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Key findings
How are Australia’s real estate agencies tracking? Which firms are outperforming and why? And how 
does your business compare? 

To answer these and other key questions, Macquarie Business Banking conducted a short pulse check survey 
of real estate agencies around the country. Our pulse check builds on the insights from our benchmarking 
studies in 2012 and 2014 — and paves the way for our next in depth report in 2016.

Unsurprisingly, our pulse check shows stark differences between property markets around 
Australia and in the way real estate business have reacted within those markets. Some 
states, like Western Australia, have already experienced a downturn. Others, like New South 
Wales, are just beginning to feel the impact of softer prices. Yet despite weaker markets, 
businesses have generally remained profitable, with three in four earning profits of at least 
10%, and 40% earning margins of 20% or higher.

Gross commissions
Differences between state markets are clearly evident in the average commissions earned 
per sales agent — ranging from just $131,697 in South Australia to $319,061 in Victoria. 
The performance of Victorian agents is especially impressive, given that median prices in 
that state remain around two-thirds those in New South Wales. However, our survey also 
shows that New South Wales and Queensland are highly competitive markets, with many 
smaller agencies competing for listings.
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Profit
While more than 90% remain profitable, falling prices and rising costs – especially 
salesperson commissions — have affected agencies’ bottom line, especially on the  
west coast.
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WHAT IS YOUR BIGGEST SOURCE OF NEW LISTINGS? 

Database contact / prospecting
Recently sold properties

Open houses
Office location

Company website
Other specialist real estate websites

Print media
Signboards

Community activities
Social media
Cold calling
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FINANCIAL PERFORMANCE (CONTINUED)

Profit  
(before Principals' remuneration)

PROFIT AND PRINCIPALS’ REMUNERATION — PERCENTAGE OF REVENUE
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(excluding dividends)
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Salaries
Across the country, sales agents now earn an average salary of $148,690 per annum, 
including commissions. However, 64% of agents still take home less than $100,000 in pay 
each year.

The ability to capture a higher share of new listings remains the key driver of sales and 
revenue growth. But while agencies continue to use a wide variety of techniques to market 
their business, only some appear to be genuinely effective. 

Sources of new listings
Our pulse check confirms that an agency’s database is overwhelmingly the most important 
source of business, accounting for around 54% of new listings. That makes a high quality 
customer relationship management (CRM) system an essential first step to business 
growth. The results suggest that agencies (and agents) should ensure the foundation skills 
of prospecting, database management and lead generation remain a key focus.

Mining  
the database

MARKETING 

Use of social media
While the vast majority of firms are using social media, it generates only 2% of new listings. 
Among social media channels, Facebook is both the most popular and the most effective.

Overall, it seems that staying visible on social media has become a necessary part of doing 
business and building your brand, much like a website, but that social media on its own 
isn’t currently generating significant new business in a discernible way.

54%
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SOCIAL MEDIA USE
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 Social media used

 Best source of new 
business enquiries
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Once again, productivity proves to be more important than scale. Across the country, 
around four in every 10 agencies outperformed their peers, with profit margins of 20% or 
more — around the same proportion as in our 2014 survey. These businesses stand out not 
simply because they generate higher revenues, but because they operate more efficiently 
than their competitors, with significantly higher sales for every dollar spent on salaries and 
expenses.

That’s not only positive in itself; it also means they have much more flexibility to respond to 
changing market conditions.

Maximising 
productivity

THE OUTPERFORMERS
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40% OF BUSINESSES ACHIEVED MARGINS OF 20% OR MORE

Gross commissions
High profit agencies generate around 35% more revenue per sales agent than their low 
profit peers, and 38% more than businesses that are simply breaking even.
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Expenses
At the same time, high profit firms spend a significantly lower proportion of their revenues 
on salaries, commissions and marketing. Relative to their scale, they achieve a higher 
return on investment across the business. This not only reflects higher staff productivity, it 
also indicates the benefits of a high-profile brand and strong local presence in attracting 
and retaining staff, without the need for above-average financial incentives. The result 
is that these firms were able to pay lower salaries and commissions across all staff 
categories.
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Advertising and  
marketing

EXPENSES BY PROFIT MARGIN, AS A PERCENTAGE OF REVENUE
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Important legal notice
The information  in this summary has been prepared by Macquarie Bank Limited ABN 46 008 583 542 AFSL & Australian Credit Licence 237502  (‘Macquarie’) for general information 
purposes only and is based on statistics and information collected by Macquarie from the 2015 Macquarie Business Banking Residential Real Estate Pulse Check Survey (‘the Survey’). This 
information does not constitute advice. Before acting on this information, you must consider its appropriateness having regard to your own objectives, financial situation and needs. You should 
obtain financial, legal and taxation advice before making any decision regarding this information. 
Macquarie does not warrant the accuracy of any information collected in the Survey. Forward looking forecasts are estimates only and are based on the Survey results. Macquarie does not 
warrant the accuracy of these estimates and actual results may vary based on a number of market, regulatory, financial and environmental factors. Additionally, past performance is not a 
reliable indicator of future performance.
© Copyright is reserved throughout. The information contained in this document must not be copied, either in whole or in part, or distributed to any other person without the express permission 
of Macquarie.

Discover how we can keep your firm in front
For a closer look at how your business is performing against key industry benchmarks, please contact your  
Macquarie Relationship Manager or call 1300 812 673.

0216

While our pulse check shows that businesses of every size can be highly profitable, it is 
also clear that your business performance will be affected by the size of your firm and 
the resources at hand. Here is a snapshot of some of the key differences between large, 
medium and small agencies in today’s market.

How does your  
firm compare?

SNAPSHOT BY BUSINESS SIZE

STAFF

PROFIT

PRINCIPALS' 
REMUNERATION

SALARY 
SPEND

SPEND ON 
COMMISSIONS

ADVERTISING 
SPEND

0-9

17%

15%

23%

15%

10%

10-19

17%

10%

26%

17%

9%

20+

18%

7%

28%

23%

6%

SMALL MEDIUM LARGE


