
Building	
  Trust	
  by	
  
providing	
  
information,	
  advice,	
  
expertise	
  
Jane%e	
  Toral	
  



Problems	
  in	
  the	
  Lifecyle?	
  

h%p://www.infusionso5.com/sites/default/files/smallbusinessmarke=ngguideebook_v4_1.pdf	
  



h%p://blog.hubspot.com/marke=ng/beginner-­‐
inbound-­‐lead-­‐genera=on-­‐guide-­‐ht	
  



h%p://blog.thecenterforsalesstrategy.com/blog/bid/149917/Inbound-­‐Marke=ng-­‐101-­‐The-­‐Seven-­‐Steps-­‐to-­‐Lead-­‐Genera=on-­‐Infographic	
  



h%p://blog.thecenterforsalesstrategy.com/blog/bid/149917/Inbound-­‐Marke=ng-­‐101-­‐The-­‐Seven-­‐Steps-­‐to-­‐Lead-­‐Genera=on-­‐Infographic	
  



Tone	
  of	
  voice	
  



A	
  distracted	
  customer	
  
is	
  easy	
  to	
  lose.	
  If	
  they	
  
lose	
  interest,	
  you	
  lose	
  
the	
  sale.	
  

- Sally Hogshead 



Types	
  of	
  Media	
  

Paid	
  

• Print	
  ads	
  
• TV	
  ads	
  
• Display	
  ads	
  
• Paid	
  search	
  
• Promoted	
  post	
  on	
  
Facebook	
  or	
  
LinkedIn	
  

• Sponsored	
  Tweets	
  

Owned	
  

• Your	
  web	
  or	
  mobile	
  
site.	
  

• Your	
  blog	
  on	
  own	
  
site	
  or	
  public	
  
plaTorms.	
  

• Social	
  media	
  
presence.	
  

• Your	
  apps.	
  
• Printed	
  collaterals.	
  

Earned	
  

• User	
  tweets	
  about	
  
you.	
  

• Retweets	
  from	
  
followers.	
  

• Likes,	
  Replies,	
  Shares	
  
got	
  from	
  users	
  
through	
  social	
  media	
  
channels.	
  

• Bloggers	
  wri=ng	
  
about	
  you.	
  

• Online	
  reviews.	
  
• Word	
  of	
  mouth	
  



Pillars	
  of	
  Influence	
  





70	
  /	
  20	
  /	
  10	
  Content	
  Model	
  
•  70%	
  core	
  content	
  

•  Posi=oning	
  
•  Proposi=on	
  
•  Reason	
  to	
  believe	
  

•  20%	
  innovate	
  on	
  what	
  works	
  
•  Product	
  launches	
  
•  Campaigns	
  

•  10%	
  -­‐	
  completely	
  new	
  
•  Experiment	
  and	
  test	
  
•  Hot	
  topic	
  news	
  story	
  or	
  event	
  



Post	
  Great	
  Content	
  

• Prac=cal	
  Tips	
  
• Quotes	
  
• Re-­‐share	
  product	
  	
  
updates	
  

• Your	
  ac=vi=es	
  
• Work-­‐related.	
  	
  

• Tag	
  people	
  and	
  pages	
  (sensibly)	
  in	
  your	
  
post	
  to	
  help	
  gain	
  views,	
  likes,	
  comments,	
  
and	
  shares.	
  



BLOGGING	
  MATURES	
  
• Have	
  a	
  voice	
  
• Build	
  influence	
  
•  Expand	
  network	
  
•  Earn	
  online	
  
•  Fairness	
  wins	
  
• Gain	
  recogni=on	
  
• Mainstream	
  
•  Social	
  media	
  mastery	
  



BLOGGING	
  WILL	
  BE	
  
MORE	
  COMPETITIVE.	
  



Content	
  trumps	
  visuals	
  

h%p://blog.bufferapp.com/social-­‐media-­‐stats-­‐you-­‐need-­‐to-­‐know	
  



Presentations	
  
• Disseminate	
  presenta=ons,	
  guides,	
  and	
  how-­‐
to	
  on	
  real	
  estate	
  inves=ng.	
  



Videos	
  

• Be	
  seen	
  in	
  
person	
  build	
  
affinity	
  and	
  trust	
  
on	
  content	
  
generated.	
  

• Ideal	
  for	
  crea=ng	
  
video	
  series	
  on	
  
real	
  estate	
  and	
  
upload	
  on	
  your	
  
Facebook	
  page.	
  



E-­‐books	
  
•  Establishing	
  yourself	
  
as	
  a	
  subject	
  ma%er	
  
expert.	
  

•  Assert	
  exper=se	
  and	
  
mastery.	
  

•  E.g.	
  create	
  an	
  e-­‐book	
  
on	
  real	
  estate	
  
inves=ng.	
  (Can	
  be	
  
your	
  Facebook	
  
informa=ve	
  post	
  
compila=on.)	
  



IMAGES	
  
• Connect	
  visually	
  to	
  
readers.	
  
• Create	
  images	
  in	
  
Canva.com	
  

• Look	
  at	
  
insurance	
  boards	
  
at	
  Pinterest	
  for	
  
ideas.	
  

h%p://www.pinterest.com/pin/395683517233731254/	
  



Customer	
  acquisition	
  

• Lead	
  genera=on	
  magnets	
  
• Books,	
  reports,	
  CDs,	
  online	
  videos	
  
• Website	
  
• Sales	
  le%ers	
  
• Follow	
  up	
  for	
  unconverted	
  leads	
  
• In-­‐bound	
  call	
  script	
  





Criteria for Modern Content Investments: 

One-of-a-Kind – appears nowhere else on the web 

Relevant – contains content engines can interpret as on-topic 

Helpful – resolves the searcher’s query in a useful, efficient manner 

Uniquely Valuable – provides information that’s unavailable  elsewhere 

Great UX– is easy & pleasurable to consume on any device 

Likely to Spread– convincingly answers the question: 
“Who will amplify this content and why?” 



	
  Choose	
  the	
  right	
  channel	
  



Don’t	
  oversell	
  



Content	
  Marketing	
  Metrics	
  

h%ps://econsultancy.com/blog/65443-­‐a-­‐smorgasbord-­‐of-­‐content-­‐marke=ng-­‐metrics/	
  



Content	
  Marketing	
  Metrics	
  

h%ps://econsultancy.com/blog/65443-­‐a-­‐smorgasbord-­‐of-­‐content-­‐marke=ng-­‐metrics/	
  



Content	
  Marketing	
  Metrics	
  

h%ps://econsultancy.com/blog/65443-­‐a-­‐smorgasbord-­‐of-­‐content-­‐marke=ng-­‐metrics/	
  



Content	
  Marketing	
  Metrics	
  

h%ps://econsultancy.com/blog/65443-­‐a-­‐smorgasbord-­‐of-­‐content-­‐marke=ng-­‐metrics/	
  


