
Mid-sized Colorado luxury real estate brokerage

Slifer Smith & Frampton, the first Vail Colorado real 

estate company boasting over 50 years in business, has 

20 offices in the Vail Valley & Summit County regions, 

and over 130 brokers. Their reputation is built on sales 

success and award-winning marketing practices. Over 

140 countries are represented in website visits annually, 

with additional global exposure through online 

marketing campaigns and amarketing campaigns and affiliations with elite 

international companies, Luxury Portfolio and Board of 

Regents. 

Digital marketing is an integral part of Slifer’s 

marketing practices, and Rezora’s platform enables 

Slifer to stay connected to the wider community, 

providing informative real estate market news, social 

events and listings promotion.  
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Marketing
 Challenge

An established area real estate brand known for its An established area real estate brand known for its 
sophistication and excellence in marketing practices, Slifer 
Smith & Frampton desired an organized and efficient approach 
to market to the existing database of clients and contacts 
throughout the entire organization while tracking the 
effectiveness of its digital marketing practices. SLIFER 
wanted to be able to market to the list of agents’ contacts in 
addition to agents marketing on their own with access to the addition to agents marketing on their own with access to the 
analytics of the combined practices. The current solutions and 
processes fell short in many of these areas, which resulted in 
disparate marketing practices and frustration in not knowing 
whether the marketing efforts were getting to the intended 
target. 

Bettina Medina, Slifer Smith & Frampton’s Director of 
Technology, explains that SLIFER’s “main goal has always 

been to have a combined database of all agents’ contacts yet 

keep them separate so agents can market to their own 

customers.”

““We are now able to see how many customers we 
market to as a company and how effective our 
agents are at email marketing.”

The
 Situation
Bettina MedinaBettina Medina, Slifer Smith 
& Frampton’s Director of 
Technology, explains why 
Rezora is an important 
component of SSF’s digital 
marketing practices, after 
several attempts with other 
solutions.solutions.

Design and deliverability issues

“Befo“Before Rezora, brokers had to come up 

with their own email templates which 

often did not match the brand guidelines 

we had put in place. Often these emails 

were large and did not end up in the 

customer’s inbox.”

““We tried using MS Outlook for mass 

email but the sending options with 

having to put everyone in the BCC field 

was not a good option and the emails 

often did not arrive in the recipient’s 

inbox. Brokers became frustrated not 

knowing if an email has reached 

someone or not.”someone or not.”

A Question of
 Effectiveness

“With MS Outlook as the email, client 

brokers did not have access to the 

tracking mechanism Rezora provides.” 

Email
 Marketing
 Frequency 
Sporadic

“Brokers did not want to spend the time 

to think about what to email out and 

create a template on their own. This 

resulted in very few mass emails to 

update their customers.”

“Top Producer was another program 
we started using back in 2007 until 
now. This software got very little 
usage as well since it was hard to 
use and had too many options to 
confuse the end user. There was no 
tracking available to test the 
efeffectiveness of email pieces.”



“One of our agents that is one of the least tech savvy used the program immediately 

after her first training session. This was the best testimonial for a software that ANY 

agent can use.”

Solutions

Streamlined
 Delivery Process 
Coupled With Enhanced
 Design

“The ability to email out company pieces to “The ability to email out company pieces to 

everyone in our database was a key solution 

for Slifer since some agents don’t email out 

anything so their customers are getting at 

least one piece a month which comes from 

the agent since they don’t know the 

difference.”

“Most of our agents have very la“Most of our agents have very large 

database anywhere from 300-2000 people. 

By using Rezora, agents were able to “clean 

up” their contacts by receiving bounced and 

undeliverable emails.”

 “The Company wants to help agents look  “The Company wants to help agents look 

professional by providing branded, 

informative marketing pieces and email them 

out consistently.” 

  

“This saves the agents’ time so they can be out with customers and SELL.”

Increased Agent
 Adoption Leads to 
Increased Frequency

“Usability of an email program has been a 

struggle for years. Our agents are not very 

tech savvy so the ease of use was very 

important.” 

 

“The MLS data integration feature is the 

biggest time saver when emailing 

properties. And, the drag and drop 

capability [that enables one to easily 

include listings information into a 

formatted template design] is loved by 

everyone.”



Tracking the Effectiveness
 &
 Enthusiasm

“Brokers are addicted to looking up contacts to see 
what they are viewing and how often. With Rezora, they 
love testing out different templates with various 
information to see what customers click on.”

“Customers want to “Customers want to receive emails with pertinent 
information. With Rezora, a broker can learn what the 
specific needs are for each customer by looking at how 
they behave and what they click on. This results in more 
click-throughs and credibility. The customer trusts the 
broker knowing what their needs are.”

“This was encouraging to the b“This was encouraging to the brokers and gave them a 
reason to contact those customers again with more 
targeted information.”

The Numbers Have It

Overall Effectiveness
 of the Platform 

““Within 6 months of using Rezora most of our agents 
started using it extensively.  If you have a system that 
has great features but nobody can use it then the 
program is of no use to anyone.”

“One of the major highlights when reviewing who 

clicked on the emails was that often those clicks 

came from customers that the brokers had not 

heard from in a couple of years.” 

Solutions


