
How to 
Consistently 

Drive Profitable 
Motivated House 
Sellers with PPC 

Marketing

This is an exhaustive, advantaged plan to generate Google Ad-
Words leads for the home buying industry. TwoSix looked at 
data from over 100 accounts across the entire country, in the 
last 365 days. The data was then compressed down into the 
most profitable keywords and “match types” for home buying 

investors in the US.



Introduction

If you are looking to generate motivated leads using PPC marketing, you need 

to understand the environment you are getting into. The market for is tough, 

the competition is fierce (some would call it cutthroat) and the cost-per-click is 

crazy high. However, there is A LOT of money to be made for those who are do-

ing it right. PPC marketing is one of the single best ways to make money online. 

Whether you are a wholesaler or a house flipper, you can get great returns on 

your investments (ROI) by getting off-market leads consistently. 

With that said, running a profitable Google AdWords campaign in the home buy-

ing industry is like walking on a knife’s edge. Because the keywords are so expen-

sive, you have to be EXTREMELY careful in how you set up the account.
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There are a ton of blog posts about how to properly run PPC marketing and a sim-

ilar amount of PPC courses that will give you the keywords you need. But none of 

them have any real experience behind their recommendations.

We run campaigns for home investors all over the country. We are formally trained 

and honed by real life experience of buying these keywords from New York to 

Florida, Maryland to California. So that’s where this plan is different. Real world 

data, from real world PPC managers, with real world implications. 

Basically, you have a general idea of what you are doing and have the budget to 

do it. You are looking to increase efficiency and eliminate needless spend from 

your account. If you just got into real estate investing, or have just got started with 

Google Ads - just know that if you work with us, this is the plan we will use as a 

baseline for getting your account to where it needs to be.

Who This Guide is For:

“This guide is for people who have 
been running Google Ads (or Bing 
or Facebook Ads) and have a signif-
icant ad budget - at least $5000 a 
month



How Much Of This 
Guide Should You 
Read?:

The Keywords

You could read all of it - or hire us. Whichever fits better into your schedule and 

business plan. If you don’t work with us - then you need to read this guide cover 

to cover. 

If you just download the keywords at the end, well - you get what you deserve. 

Which could be super efficient gains with hardly no work at all...but we wouldn’t 

bet on that.

Real estate investors have one of the toughest (and weirdest) AdWords markets 

in the world. I mean it: I came into investing after running AdWords campaigns for 

Fortune 50 companies like Kroger.

Even at that level, with $100M ad budgets, the competition around keywords did 

not match what I found when I began running online marketing for real estate in-

vestors.

So why is PPC marketing for REI so expensive? There’s a few foundation reasons, 

plus those added by 2020’s craziness:
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“

You can make a lot of money with 
Real Estate investing keywords

Keywords for Real Estate Investing 
can be strange

I’ll use Kroger as a contrast to make my point. When I was working the Kroger ac-

count, the average sale price of a deal would net the company around $75, give 

or take. Google knows this. They have ALL the data. They know exactly how much 

people are making in each industry, and are able price the auctions accordingly. 

So keywords like “fresh produce” would cost $5-$10 - makes sense. 

Kroger needs a TON of customers to be profitable. 

But real estate investors? One of my clients made $240K on 1 deal. 1 
deal. Incredible. 

Google knows that as well. As does a lot of smart, motivated people. Heck, even 

beginners can make $10,000+ if they are in a hot market. 

All this equates to competition for keywords that attract motivated sellers being 

very high, because the rewards are also very high. 

There are a lot of people in this market and a not all of them know what they are
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doing. Ever heard the saying “Some people have more money than sense”? That 

definitely applies in this market.

In the past couple of years, I’ve seen accounts with keywords bids of 
.10 cents and bids as high as $150 a click. 

This is why you don’t just want to grab a bunch of keywords and dump them into 

your account - the price for laziness could be very, very high. 

Don’t take the easy way out. 
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Why You Shouldn’t 
Dump Keywords Into 
Your Account

First we will start with “why” you shouldn’t dump keywords into your account, then 

we will look at an actual keyword report from a home investor account, then we’ll 

look at how to implement the keywords into your own account.

A lot of times what happens is that real estate investing “gurus” share whats work-

ing for them. They tell you what works and you try and take what they are doing 

and use it in your own business. 

The problem is that what is working for someone in New York will not be the same 

as what is work for someone in Florida or California or Maryland. Additionally, 

there is never any real hard data to support the strategies - it’s just hearsay.



“So, if you just take another inves-
tors keywords and dump them into 
your account you have a 50/50 shot 
of success.

The flip side is you also have a 50/50 
shot of losing all of your ad budget.

That’s because the keywords that work in one market do not necessarily work 

in another. 

The keywords that work for you may not work for someone else because what 

determines a good keyword is how profitable it is for YOUR business, in YOUR 

market, for YOUR goals.
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REI PPC is not SEO

If you were coming up with an SEO strategy, you might write a blog post that was 

titled “Want FSBO Houses in Atlanta, GA?” and the use FSBO Atlanta a few times 

in the blog post article. However, as we mentioned, PPC is not SEO. In Google 

AdWords, there is a difference between Keywords and Search Queries. And this 

difference is where I see many investors get tripped up. In Google Ads, keywords 

are what you tell Google you want to bid on. It’s the signal that you give Google 

about which searches you want your ad to appear on. A Search Query is what 

people ACTUALLY typed into the search bar. So what may seem like obvious key-

words will not trigger the search queries you want.

Let’s take a look at some real keywords to illustrate our point:

Many investors have a decent 

grasp on SEO - we know be-

cause we work with them on 

their SEO as well as their PPC 

campaigns. SEO is relatively 

simple concept to grasp - peo-

ple search for stuff on Google, 

what they type into the search 

bar is “keywords”.

So, if I were looking for for-
sale-by-owner (FSBO) proper-
ties in Atlanta, I may type:

FSBO Atlanta

That’s an SEO keyword.

8



Of these four key-
words, they all seem 
pretty good keywords 
for you to buy. 

However, of these four, 
only two were actually 
profitable. Let’s take 
a look at the search 
queries that these key-
words matched to. 

These are the words 

that people actually 

typed into the Google 

search bar. Clearly, the 

keywords generated 

some good queries and 

some bad queries. The 

abd queries cost you a 

lot of money - proba-

bly somewhere around 

$50 a click. 

The main difference 
between real estate in-
vesting SEO and PPC 
is that in pay-per-click 
we have to worry about 
BOTH keywords and 
search queries (search 
terms). 

We want good key-

words that will produce 

good search queries. 

However the keywords 

that produce good 

search queries may not 

always be straight for-

ward. 
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How To Stop Wasting 
Money
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There is a critical aspect to 

keyword management that 

you must understand in order 

to stop wasting money on bad 

keywords: match types. In Goo-

gle Ads, there are four differ-

ent match types: exact, phrase, 

broad match modified (BMM), 

and broad.

For example, if we use the 
keyword: sell my house fast.

Broad: sell my house fast

Phrase: “sell my house fast”

BMM: +sell +my +house +fast

Exact: [sell my house fast]

“Each match type controls which 
queries Google can show your ad to.
Let’s dive into the difference in each match type.
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Match Types

B R O A D 
Broad match will allow 

Google to show your ad 

to a BROADER range of 

search queries. Makes 

sense.

Crazy, right?

With broad match, you 

are giving Google all the 

freedom. Not good.

B M M
With broad match modi-

fied (BMM) you are giving 

Google less freedom, 

you are telling Google 

that you can only match 

our ad with queries that 

use the terms sell, my, 

house, fast, just not in 

that order.If you put broad match 

keywords into Google, 

you are going to get a 

ton of queries that are 

loosely correlated with 

your keyword.

You might see a search 
terms report that looks 
like this:
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So you could be matched with queries like:

• My house sell fast

• Sell my home cooked meals

• How to sell my house fast

• Sell my house music fast

Google will automatically include slight variations of keywords with broad and 

BMM, so house could be home in many cases.

P H R A S E
Phrase match further tightens the restrictions on Google, requiring that Google 

use the keywords, in the right order.

The key difference is that Google can append terms either before or after the 

keyword. So you could search terms like:

• How to sell my house fast

• Sell my house fast in alaska 

• I dont want to sell my house fast

• Should I sell my house fast

• Who wants to sell my house fast

E X A C T
Exact match forces Google to only serve what is

in your keyword. So the only thing that will show

up in your search terms report is:

• Sell my house fast

• Sell my home fast

That its, nothing more nothing less.



13

Pros and Cons of Each 
Keyword Match Type

• Cheaper

• Pulls in searches you 

haven’t thought of

• Brings fresh ideas 

and perspectives

BROAD

MATCH
TYPE PRO CON

BMM

PHRASE

EXACT

• Good balance between 

broad and exact

• Many people don’t use 

it - cheaper for you to

• Brings in new queries

• More control

• Good for local searches

• Still brings in new 

queries

• Perfect control

• Higher conversion rates

• Higher Quality Score

• Low intent

• Low conversion rates

• Higher chance of 

wasted spend

• Gives Google a lot of 

control

• Low conversion rates 

than phrase and exact

• Higher chance of 

wasted spend

• Needs to be monitored

• Higher competition

• More expensive than 

broad

• Less volume

• Very expensive
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Think of keyword match types like a lens on a camera - Google is the camera and 

whatever it sees it serves your ad to. 

Broad opens the lens very wide, allowing Google to serve your ad to a lot of peo-

ple. Exact tightens the lens, allowing Google to serve your ad to a specific group 

of people.

Depending on your account, budget, business goals, and market you will want 

your camera lens to be at a certain aperture - allowing your account to be as effi-

cient as possible while still being able to scale.

- T.C. Jennings

“Keywords are the most essential part 
of running an effective Real Estate 
Adwords campaign.



Why 2020 Is Different

2020 has two critical factors which make PPC even more of a land-
mine - COVID and the Presidential Election. COVID has forced more 
businesses to go online - especially in the Real Estate industry.

Mailers, driving for dollars, and all the other traditional forms of real estate mar-

keting have less of an appeal when COVID is a risk. That means more and more 

investors are coming to Google Ads for leads, which makes competition more 

fierce and keywords more expensive.

The President Election of 2020 is unique in that it will see candidates spend more 

money (over $1B+ according to this article) on digital advertising than ever before. 
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Conclusion: there is less ad inventory, which means keyword CPCs 
will be more expensive and winning the auction efficiently will be 
harder than ever before. 

Now let’s get to the keywords we found work best for home investors.

How We Got Our Data

We looked across our accounts at over 5 million individual searches, generated 

by over 50,000 keywords. These keywords generated nearly 8000 conversions 

- do the math, that’s a lot of money. These keywords came from Fortune 500 ac-

counts, SMB accounts, single investors, and every thing in between. 

Once we gathered all this data, we wiped it clean to make sure there 
was no personally identifiable information.

Next, we took a look at the keywords and wanted to find the core group that 

drove the efficient conversions. What we wanted to avoid was providing a list of 

a ton of keywords - just because you have a lot of keywords does not mean you 

will get a lot of good leads. 

You need to look at every keyword from a risk-reward perspective. Keywords cost 

money and carry an appropriate level of opportunity based on how the keyword 

aligns with your business, goals, and market economics. As we said earlier, a 

good keyword means something different to each business. So having a ton of 

keywords that you upload into your account would not be ideal.

Keywords must be monitored, the more you have the more you have 
to monitor and optimize on a daily or weekly basis. 



Metrics

In order to generate our list, we focused on the keywords most likely to get mo-

tivated sellers to click on your ads. That means we focused on a few critical 
metrics:

• Click Through Rate (CTR) - This the percentage of people who clicked on 

your ad after seeing it in the Google search results.

• Number of Conversions (Conv) - The amount of leads that keyword gener-

ated. 

• Cost-per-click (CPC) - The cost you paid to have someone click on your key-

word. This is a great indicator for competition around the keyword. 

• Cost-per-conversion (CPV) - The amount of money you paid for each lead 

generated by that keyword.

We didn’t focus on conversion rates because they can be very misleading. A key-

word could have 1 click with 1 conversion - that’s 100% Conversion Rate. But that 

will skew the overall conversion rate of the data set. So we left out conversion 

rate, for smaller data sets (like a single account) conversion rates can definitely 

be a great indicator of keyword success. These metrics are a great place to start 

when analyzing keyword data. However, they do not tell the whole story, and 
traditional analysis presents a problem:

• What if a keyword has low volume but a great CPV? 

AND
• What if a keyword has high volume but a high CPV?

• How do you decide which keyword is best for your business?

The ONLY way you can answer that question is to tie your Keywords to revenue, 

the amount of money that actually comes into your bank account. 
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How to Tie Google Ads 
Keywords to Revenue
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The only thing that really matters to anyone running Google Ads is how much 

money they make. In order to truly understand which keywords make you money, 

you must have a few things in place.

Infrastructure
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You need to have the proper analytic infrastructure in place which can tie keyword 

data to revenue data. For real estate investors, this means that you would have 

UTMs or some other form of data tracking solution appended to your campaigns. 

This would allow you to associate keywords with the addresses that populated in 

your form field. 

Here is what your data pipeline needs to look like:

Keyword with UTM -> Landing Page -> Form Fill -> Address Of Deal 
Closed -> Deal Value

Once you have your data pipeline set up, you need to define what the breakeven 

point (BP) for your keywords are.

You do this through a simple equation: (BP - CPV) * Conv

Your breakeven point is how much you can spend to acquire a deal and not lose 

money. So if a deal was worth $20,000 in profit to you, then you could spend 

$20,000 on a keyword and breakeven. So if we have this data:

1. Keyword: [sell my house fast]
CPA: $175

Conversions: 10

Scoring Keywords 
(Traditional Method)



20

A traditional eCommerce analysis for this keyword would give us a score of:

($20,000 - 175) * 10 = 198,250

You can use the score of each keyword in the data set to sort keywords by how 

profitable they are to your business.

However, this methodology fails to take into account the differences between 

keyword types, and how those keyword types impact our business. 

Let’s check out what happens if we use traditional eCommerce analysis meth-
ods for our keywords:

1. EXACT MATCH KEYWORD
[sell my house today]

CPA: $75

Conversions: 10
Savvy Number: 99,250

2. BROAD MATCH KEYWORD
[sell my house today]

CPA: $75

Conversions: 25

Savvy Number: 247,500

You can see how this analysis would lead us to believe that the broad match 

keyword is more profitable to our business, but we know from real world that this 

is not the case, exact match keywords nearly ALWAYS outperform broad match 

keywords.

So what’s the problem? 

The problem is that conversions, in this case, track leads - not closed 
deals. 
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Exact match keywords target searchers with higher intent, so they inherently re-

sult in more deals closed.

The traditional methodology does not account for lead quality because it was 

designed to analyze eCommerce concepts that have a fixed price of revenue as-

sociated with each deal.

You’ll want to update the old methodology to account for lead quality - so you’ll 

need a weighting factor to be applied to each keyword type.

You can use our method, which incorporates our real world experience with key-

word match types.

We made some adjustments to the old methodology that makes it more accurate 

and easier to use. Let’s take a look at our keywords again, this time using the 
new methodology:

1. EXACT MATCH KEYWORD
[sell my house fast]

CPA: $75

Conversions: 10
Old Number: 99,250

Updated Number: 993

Scoring Keywords 
(Updated)
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2. BROAD MATCH KEYWORD
sell my house fast

CPA: $100

Conversions: 25

Savvy Number: 247,500

Updated Number: 816

With the updated methodology, we can see how the true difference of these key-

words more clearly.

Conclusions:

“The broad match keyword will gen-
erate more leads, but at a lower net 
profit.

The exact match keywords will gen-
erate fewer leads, but at a higher 
profit margin



Results
Here is the top 10 keywords from the set:

This is only the top 10 keywords that will drive profitability in real estate investors 

PPC accounts according to our analysis. The full list is here.
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Keyword

[we buy 
houses 
CITY]

[we buy 
ugly 
houses]

“companies 
that buy 
houses”

“We buy 
houses CITY”

“we buy 
houses”

[we
buy
houses]

house
selling price

sell home

[buy house]

“sell
houses”

Impr

6916

856.26

28

584

2478

333.2

4778

269960

4792

5178

Score

1405

1301

799

640

709

1015

724

885

699

716

CTR

2%

10%

14%

28%

4%

14%

2%

0.2%

1%

0.9%

Avg. 
CPC

$11

$16

$4

$13

$13

$16

$5

$6

$4

$9

Conversions

28.00

26.16

20.00

16.00

17.92

20.4

44.00

54.00

14.00

18.00

Cost / conv.

$53

$74

$1

$21

$105

$25

$12

$61

$14

$36

https://docs.google.com/spreadsheets/d/154orRYHqLB3vE381adpuCU6sCPRbsqHStxs3y7kkW5U/edit?usp=sharing


Conclusions

2.  Match types matter.

a. Broad match gets more conversions, but less leads

b.  Exact match is most likely going to be the best keyword type for quality 

and price

c. Phrase match and BMM are good for expanding and growing your ac-

count, as well as understanding what users are searching which can lead 

to better SEO performance

d. The balance of keyword match types depends on your business, goals, 

and market economics. 

e. There are different strategies based on what your keyword allocation 

mix is: 
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Here are the big key learn-
ings from our research on 
keywords in the real estate 
investor industry.

1. Less than 5% keywords ac-

tually generates a lead.

a. Less is more, people. 

You don’t need a lot of 

keywords, just the right 

ones.

b. Focus on quality, not 

quantity.

c. Analyze the keywords in 

your account and under-

stand which ones make 

you money and which 

ones lose you money



i.  Strategy 1: Maximize leads, don’t worry about costs

1. 60% Broad

2. 20% Exact

3. 20% MBM

ii.  Strategy 2: Lower cost per leads

1. 80% Exact Match

2. 20% Phrase Match

iii.  Strategy 3: Balanced

1. 50% Exact Match

2. 25% Phrase

3. 15% BMM

4. 10% Broad

3. Localized Keywords Can Work But Only In Certain Markets

a. If you use geocentric terms in your keywords, it will depend on which 

market you are in.

b. Some cities do extremely well, others do terrible.

c. It depends on how educated your market is, and how many motivated 

sellers are in your area

We have attached the complete PPC keyword list in this article, so you can see 

how many words we went through and how we analyzed them - then take that 

approach and apply it to your own account.

At the end of the day, there is no out of the box, one-size fits all solution. You must 

test, analyze, and understand what the data is telling you. Your greatest strength 

is having a testing approach to your account.

With these keywords as a start, you will be able to start testing in a 
controlled and educated manner that will lead to more money in your 
pocket. 

To your success!

-T.C.

T C J E N N I N G S C O N S U L T I N G . C O M 


