’s 
own fi rm. The template is on www.REALTOR.org and is called “Use of Social Media in the 
Real Estate Business”. The document lays out what Brokers and Agents can and cannot 
do online including in blogs and other social media sites. You can fi nd the full policy at: 
http://www.REALTOR.org/letterlw.nsf/pages/0510rm_socialmedia. 

The template suggests the scope of the Brokers policy should extend to all uses of social 
media in connection with the real estate business (use in connection with the real estate 
business would include any use in which the agent seeks to promote or capture real 
estate business from consumers or other agents). The Brokers policy is not intended to 
cover the activities of Agents falling completely outside the real estate business; any 
conduct, however, which refl ects adversely upon broker or the brokerage may be reviewed 
under the terms of this policy. Confi rm that your broker has a social media usage policy. 
If your broker doesn’t have a policy you may want to review the template for ideas 
applicable to your blog. For example, the template suggests a standard for identifying 
information on the blog which fi nds its basis in both the Code and Rules and Regula-
tions of many real estate practitioners. 

writing lengthy posts but want to reach the online 
audience. If this is the case, a photoblog or videoblog 
might be the right option for you. These are blogs emphasizing 
images and/or videos. Note:  it’s always a good idea to add at least a few 
lines of keyword-enriched lines of text to make your site more visible to search 

IT’S A GOOD IDEA TO LEARN HOW 
TO INCLUDE OTHER MEDIA IN YOUR 

BLOG ARTICLES; THESE HELP IMPROVE 
VISITOR INTEREST AND RETURN.

WHAT KIND OF BLOG 
WILL YOU CREATE?
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IT’S A GOOD IDEA TO LEARN HOW 
TO INCLUDE OTHER MEDIA IN YOUR 

BLOG ARTICLES; THESE HELP IMPROVE 
VISITOR INTEREST AND RETURN.

FIND A NICHE FOR YOUR BLOG
Some Members who have found success in blogs have done so by fi nding a niche for 
themselves. They write about just a few topics or one specifi c topic in depth. One blogger 
posts about real estate, family living in his community, and Eagle Scouting, which he is 
very involved with in his community.  Another writes about investing in real estate along 
with foreclosures. Another may focus on staging, new construction, or other aspects of 
real estate.  A local real estate blog can concentrate on events, happenings, businesses 
and issues in a very specifi c community. 

Some blogs include photo blog posts or video blog posts, the content is up to you.  
Regardless of the method you choose, fi nding a niche for your blog can set you apart 
from the competition and generate more readership.  Ask yourself what goals you wish 
to accomplish with your blog and this can help you defi ne what niche if any you’d like to 
pursue for your blog.

FIND A NICHE FOR YOUR BLOG
Some Members who have found success in blogs have done so by fi nding a niche for 
themselves. They write about just a few topics or one specifi c topic in depth. One blogger 
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CHOOSING A NAME
What is in a name? - Your blog name and look should refl ect the focus of topics that you 
write about. 

Blog names should be to the point like Any Town Real Estate Blog - anytownrealestate.
com. There are some blogs with catchy names like miamism.com, but most success-
ful blogs with good search engine results pages (SERPS) use simple blog names. Blog 
names rich with key words help people and search engines fi nd you.

Remember to check out the National Association’s Rules Governing Proper Use of Its 
Trademarks to assure that if you are using the word REALTOR® in the name you are doing 
so correctly. All the information regarding usage is available to you online at REALTOR.
org. It explains proper use of REALTOR® marks in username, including examples of 
correct and incorrect uses. It begins with a brief list of the principal rules affecting use 
of the REALTOR® marks on the Internet and web address to trademark homepage.

CHOOSING A NAME

9



CHOOSING A BLOGGING 
PLATFORM AND WHERE TO HOST IT
Blogging is usually done within a software program that is hosted on the Internet. According 
to Wikipedia:2

“ Weblog software (also called blogging software or blogware) is software designed 
to simplify the creation and maintenance of weblogs. As specialized content manage-
ment systems, weblog applications support the authoring, editing, and publishing 
of blog posts and comments, with special functions for image management, web 
syndication, and moderation of posts and comments.”

There are a few industry specifi c real estate blogging platforms available to you. 

REALTOR.COM® offers a free Featured Blog Tool to REALTORS® to help 
demonstrate their local expertise and connect with potential customers.  Whether 
used as a standalone site or dropped into your own web site, the Featured Blog is 
a member benefi t that can help expose your brand and expertise to the millions of 
REALTOR.com® visitors if your content is selected for publication on the REALTORS® 
Blogs.  REALTOR.com® is the #1 homes for sale site.

For more information, and to Sign up: 
http://solutioncenter.realtor.com/Agents/FeaturedBlog.aspx 

ASK A REALTOR®: REALTORS® are also invited to participate in Ask a 
REALTOR® on the REALTOR.com® Blogs.  Ask a REALTOR® experts have the 
opportunity to respond to consumer questions that you hear every day. Answers 
that are published  on the REALTOR.com® Blogs and serve to increase awareness 
of your expertise and also enhance your personal brand.  Sign-up by sending your 
email request to: askarealtor@realtor.com

2 www.wikipedia.com

CHOOSING A BLOGGING 
PLATFORM AND WHERE TO HOST IT
Blogging is usually done within a software program that is hosted on the Internet. According 
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ACTIVE RAIN at http://www.activerain.com
Active Rain offers a free blogging tool.  This platform is best if you are blogging and 
wish to chat only with other REALTORS® and real estate practitioners. You can sign up 
for an account, create your profi le, and begin writing content in a user friendly format. 
The information that you write is available for other account holders to read – unless you 
upgrade to the paid option, in which case you can address your content to everyone else 
online. 

TRULIA at http://www.trulia.com
Trulia also offers a free blogging tool as part of the your “My Trulia” account.  Trulia is 
read by many people looking for homes across the nation – be sure your profi le states 
where you are licensed to practice and write for your area – not the nation (unless you 
are licensed in every state).

NON INDUSTRY SPECIFIC – WEBHOSTED AND FREE
If you want to use a blogging platform that is not industry specifi c, here are a few of the 
top platforms.  All are web based and are hosted by the providers, so you don’t have to 
pay any additional fees.

http://www.blogger.com 
Blogger – is a Google platform and user friendly. There are many customization options 
available and it’s free. You can also send posts to your blog via a mobile device. Blogger 
allows you to customize templates and add multiple pages.  

http://www.tumblr.com
Tumblr -- is great for a group blog. Indexed by Google, you can post on the web or via 
email all sorts of content including: text; photos; quotes; links; dialogues; audio; video; 
slideshows, and more. Tumblr offers a bookmark which makes it easy to share anything 
you’re looking at on the web. 

http://Posterous.com
Posterous – makes it simple to set up an account and begin blogging very quickly. 
Content is easily posted directly on the web or via a mobile device. You can send posts 
via email which makes Posterous an easy choice for photo blogging. Take a picture, write 
a caption and email it to your Posterous blog. 
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http://Wordpress.com 
WORDPRESS IS ONE OF THE TOP NON-INDUSTRY SPECIFIC PLATFORMS FOR BLOGGING 
AND IS ONE OF THE MOST COMMONLY USED. 

It is widely available, free, popular, and extensible.  It was designed with search engine 
optimization (SEO) in mind. It is a hosted blog that is very easy to set up. You’ll get 
your own WordPress.com address (like  your “blog.wordpress.com”, or you can switch 
to a custom address later if you’d like). They offer a selection of free and customizable 
designs (also called themes) for your blog. It’s easy to create great posts; it is just like 
writing an email. They offer tags – or searchable keywords -  and make  uploading pho-
tos easy. They also allow you to access your photos on services like Flickr or Photobucket. 
You can embed videos from YouTube if you would like. They offer free analytics to help 
you improve the value of your blog over time.  You may use your own domain name for an 
additional charge (approx $12.00/year) through Wordpress.com.

SELF HOSTED – HOSTING FEES APPLY
http://Wordpress.org 
Wordpress.org (a different website than wordpress.com mentioned above) allows you to 
self host your blog on your own domain name. Wordpress.org requires you to download 
and install the software on your own, on a hosted web server.  It requires some technical 
skills to install and set up properly. If you need to purchase a domain name, remember 
there is also the fee for hosting your site, which usually runs less than $10.00/month. 
Wordpress.org offers thousands of plugins and themes available to transform your site 
into almost anything you can imagine.  

http://typepad.org
TypePad is a simple to use platform similar to Google’s Blogger platform. There are 
theme choices. It is limited on functionality and does have a small monthly fee. 

http://blog.yourwebsite.com or yourwebsite.com/blog
Another option is to add a blog to your existing website.  If you already have a website, 
check in the control panel. Many already have Wordpress.org or similar blogging 
software ready to install. You can use the Internet address you have decided on 
or you can upload it to a page on your existing website.  An example would be: 
www.tampaliving.com/blog.
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DESIGNING YOUR BLOG
Your blog needs visual appeal. This is illustrated 
in your template or theme – it’s the appearance 
of the blog . You will want to think about the 
design elements when choosing a theme or 
template for your blog/website. 

A theme usually allows you to decide how many 
columns you want the blog to be. When designing your 
blog theme you can choose between one main column or 2 
smaller columns.  A theme can also dictate how big the banner is on the 
top of the page, the sidebars, what color theme and which font will be used.

Many blogging platforms will allow you to upload images and arrange the page the way 
you prefer, though others will have preset areas for certain information and categories. 
When reviewing the setup of your site, keep this in mind.  

There are usually plugins you can add to the sidebar of the blog. It is a good idea to have 
posts by category, recent posts, and an area for links on your sidebar. Plan on adding 
the widgets for the social media sites you are participating on as well. Each site, like 
Facebook, Twitter, etc. offer free badges or widgets (html code) that you can paste onto 
the sidebar of your blog. This allows people to become your friend or follow you directly 
from your blog.

When designing their blogs, one common mistake people make is that their contact 
information is very hard to fi nd! Once you’ve cleared the hurdle of getting the reader to 
your site, you’ll want to make sure it is easy for them to follow up with you. 

columns you want the blog to be. When designing your 
blog theme you can choose between one main column or 2 
smaller columns.  A theme can also dictate how big the banner is on the 
top of the page, the sidebars, what color theme and which font will be used.

MAKE SURE YOUR CONTACT 
INFORMATION CONFORMS WITH YOUR 

LOCAL BOARD OF REAL ESTATE’S 
DISCLOSURE AND ADVERTISING 

POLICIES.

DESIGNING YOUR BLOGDESIGNING YOUR BLOG
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MAKE SURE YOUR CONTACT 
INFORMATION CONFORMS WITH YOUR 

LOCAL BOARD OF REAL ESTATE’S 
DISCLOSURE AND ADVERTISING 

POLICIES.

GETTING STARTED
KEEPING YOUR BLOG CURRENT-
SYSTEMS TO KEEP THE INSPIRATION FLOWING

The most important step in building a successful real estate blog is a step that never 
ends.  If you want people to fi nd your blog useful (and, ideally, subscribe to it) you’ll need 
to keep the blog current.  The National Association’s Professional Standards Committee 
has made this a point of ethical conduct. REALTORS® have a duty to the public and their 
customers and clients to present current and accurate information. 

Blogs are meant to be updated often. Many bloggers post daily, but once or twice a week 
is probably suffi cient as long as you do it faithfully. Consistent, relevant content gets 
noticed on the Internet.

If possible, decide on a set time each week and keep to it. Set it as an appointment.  
During the rest of your work week set up additional systems to keep the inspiration 
fl owing.

 1)  Try to keep a digital camera with you. Your smartphone will do the job as well. If 
you happen upon a new business – snap a picture – then post about it! A park, 
a traffi c jam, a new construction site, a pink oil tank, an event, etc. It’s always 
best when you use your own photos in a post. And sometimes . . . a picture is all 
you need with a line or two of a description. You never know when you will happen 
upon a great shot. You’ll fi nd your own photos are more effective in a blog post.

 2)  Always be ready to “fi le away” an idea for future blog posts, on your phone, in your 
briefcase, and/or a folder in your email. Great ideas happen at different times and 
you don’t want to forget them.

You’ll also want to make your blog post as useful as possible. Publish things your target 
audience really wants—real estate news, property listings, community events, local 
news, home maintenance ideas, helpful tips and the like. Make it a blog they can’t live 
without, one they’ll want to stay connected with and visit frequently.  A word of caution 
however about confi dential information, something you learn in confi dence from your 
client or in connection with providing your services are not topics on your blog. 

GETTING STARTED
KEEPING YOUR BLOG CURRENT-
SYSTEMS TO KEEP THE INSPIRATION FLOWING
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For example, take before and after pho-
tos of a home you just listed. Show your 
expertise as you transform an overgrown yard 
with weeds and a rocky driveway to a home with 
curb appeal. Demonstrate the simple tasks of mow-
ing the lawn, painting and reattached the shingles, edging 
the yard, etc. This would be an easy post in which you offer your expertise and give read-
ers ideas on what they can do to improve their curb appeal. Keep in mind if using your 
clients property as the subject of a post that you still are obligated to place your clients 
interest fi rst, ahead of even your own. 

BLOG POST IDEAS
To help keep your blog posts consistent, consider regular features.  Here are a few 
examples that other bloggers have found successful: 

 •  Photo Friday – Plan a different photo every week having to do with your theme. 
Linda Davis of Connecticut, for example takes pictures of her community and 
posts them on her blog, SimplyLedyard.com.

 •  Weekend Update – Remind people of all the upcoming social and cultural events 
happening in your community. People will come to rely on your site to supply this 
information.

 •  Rate alerts – Keep people informed of interest rates and explain to people some 
of the intricate fi nancial jargon and become a respected and trusted source.

 •  Restaurant reviews – Are you a foodie? People always want to hear about new 
restaurants. 

 •  Zoning and town issues – Go to town meetings, keep current with all the events 
in your town.

Consider using a guest blogger. If you enjoy someone’s posts ask them to post regularly 
for you on your blog; once a month or once a quarter would make for a good time interval 
for a guest blogger. Some suggestions on guest bloggers you may want to include are: 

 •  Mortgage  professional 

 •  Home Stager

 •  Home improvement company 

 •  Chamber of Commerce member
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Instead of being a “writer,” think about being an “information giver.” That will help you 
focus fi rst and foremost on providing value to the reader. 

If you still need inspiration, for a few weeks, write down every question (or go through 
your inbox) you are asked by clients, friends, consumers about real estate. Then get to 
work! Create a blog post for each one; you’ll create content. Remember that each blog 
post is its own web page and has its own web address. The next time someone asks you 
that question you can paste the link to that blog post in an email. When they click on 
the link it will send them to your blog to read the answer and hopefully subscribe to your 
blog.

Here are some examples: 

 •  What is my home worth?

 •  What happens when it goes under deposit?

 •  What is the climate of the real estate market?

 •  Is it a buyer’s market?

 •  Should I rent or buy?

 •  What is your marketing plan for listing my home?

USING MEMBER ONLY NAR 
RESOURCES IN YOUR MARKETING

As a Member of the NATIONAL ASSOCIATION 
OF REALTORS® you have access to a number 
of member only resources that can help you in 
your marketing and blogging efforts.  Here are 
a couple of items offered by partners through the 
REALTOR Benefi ts® program: 

Show your clients you care: add content to your blog that helps clients 
protect the safety and the well being of their families. As a REALTOR Benefi ts® 
Program partner offering auto and home insurance options for NAR members, Liberty 
Mutual, offers a variety of safety-related content and articles that you can include in 
your blog. 

Visit www.REALTOR.org/RealtorBenefi ts and click ‘Liberty Mutual’. 

 •  What is your marketing plan for listing my home?

a couple of items offered by partners through the 

Show your clients you care: add content to your blog that helps clients 

IN SOCIAL MEDIA AN AGENT’S BEST 
CHANCE TO ASK FOR BUSINESS IS WITH 

A REAL ESTATE BLOG. BLOG POSTS 
SHOULD HAVE A CALL TO ACTION AT 

THE END OF EVERY POST.
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Lowe’s is also a valuable resource for content you can use in your blog. Sign up for their 
free monthly eNewsletters for great tips for home buyers and sellers. As part of their 
offerings, Lowe’s provides members a FREE marketing tool that sends valuable coupons 
and rebate offers to customers and clients, on your behalf, via highly customized direct 
mail and email. Visit www.LowesREALTORBenefi ts.com to sign up for the program and to 
receive the monthly newsletters. 

Additionally, products like the 2010 NAR Profi le of Homebuyers and Sellers have great 
statistics on buyer and seller demographics and how the market and industry changes. 
This product is deeply discounted for members and available annually in November. 
See all of the valuable products and research available in the NAR Online Store at 
www.REALTOR.org/Store. 

Blogging is much easier if you can rely on free content. One way to do that is through 
the REALTOR® Content Resource (HouseLogic.com/members), an exclusive, free tool for 
members. The more than 300 (and growing) articles at the REALTOR® Content Resource, 
which come from NAR’s award-winning and comprehensive consumer website HouseLog-
ic, cover not only homebuying and selling, but everything homeowners need to enhance, 
protect, and maintain their homes.17



The process to use the content is simple: When you access HouseLogic.com/members, 
you’ll be prompted to choose the article or articles you want, to select how you want to 
use them, such as in your blog, and to download them. With seasonal home improve-
ment, maintenance, insurance, tax, and fi nance content, you can not only create a 
year-long marketing campaign on your blog, you can also add the articles to your 
website and e-newsletter, or share them via Facebook and Twitter.

Regardless of where you choose to go for content, remember to always keep it legal; 
add terms of use and other legal protections to your privacy statement on the blog. Be 
sure you add a disclaimer to your blog noting that you do not assume responsibility for 
the accuracy of information posted by your visitors.  Also, as a Member of the NATIONAL 
ASSOCIATION OF REALTORS®, remember that the Code of Ethics applies even online.  For 
resources on blogging policy, please see references.

As part of the preamble to the Code of Ethics, the Professional Standards Committee 
suggests that REALTORS® can take no safer guide than that which has been handed 
down through the centuries and embodied in the Golden Rule, “Whatsoever ye would that 
others should do to you, do ye even so to them.” 

In becoming a Member and accepting this standard as their own, REALTORS® pledge to 
observe its spirit in all of their activities whether conducted personally, through associ-
ates or others, or via technological means, and to conduct business in accordance with 
the tenets of the Code of Ethics. This requires that Members familiarize themselves with 
all of the principles established in the Code to apply to their conduct in managing the 
blog. 

Are you interested in learning more about technology and how to use it? We 
recommend you take NAR’S e-PRO® certifi cation, raising the bar for 
REALTORS® in social media and technical expertise.  The evolved e-PRO® 
certifi cation provides a roadmap to help you serve hyper-connected consumers of 
today and tomorrow.   Course topics for Day 1 (live or online) include the changing 
market, how to connect with consumers, the online conversation, and reputation 
management.  Day 2 (online only) provides hands-on discovery of business tech tools 
such as an e-strategy, mobile offi ce, micro-blogging, rich media, and NAR resources. 
For more information, visit http://www.epronar.com or email ePRO@REALTORS.org. 
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WRITING YOUR BLOG
Getting started: We suggest you use the software on your computer called “Notepad” to 
capture blogging ideas. When you are ready they are easy to paste into your blogging 
software. Try to avoid using Microsoft Word; the text has symbols and code that may 
interfere with the blog post formatting when translated to HTML code in your blog.

Here is a quick step-by-step guide to writing your fi rst blog post (each item will be 
explained in detail below): 

 1) Open your blog software
 2) Write your blog post
 3) Write a compelling title 
 4) Get the point across 
 5) Add the call to action 
 6) Check spelling and grammar 
 7) Add hyperlinks 
 8) Add photos
 9) Add tags 
 10) Add to categories 
 11) Preview and post

OPEN YOUR BLOG SOFTWARE
You will access a sign-in screen to take you to the admin pages of whichever platform 
you use- get signed in and ready to go!

WRITE YOUR BLOG POST
After you have been writing for awhile, you will fi nd your blogging voice. Until then – 
just go for it and begin writing. Starting your fi rst post is the most diffi cult task in the 
blogging process. If you ask most bloggers, they can all remember sitting there with 
the same blank page to tackle. Just do it. When you are writing, you will want to include 
keywords without sounding like you are just writing to “stuff” keywords into your posts. 
Keywords and keyword enriched content includes the words that you want to be known 
for. What words will people type into a search engine to fi nd you? Write on those things. 
If you are a real estate agent, some of your keywords will defi nitely be the areas/towns/

WRITING YOUR BLOG
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neighborhoods that you service. Write about those places; and when you do – use the 
names – don’t just say, “When I was walking in my home town,” rather, “When I was 
walking down Main Street in Victoryville”. 

WRITE A COMPELLING TITLE 
Your title is like an ad headline.  Your keywords (the words you think people will use on 
search engines and be able to fi nd you) should be used as much as possible in your 
titles as well as your post content without sounding like you are trying. This may sound 
diffi cult it is actually quite simple, you want to make sure your writing voice (including 
titles) sounds like you. Sometimes people concentrate so much on the SEO/keywords that 
they begin to sound like a machine. Your titles should be relevant and contain keywords 
when possible. Examples of keywords used for real estate blogs include: 

GET THE POINT ACROSS 
Blogs posts found by the search engines tend to be 300 to 700 words long. Sometimes 
an idea can be broken down into a few blog posts. We like to scan, not read, so make 
your blog post interesting and long enough to get the point across.

ADD THE CALL TO ACTION 
At the end of every post and even throughout if you’d like, use a Call to Action. Tell the 
reader what they need to do. For example, “Call for an appointment to see 123 Main 
Street” or  “Click here to sign up for a free Market Analysis,” tell me what you think 
about this new project, etc. Always tell them what to do next, and ask the reader to 
participate in some way. 

BLOG POST TITLE POST TITLE USING KEYWORDS

New Mexican Restaurant Opened
My Town has a new Mexican 
Restaurant!

New Construction Development My Town has new houses coming!

Real Estate Market Reports
Homes are Selling in 19335 | The 
Latest Home Sale Statistics

Home Inspection 101
Buying a new home in My Town? 
Get a Home Inspection
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CHECK SPELLING AND GRAMMAR 
There is a spell check and/or grammar check feature in almost every program on your 
computer. Use it. Though it seems an obvious step, it isn’t for a lot of people unfortu-
nately and this simple mistake can really undermine your credibility. 

ADD HYPERLINKS
When writing a post, it is good idea to include links to some outside sites (relevant & 
reputable ones). Each post should not exceed 3-5 links based on the length of the post. 
This breaks up copy and adds interest to the post. To add a link, simply highlight the 
text in which you’d like the link to appear, then click on the “chain link” button. Type 
your URL in this format http://WebAddress.com. Click on insert and your hyperlink is 
complete.  Links to other sites will help your content stay relevant and make it more 
searchable. 

ADD PHOTOS
We suggest that you have at least one photo for every post. Pictures add interest and 
break up your copy keeping the reader more engaged. Adding photos is as easy as add-
ing an image to a Word document. To add a photo, make sure your mouse is where you’d 
like the picture to be. Click on the “upload picture” button, fi nd the picture fi le saved on 
your computer, click open and your photo will be inserted. 

Make sure you have permission to use all the photos you use anywhere online or offl ine. 
As mentioned earlier, sometimes the best photos are the ones you take yourself. Always 
have a camera with you for an unexpected shot. You can also fi nd pictures online and/or 
use services to get royalty free images for a small one time usage fee. 

Check http://CreativeCommons.org for different 
permissions of shared works. Just because you 
get an image via a Google search does not 
mean you have permission to use it – 
90% of the time – you don’t.
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Some sources for images and videos when you just don’t have the right one . . .

 •  iStock Photo – http://istockphoto.com
   These are normally purchased for a small fee $1-$3 per image. Most will not 

need further link/credit to the photographer

 •  iFlickr – http://Flickr.com
   If you search for images allowable by Creative Commons, some are free and 

most will require a link back to the photographer. 

 •  iStock XChng -  http://sxc.hu 
   iFree images; most do not require a link back to photographer

We recommend that you place a margin between the picture and blog copy, both horizon-
tal and vertical – start with about a 7 pixel border.  This allows some space between the 
image and text.  

ADD TAGS 
Tags are like the index in the back of 
a book. Each post should have 3-5 
tags that are relevant to your post. 
Try to use tags with your keyword 
enriched content. If you write a 
post about a local school district 
you may choose to tag: Town, School, 
Children. There is a box below or to the 
right of the blog post where you can enter 
your tags, separated by commas. 

Children. There is a box below or to the 
right of the blog post where you can enter 

SOME BLOGGERS USE ADD-ONS ONTO 
THEIR BROWSERS TO SUGGEST OTHER TAGS. 

THE TWO PRODUCTS THAT YOU CAN DOWNLOAD 
AND BECOME PART OF YOUR BROWSER AND 

YOUR BLOGGING SOFTWARE ARE: 
LIVESCRIBE AND ZEMANTA.
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ADD TO CATEGORIES 
You blog site should have relevant categories established. Each category should 
represent a topic you will write about. Every time you write a post assign it to at least 
one of the categories. Because every blog post is archived people will be able to fi nd your 
content by a click of a category button. Some common categories for real estate agents 
would be:

 • Events
 • Schools
 • Mortgage and Finance
 • Real Estate
 • For Sale
 • Home Buyers
 • Home Sellers
 • Real Estate Statistics
 • Area of Service Name

ALLOW COMMENTS
Blogs are all about interaction with readers. Getting readers to comment on your posts 
and add remarks of their own will help you achieve that. However, you’ll want to set up 
some rules as part of your blog’s terms of use for visitors who wish to add comments, 
such as no profanity or plagiarizing from copyrighted sources. You can fi nd information 
on writing terms of use for your blog on REALTOR.org. 
You can choose to moderate your comments, 
allow after a previous commenter has 
been approved or just outright allow 
comments.  Moderating allows 
you to weed out inappropriate 
content, but, on the other hand, 
it’s more work and may cut 
down on the spontaneity of the 
blog.  Remember blogs are about 
interacting, allowing comments leads 
to the interaction you desire. 

on writing terms of use for your blog on REALTOR.orgREALTOR.org. 
You can choose to moderate your comments, 
allow after a previous commenter has 
been approved or just outright allow 

interacting, allowing comments leads 

INSTALL AKISMET PLUG IN, THIS PLUG IN 
WORKS TO CUT SPAM COMMENTS OUT. WITH 

THIS INSTALLED, OFTEN PEOPLE WILL CHOOSE 
TO AUTO APPROVE COMMENTS AND BE READY 

WITH THEIR SMARTPHONE IF EVER A 
QUESTIONABLE OR INAPPROPRIATE COMMENT 

APPEARS THAT THEY NEED TO DELETE.
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PREVIEW AND POST 
Always remember to preview your post 

before you launch it live to the world. 
This way you give yourself the op-

portunity to review and edit your 
work before it is out there for 
everyone to view.  Also, always go 
back after your post is published 

and make sure it appears how you 
like it.

 DIVERSIFYING YOUR BLOG 
WITH VIDEO: 

It’s a good idea to learn how to include other media in your blog posts 
as media can help improve visitor interest and could lead to them sharing 

the link with others. They don’t need to be included in every post, but video can 
make your blog more dynamic.

Video can be taken with your smartphone, a digital camera or a Flip type video cam-
corder. Either way the fi le will need to be loaded on a video sharing site like YouTube.  By 
using YouTube you’ll easily be able to add video to your blog. 

PREVIEW AND POST 
Always remember to preview your post 

before you launch it live to the world. 
This way you give yourself the op-

portunity to review and edit your 

and make sure it appears how you 
like it.

 DIVERSIFYING YOUR BLOG 
WITH VIDEO: 

It’s a good idea to learn how to include other media in your blog posts 
as media can help improve visitor interest and could lead to them sharing 

YOU CAN SET UP POSTS TO PUBLISH OR SET 
UP A SCHEDULE TO PUBLISH THEM IN ADVANCE BY 

CLICKING THE EDIT BUTTON NEXT TO PUBLISH. 
THIS IS HELPFUL IF YOU ARE WRITING A SERIES OF 
POSTS, BECAUSE YOU CAN GENERATE A FEW POSTS 

AT ONE SITTING – BETTER TO HAVE THEM POST 
EVERY DAY INSTEAD OF  THREE IN A DAY.
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PROMOTING YOUR BLOG
Your blog can be the best blog in the world, but, if you don’t promote it and nobody sees 
it, you are wasting your time. As with any marketing tool, promotion is done in a variety 
of ways.  Create a written strategy to remind yourself to implement offl ine and online 
strategies to promote your blog.

OFFLINE STRATEGIES:  
 1) Include your blog web address on all of your print material. 
   a) This includes brochures, fl yers, business cards and print advertising.

 2)  Word of Mouth - friends and contacts will naturally want to hear what you are 
writing about (especially if you break out the camera and take a picture while 
with them followed by “I need this for my blog”). Ask them to spread the word.

 3)  Create special business cards with your blog URL to pass out. A company called 
Moo.com  creates a smaller business card and can be used to directly market your 
blog.  

 4) Invite people to visit your blog on your voicemail message.

ONLINE STRATEGIES:
Remember, people and search engines are looking for your blog. Here are some keys to 
getting your blog found and read by both:

 1) Include your blog web address in your email signature line

 2) Use keywords in your post titles 

 3)  Share with other social media sites. If you don’t already have a Linkedin, Face-
book or Twitter account, you will want to create them. They can act as avenues 
for promoting your blog and increasing awareness of your brand.  You can provide 
interesting content to your followers and readers by sharing your blog posts with 
sites like Facebook, LinkedIn and Twitter. You can fi nd out more about how to 
maximize usage of these social media resources by purchasing a copy of “Social 
Media for REALTORS®: 101 Dos and Don’ts” available at a greatly discounted 
member price at www.REALTOR.org/Store.

PROMOTING YOUR BLOG
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 4)  Include contributors, (they will be sharing your blog with their followers and 
clients to promote themselves. 

 5) Comment on other blogs with a link back to your blog. 

 6) Submit stories to social bookmarking sites like:

   a) Digg.com
   b) Reddit.com
   c) Del.ico.us

 7)  If you post about a local business – share the link with them. This can increase 
and – improve your statistics because that business may in turn begin promoting 
your blog reference and making your link available to its clients.  

 8)  Be a guest blogger on someone else’s blog.

 9)  Check your visitor log to fi nd other bloggers to exchange Links or Guest Blogging 
requests with you.

 10)  Ask for followers in your posts. 

 11)  Remind people to subscribe.

 12)  Incorporate an RSS Feed. 

 13)  Make your blog shareable .

SUBSCRIPTION OPTIONS
RSS FEED SUBSCRIPTION 
Make sure visitors can subscribe to your blog via email , through a RSS feed or through 
an email subscription. RSS stands for “Really Simple Syndication” and is a way to easily 
share blog entries. RSS feeds can be easily created for your blog. This enables software 
like newsreaders to download your content (text, images, audio or video) automatically 
every time you publish.

Here are some resources for setting up email and RSS subscription services:
 • Feed Burner  http://feedburner.google.com
 • Feed Blitz http://www.feedblitz.com
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EMAIL SUBSCRIPTION
The visitor signs up with their email address (instead of grabbing your RSS feed). Each 
time you post to your blog, it will be sent to the subscriber’s email address. You can even 
determine the frequency of emails -- daily, weekly, every time you publish, etc.

(HTTP://WWW.GOOGLE.COM/READER) 
Google reader is a free service that allows you (and your audience!) to keep track of RSS 
feeds from many different places.  It constantly checks your saved news sites and blogs 
and makes it easy to read them all in one place.

Around the web you will fi nd icons that look like this:

When you see a symbol, you click on it and you will be directed to that site’s feed.  You 
can either copy-and-paste the link into your Google reader or, in most cases, you will be 
given a link to subscribe directly from your browser.

MAKE IT SHAREABLE
Make it easy for people to share what you write. Use a social bookmarking tool that adds 
the buttons to share your content to the most common social networking sites. Addthis.
com offers a free service to do so.

http://www.addthis.com 

Interested in fi nding more social media, internet marketing, 
and/or tech tools? You can fi nd these items and more by vis-
iting www.TheTechByte.com. Learn from social media experts 
Amy Chorew and Kim Wood.   

Amy Chorew is a national instructor highly experienced in helping managers and agents 
maximize the opportunities that technology offers them. Amy is also a partner with the 
Social Media Marketing Institute, a group who reaches companies to use social media 
ethically and responsibly. They have worked to create the new evolved e-PRO program 
with NAR. Kim Wood has a great deal of knowledge and expertise with individuals look-
ing to expand their internet presence. She is a licensed real estate agent and has used 
social media to enhance building relationships to help her business grow.

Visit the Tech Byte today and sign up for their enewsletter to stay on top of the changes 
in the social media industry.
Visit the Tech Byte today and sign up for their enewsletter to stay on top of the changes 
in the social media industry.
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PULLING IT ALL TOGETHER
As we’ve discussed, the effective use of social media can be a key to your success in 
the real estate business. This guide is designed to help you take your business to a new 
level through the use of blogging as a social media tool - and to put into context your 
responsibilities and duties as a member of NAR when using it. You’ve taken the fi rst step 
to achieving both results by reading this document. 

Starting a blog will begin the conversation with your neighbors, your clients and your 
readers. As a Member of the National Association you have many Member only resources 
available to you as you develop your own style and voice. Remember people may not 
comment but they will subscribe, fi nd you in searches and appreciate what you write. 
The blog and its viral nature will allow your valuable information to spread faster than 
another other form of media. Welcome to the world of blogging.

PULLING IT ALL TOGETHER
As we’ve discussed, the effective use of social media can be a key to your success in 
the real estate business. This guide is designed to help you take your business to a new 
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RESOURCES
NAR AND OTHER VALUABLE RESOURCES: 

 •  TheTechByte.com Visit Amy Chorew’s Coaching site for one on one assistance with 
Amy and Kim Wood and sign up for the free enewsletter. 

 • Social Media Marketing Institute
  Creators of the new e-PRO http://socialmediamarketinginstitute.com/about/

 • REALTOR® Content Resource
   ° www.houselogic.com/members 

 • REALTOR.com blog Featured Blog:
   ° REALTOR.com http://solutioncenter.realtor.com/Agents/FeaturedBlog.aspx

 • REALTOR Benefi ts® Partner Offers 
   ° www.REALTOR.org/RealtorBenefi ts

 • e-PRO®  Certifi cation  
   ° http://www.ePRONAR.com or email ePRO@REALTORS.org 

 • Social Media for REALTORS®: 101 Dos and Don’ts, http://www.REALTOR.org/Store

 • Social Media Toolkit for Association Executives:
   ° http://www.REALTOR.org/letterlw.nsf/pages/trademarksocialmediatoolkit

 • Use of Social Media in the Real Estate in Business 
   ° http://www.REALTOR.org/letterlw.nsf/pages/0510rm_socialmedia
   ° http://www.REALTOR.org/about_nar_secured/social_media_for_associations

 • Real Estate Resources: 2010 Code of Ethics and Standards of Practice
   ° http://www.REALTOR.org/mempolweb.nsf/pages/code

 •  2010 REALTOR® Technology Survey via the Center for REALTOR® Technology  
www.REALTOR.org/CRT

 •  NAR Field Guides: 

   ° Field Guide to Marketing with Blogs 
     » http://www.REALTOR.org/library_secured/library/fg910

   ° Field Guide to Social Networking for REALTORS®

     » http://www.REALTOR.org/library_secured/library/fg125     » http://www.REALTOR.org/library_secured/library/fg125

RESOURCES
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BLOG IDEAS: 

 • http://www.fi ndblogideas.com

 • http://lifesnips.com/blogging/345/100-ways-to-fi nd-ideas-for-your-blog-posts/WordTracker

 • http://www.problogger.net/ 

 • http://www.copyblogger.com/ 

 • http://www.dailyblogtips.com

TOOLS: 

 • Help with key words: http://freekeywords.wordtracker.com/

 •  http://www.zemanta.com This plugin analyzes your blog content for context and shares
possible images, links, and keywords. You can use them in your blog post.

 •  http://www.scribefi re.com is integrated with your browser and makes it easy to post 
photos and text in your blog.

 • Software to use to write blog posts offl ine: http://download.live.com/writer

 • Addthis.com 

 • RSS Feed 
   ° (http://www.google.com/reader) 
   ° Feed Burner  http://feedburner.google.com
   ° Feed Blitz http://www.feedblitz.com

 • Photo/Video Related Sites: 
   ° iStock Photo – http://istockphoto.com
   ° Flickr – http://Flickr.com
   ° Stock XChng – http://sxc.hu
   ° http://CreativeCommons.org
   ° YouTube www.youtube.com 

 • Active Rain http://www.activerain.com

 • Blogger http://www.blogger.com 

 • Tumblr http://www.tumblr.com

 • Posterous http://Posterous.com  

 • Wordpress http://Wordpress.com 

 • Wordpress http://wordpress.org/ 
   ° Themes: http://wordpress.org/extend/themes/
   ° Plugins: http://wordpress.org/extend/plugins/

 • TypePad http://typepad.org • TypePad http://typepad.orghttp://typepad.org

http://www.fi ndblogideas.comhttp://www.fi ndblogideas.com

http://lifesnips.com/blogging/345/100-ways-to-fi nd-ideas-for-your-blog-posts/WordTrackerhttp://lifesnips.com/blogging/345/100-ways-to-fi nd-ideas-for-your-blog-posts/WordTracker

http://www.problogger.net/http://www.problogger.net/

http://www.copyblogger.com/http://www.copyblogger.com/
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NAR’S e-PRO® CERTIFICATION, RAISING THE BAR FOR 
REALTORS® IN SOCIAL MEDIA AND TECHNICAL EXPERTISE.

The evolved e-PRO® certifi cation provides a roadmap to help you serve hyper-connected 
consumers of today and tomorrow.   Course topics for Day 1 (live or online) include 
the changing market, how to connect with consumers, the online conversation, and 
reputation management. Day 2 (online only) provides hands-on discovery of business 
tech tools such as an e-strategy, mobile offi ce, micro-blogging, rich media, and 
NAR resources. For more information, visit http://www.ePRONAR.com or email 
ePRO@REALTORS.org.

430 North Michigan Avenue • Chicago, IL 60611-4087 
800.874.6500 • www.REALTOR.org

Social Media for Realtors®: Blogging is part of the NAR Social Media 
for REALTORS® series, and is an easy-to-understand tool that will 
help REALTORS® take their business to the next level by showing 
you step by step how to start, use and promote a real estate blog.  
This quick get started guide will allow you to save time, money, and 
effort! To fi nd this and other social media and industry hot topic 
products please visit www.Realtor.org/Store.
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