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Waterfront Properties and Club Communities’ advanced marketing
makes an impact on buyers and sellers

by Nila Do SimoN

Marketing tHat WORKS

 It’s a question every brand asks itself: How effective is our marketing? 
For Waterfront Properties and Club Communities, the proof of its 
success is easy to see.

 When Andrea Weinberg became a Realtor, she wanted to present 
buyers with the home of their dreams and align herself with a company 
that understood the importance of marketing the right home to them. 
She was able to do so with Waterfront Properties and Club Communities’ 
advanced marketing system.

 Working with Waterfront Properties, the area’s leading luxury real 
estate firm, Weinberg admits the company’s strong Web marketing and 
presence has been a major game-changer.

 “I did not receive any buyer leads or mentoring from my previous 
company,” says Weinberg, a former associate in the corporate world 
with an MBA degree. “Now, with Waterfront Properties, I’m constantly 
receiving leads from potential buyers. My sales were only $18,000 in one 
year with my old company, versus sales of more than $7 million in my 
first year at Waterfront. And I owe a lot of it to Waterfront’s marketing.”

 For Weinberg, the leads she receives from Waterfront Properties’ 
website allow her to work with buyers directly and efficiently. When 
buyers scan the website, they can enter their ideal home characteristics, 
which Waterfront Properties agents then use to locate that perfect 
home. These marketing leads have impacted home buying throughout 
the entire company.

 “When a buyer looks for something on our website, I connect with 
them,” Weinberg explains. “I set them up with an automatic search for 
any new properties that come to the market that might be of interest 
to them. The good news is that Waterfront Properties has all these 
incredible listing agents who are the leaders in the area, so if a buyer 
wants a certain square footage, Intracoastal views and whatever else, I 
can connect internally with a Waterfront agent. I can then call the buyer 
and let them know about properties that aren’t even on the market yet.”

 Jeanette Horn, too, has championed Waterfront Properties’ 
website and Web presence. The five-year real estate veteran says as the 
digital age and client behavior develop, so has Waterfront’s marketing 
strategy.

 “Here’s the difference between us and other companies: Waterfront 
is continually adding to its marketing strategy based on technology, 
statistics and how people are buying,” Horn says. “We are not only doing 
print ads, but Waterfront has discovered that statistically people are 
using the Internet as well. So real estate is available anytime, all the time, 
for buyers on the Internet or in print.”

 The importance of marketing has not been lost on Waterfront 
Properties’ managing partner, Rob Thomson, and his mother, Joan 
Thomson, the company founder. Both are globally recognized as leading 
real estate marketers through the prestigious Who’s Who in Luxury Real 
Estate, an invitation-only organization composed of the world’s top-
grossing Realtors. Through that organization, Waterfront Properties 

agents can connect with other Realtors around the globe to market their 
properties on a worldwide level—just another advantage the company 
offers its clients.

 “Rob is a tremendous entrepreneur, a tremendous marketing person, 
just a dynamic individual with a great deal of experience that he applies 
to the company,” says Michelle Brand, a Realtor who has more than 
13 years of experience. She, too, says the website has enhanced her 
relationship with buyers, who need the service of a real estate expert 
who can deliver trusted guidance. As Brand puts it, “With the website, 
we can connect with buyers who want real estate expertise from us.”

 Every marketing material Waterfront Properties has employed—from 
its state-of-the-art website to its company polo shirts with a carefully 
stitched Waterfront logo—has made an impact on buyers, Brand says.

 John Nugent, the leading Singer Island condo Realtor, has been with 
Waterfront Properties for nearly 15 years, witnessing the impactful 
changes the company has made to its marketing philosophy.

 “It’s totally different from when I started,” Nugent says, referring 
specifically to the importance of search-engine optimization, which is 
the process of affecting how visible a website or a Web page is when 
searching for it on the Internet. “They’ve always been a huge marketing 
company, and now Waterfront Properties has been keen enough to 
concentrate on SEO development.”

 Nugent credits the work of Marketing Director David Abernathy and 
his advancement of SEO in the company’s Web-based presence. For 
buyers on the Internet searching for homes in the Singer Island area, 
Nugent’s name and home listings are among the first found. And that’s 
the case for all communities serviced by Waterfront Properties agents.

 The Web marketing has made a huge difference in Nugent’s 
relationship with buyers. In addition to the effective marketing in print 
publications, Nugent says, “I probably get hundreds of registered Web-
based leads a year to add to a database of 3,000 buyers.”

 For Isabel Stephenson, who has nearly 23 years of real estate 
experience in northern Palm Beach County, she remains impressed with 
Waterfront’s motivation to succeed in a fluctuating digital world. Each 
Waterfront Properties tool Stephenson uses has “revolutionized the way 
we do business.”

 One such program has allowed Waterfront Properties buyers to sign 
contracts paperlessly and submit them electronically—an option that 
has proven essential when multiple offers are on the table. “Time is of 
the essence when other buyers are interested in the same property, 
so to be able to get a contract to the selling side faster than others is 
absolutely essential,” Stephenson says.

 She adds, “Rob Thomson and David Abernathy have always tried to 
refine and upgrade the system. They are always looking for the next thing 
for us to give our buyers and sellers, and the buyers and sellers could not 
be more thrilled with what Waterfront Properties offers them.”

For more information, visit waterfront-properties.com or call 561-746-7272.
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statistics and how people are buying,” Horn says. “A lot of firms are still 
doing print ads and spending enormous amounts of money with print. 
But Waterfront has discovered that statistically, people are using the 
Internet most of the time, rather than print, because of accessibility. Real 
estate is available anytime, all the time, for buyers on the Internet.”

 The importance of marketing has not been lost on Waterfront 
Properties’ managing partner, Rob Thomson, and his mother, Joan 
Thomson, the company founder. Both are globally recognized as leading 
real estate marketers through the prestigious Who’s Who in 
Luxury Real Estate, an invitation-only organization 
composed of the world’s top-grossing Realtors. 
Through that organization, Waterfront 
Properties agents can connect with 
other Realtors across the globe 
to market their properties on a 
worldwide level—just another 
advantage the company offers 
its clients.

 “Rob is a tremendous 
entrepreneur, a 
tremendous marketing 
person, just a dynamic 
individual with a great 
deal of experience that he 
applies to the company,” 
says Michelle Brand, a 
Realtor who has more than 13 
years of experience. She, too, 
says the website has enhanced 
her relationship with buyers, who 
need the service of a real estate 
expert who can deliver trusted guidance. 
As Brand puts it, “With the website, we can 
connect with buyers who want real estate expertise 
from us.”

 Every marketing material Waterfront Properties has employed—from 
its state-of-the-art website to its company polo shirts with a carefully 
stitched Waterfront logo—has made an impact on buyers, Brand says.

 John Nugent, the leading Singer Island condo Realtor, has been with 
Waterfront Properties for nearly 15 years, witnessing the impactful 
changes the company has made to its marketing philosophy.

 “It’s totally different from when I started,” Nugent says, referring 

specifically to the importance of search-engine optimization, which is 
the process of affecting how visible a website or a Web page is when 
searching for it on the Internet. “They’ve always been a huge marketing 
company, and now Waterfront Properties has been keen enough to 
concentrate on SEO development.”

 Nugent credits the work of Marketing Director David Abernathy and 
his advancement of SEO in the company’s Web-based presence. For 
buyers on the Internet searching for homes in the Singer Island area, 

Nugent’s name and home listings are among the first 
found. And that’s the case for all communities 

serviced by Waterfront Properties agents.

 The Web marketing has 
made a huge difference in Nugent’s 

relationship with buyers. “When 
we were marketing listings 

only by print, in a given year I 
might get 50-70 phone calls,” 
Nugent says. “On the Web, 
I probably get hundreds of 
registered leads a year to 
add to a database of 3,000 
buyers.”

 For Isabel Stephenson, 
who has nearly 23 years 

of real estate experience 
in northern Palm Beach 

County, she remains impressed 
with Waterfront’s motivation 

to succeed in a fluctuating digital 
world. Each Waterfront Properties tool 

Stephenson uses has “revolutionized the 
way we do business.”

 One such program has allowed Waterfront 
Properties buyers to sign contracts paperlessly and submit them 
electronically—an option that has proven essential when multiple 
offers are on the table. “Time is of the essence when other buyers are 
interested in the same property, so to be able to get a contract to the 
selling side faster than others is absolutely essential,” Stephenson says.

 She adds, “Rob Thomson and David Abernathy have always tried to 
refine and upgrade the system. They are always looking for the next thing 
for us to give our buyers and sellers, and the buyers and sellers could not 
be more thrilled with what Waterfront Properties offers them.”

 It’s a question every brand asks itself: How effective is our marketing? 
For Waterfront Properties and Club Communities, the proof of its 
success is easy to see.

 When Andrea Weinberg became a Realtor, she wanted to present 
buyers with the home of their dreams and align herself with a company 
that understood the importance of marketing the right home to them. 
She was able to do so with Waterfront Properties and Club Communities’ 
advanced marketing system.

 Working with Waterfront Properties, the area’s leading luxury real 
estate firm, Weinberg admits the company’s strong Web marketing and 
presence has been a major game-changer.

 “I did not receive any buyer leads or mentoring from my previous 
company,” says Weinberg, a former associate in the corporate world 
with an MBA degree. “Now, with Waterfront Properties, I’m constantly 
receiving leads from potential buyers. My sales were only $18,000 in one 
year with my old company, versus sales of more than $7 million in my 
first year at Waterfront. And I owe a lot of it to Waterfront’s marketing.”
 For Weinberg, the leads she receives from Waterfront Properties’ 

website allow her to work with buyers directly and efficiently. When 
buyers scan the website, they can enter their ideal home characteristics, 
which Waterfront Properties agents then use to locate that perfect 
home. These marketing leads have impacted home buying throughout 
the entire company.

 “When a buyer looks for something on our website, I connect with 
them,” Weinberg explains. “I set them up with an automatic search for 
any new properties that come to the market that might be of interest 
to them. The good news is that Waterfront Properties has all these 
incredible listing agents who are the leaders in the area, so if a buyer 
wants a certain square footage, Intracoastal views and whatever else, I 
can connect internally with a Waterfront agent. I can then call the buyer 
and let them know about properties that aren’t even on the market yet.”

 Jeanette Horn, too, has championed Waterfront Properties’ website 
and Web presence. The five-year real estate veteran says as the digital 
age and client behavior develop, so has Waterfront’s marketing strategy.
 
 “Here’s the difference between us and other companies: Waterfront 
is continually changing the marketing strategy based on technology, 

For more information, visit waterfront-properties.com or call 561-746-7272.


