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Checklist	  
•  Build	  a	  landing	  page	  or	  
website.	  Use	  any	  of	  
the	  following:	  
•  Strikingly.com	  
•  Instapage.com	  
•  Wordpress.com	  (or	  self-‐
hosted)	  

•  Wix.com	  or	  
Weebyly.com	  

•  Live	  chat	  
•  Zopim.com	  
•  Clickdesk.com	  

•  Customer	  relaLonship	  
management.	  Use	  any	  
of	  the	  following:	  
•  Bitrix24.com	  
•  Streak.com	  
•  Nimble.com	  

•  Email	  markeLng.	  Use	  
any	  of	  the	  following:	  
•  Benchmarkemail.com	  
•  Mailchimp.com	  











Be	  Social	  

Talk	  to	  
interested	  
people	  

Content.	  

Customize	  product	  
messaging.	  

Answer	  relevant	  
inquiries.	  

Get	  people	  to	  
talk	  to	  you.	  

Share	  success	  
stories.	  

Create	  a	  
community.	  

Engage.	  

Get	  feedback.	  

IncenLvize	  
engagement.	  



GFK	  Purchase	  Funnel	  	  
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FAMILIARITY	  

OPINION/IMAGERY	  
CONSIDERATION	  
PREFERENCE	  
SHOPPING	  
PURCHASE	  



About	  Purchase	  
Behavior	  

Peer	  reviews	  

Mixed	  sources	  

PercepLve	  reference	  	  

Crowd	  

CogniLve	  fluency	  

Product	  visualizaLon	  

Social	  media	  

EmoLonal	  decision	  

Subconscious	  decision	  
Source:	  Peep	  Laja,	  Markitekt	  
h%p://conversionxl.com/9-‐things-‐to-‐know-‐about-‐influencing-‐purchasing-‐decisions/	  



Major	  Social	  Media	  Channels	  

Facebook	  

• 5000	  connecLons	  
• Create	  Groups	  
• Create	  Pages	  
• Notes	  =	  Blog	  
• Flexible	  adverLsing	  
• Hashtag	  support	  
• ApplicaLons	  

LinkedIN	  

• 30,000	  connecLons	  
• Create	  Groups.	  
• Create	  Company	  
Profile.	  

• Blog	  
• Right	  column	  
adverLsing	  for	  
individuals	  

• Professional	  
network.	  

• Slideshare	  /	  
RapporLve	  
integraLon	  

Twi%er	  

• Can	  follow	  up	  to	  
2000.	  (Adjust	  based	  
on	  following.)	  

• Create	  addiLonal	  
accounts.	  

• Medium.com	  for	  
blog.	  

• Sponsored	  Tweets	  
for	  major	  
adverLsers.	  

• Hashtag	  support.	  
• Trending	  feature.	  



Social Media 
Maintenance	  



•  Add important milestones 
and note of the date when 
it happened.!
•  When you joined / 

parrtner with real estate 
developers / firms.!

•  Awards received.!
•  Photos showing special 

events with company or 
clients.!

Beef up your Facebook 
Page Timeline

Internal	  Use	  Only	  



Improve	  your	  Social	  Media	  
Presence	  Daily	  Checklist	  
•  Find	  and	  “Like”	  5	  new	  Updates	  and	  relevant	  
Pages.	  

• Update	  your	  Facebook	  Page	  status	  daily.	  
•  Schedule	  it	  at	  any	  of	  the	  suggested	  Lme	  slots:	  8	  AM,	  
12	  noon,	  4	  PM,	  7	  PM.	  

•  Adjust	  once	  you	  have	  updated	  staLsLcs.	  



Pin to Top
• Highlight 

important 
updates by 
using the “Pin 
to Top” 
feature.!

• Makes it the 
first post seen 
on your page 
regardless of 
update.!

Internal	  Use	  Only	  



Photos	  drive	  more	  engagement	  
on	  FB	  Pages	  

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



Advertise	  to	  build	  following	  
•  Help	  build	  your	  10,000	  likes.	  
•  Use	  conversion	  pixel	  to	  build	  your	  target	  audience.	  



Advertise	  to	  build	  following	  

• Must	  have	  
great	  
content	  to	  
support.	  



Use	  conversion	  pixel	  to	  know	  
people	  attracted	  to	  you.	  



Use	  conversion	  pixel	  to	  create	  
lookalike	  audience	  and	  target.	  



Have	  a	  content	  plan	  /	  social	  
media	  calendar	  



How	  can	  I	  get	  buyers	  
and	  customers	  
patronize	  me?	  
Provide	  what	  they	  need.	  



Pillars	  of	  Influence	  



h%p://sorianomedia.com/infographic-‐digital-‐markeLng/	  





Post	  Great	  Content	  

• PracLcal	  Tips	  
• Quotes	  
• Re-‐share	  product	  	  
updates	  

• Your	  acLviLes	  
• Work-‐related.	  	  

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



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	  
planorms.	  

• 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	  wriLng	  
about	  you.	  

• Online	  reviews.	  
• Word	  of	  mouth	  





BLOGGING	  MATURES	  
• Have	  a	  voice	  
• Build	  influence	  
•  Expand	  network	  
•  Earn	  online	  
•  Fairness	  wins	  
• Gain	  recogniLon	  
• 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	  presentaLons,	  guides,	  and	  how-‐
to	  on	  real	  estate	  invesLng.	  



Videos	  

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

• Ideal	  for	  creaLng	  
video	  series	  on	  
real	  estate	  and	  
upload	  on	  your	  
Facebook	  page.	  



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

•  Assert	  experLse	  and	  
mastery.	  

•  E.g.	  create	  an	  e-‐book	  
on	  real	  estate	  
invesLng.	  (Can	  be	  
your	  Facebook	  
informaLve	  post	  
compilaLon.)	  



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/	  



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?” 



Twi$er:	  
@digitalfilipino	  
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