


Fundamentals

— Social Media: What Is It?

— Social Media Strategies &
Channels for Sales & Marketing
— What To Do Next...
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What is Social Media?

» Social media is the use of electronic and Internet tools
for the purpose of sharing and discussing information
and experiences with an online community.

. ®$
x Twitter € socar MEDIA HaS (,00"\}' We
: OVERTAKEN PORN AS THE ot
« LinkedIn B3 # Activiry onThe WEB @s,@‘ﬁﬂ"«\
* Flickr oo THE F; M
FCEg gy ST R
» Facebook K3 90K is 55:sw ;”G sE"'MBlra
“AR-01p
» YouTube CcH
G
. g NO LON \J\CES,
« Blogging [ CONSUNES s AND SERC e
¢OR pt\()\a’gs THE GONS\N

How people use decentralized,
people- based networks to get the
things they need from each other.

-Social media isn’t just a list of
destinations.

-It’s a new standard of expectations.



If You’re Online...You’re In Social
Media

Reach

“Thinking about using the Internet, which of the
following have you ever done?” Active Internet Users

829% 72.8% 67.5% 63.2% 57.3% 54.8%




Why Should You Care?

93% OF SOCIAL MEDIA USERS BELIEVE A COMPANY
SHOULD HAVE A PRESENCE IN SOCIAL MEDIA.

Cone, Business in Social Media Study, September 2008

BECAUSE 3 OUT OF 4 AMERICANS USE SOCIAL

TECHNOLOGY.
Forrester, The Growth Of Social Technology Adoption, 2008

BECAUSE 2/3 OF THE GLOBAL INTERNET POPULATION

VISIT SOCIAL NETWORKS.
Nielsen, Global Faces & Networked Places, 2009

BECAUSE TIME SPENT ON SOCIAL NETWORKS

IS GROWING AT 3X THE OVERALL INTERNET

RATE, ACCOUNTING FOR ~10% OF ALL

INTERNET TIME.

Nielsen, Global Faces & Networked Places, 2009

BECAUSE YOU'RE HERE AND NOT SOMEWHERE ELSE.
BECAUSE YOU HAVE GUT FEELING THAT TELLS YOU
SOCIAL MEDIA IS THE PLACE YOU NEED TO BE TODAY.

Door County Business Owners, February, 2010




Social Media Is About
Relationships!

The relationship is apparent and significant: socially engaged companies
are in fact more financially successful. So now we know it pays to be
social, but it is important to note that by “social,” we’re talking about deep
engagement, not merely having a presence. (atimiter ENGAGEMENTdb study)

Figure 4: Engagement Correlates to Financial Performance
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Are You Creating A Presence
To Remember?



Who Is Using Social Media?

Your Potential Customers.....
Your Current Clients...... and
Your CompetitorsAre Using Social Media

With social media, it is easier to maintain your existing
relationships with your customers, and more importantly,
connect with new ones. Plus, if your competitors are using social
mediato generate business, you should too.

““We don’t have a choice on
whether we DO social media,

the question is
how well we DO it.’

- Erik Qualman



Hey, IsThere Really Anyone Listening?

What are people saying about your
organization?

Your competitors?
Your tribe?
Your peers?

Services to try: Radian6, TweetBeep,
TweetAlert, Google Alerts

Is it good

What's our
competition doing?

or bad?

What are they
saying?




Do You Have Your Social Media Tools?

[ Blogs

] Widgets

[ Micro Blogs

[ Online Chat

[ RSS

[ Social Networks

[ Social Bookmarks
[] Message Boards

[ Podcasts

[J Video Sharing Sites
[ Photo Sharing Sites
O Virtual Worlds

O Wikis

O Local Search

(...just to name a few)
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Social medlo

@uﬂ" REAL ESTATE INDUSTRY +
SOCIAL MEDIA USE

m www.Postiing.com —— Social Media Management for Small Businesses

84% of Real Estate Professionals are Now Using Social Media

Which social networks are they really using?  How comfortable are they using social media?
Facehook 79%

Twitter 48%

Linkedin 2%

WordPress 15%

YouTube 12%
jitansy

Blogger 5%
[}

Somewhat
Comfortable

Flickr 4% B Comfortable [}
g

iumblr 2% Don't use

I Uncomfortab .
| Uncox e W social media



The lLowdowwn on Linkedin is the world's largest professional network
with over 70 million members and growing rapidly.

-t LinkedIn connects you to your trusted contacts and
I n e helps you exchange knowledge, ideas, and
opportunities with a broader network of professionals.

Fact Ouwt/oock
A new member joins LinkedIn LinkedIn has over Executives from all
EVERY SECOND . FORTUNE
in
]
9 MILLION COUNTRIES
MEMBERS WORLDWIDE companies are
3 LinkedIn members

50% of users are
business decision makers

Chief Executive [ 75 in their company
eve/sve [ ¢ 5
Senior Monagement 16%

Middle Monagement 18%

0% 3% 10% 15% 20%

$104000 T 25

§93,500 0%

There is
588,000 Late Adopters 7% strong correlation
$87 500 Bl 20% between personal income

and LinkedIn usage

In the Business torld

4% 10% 80%

of people using of people use of people use
LinkedIn for mrée(ilg LinkedIn for job-hunting LinkedIn for recruiting
have generated business with it to find potential employers os o primary tool fo find employees



Connections

Linked (.

Applications

Over 70 million Professionals Use Linkedln — REALTORS,
AreYou One of Them?

LinkedIn offers awonderful opportunity for REALTORS to complete a FREE profile with their
business description, photo, education and much more. Thisis your resume online. You may be
saying, hey, why do | need aresume? Well, it's this way; you wake up every morning
unemployed in this business. Why not provide something that tells clients, customers, contacts
and future buyers and sellers what you do for aliving? Linkedln says: Your LinkedIn profileis
discoverable through the millions of searches on search engines and on Linkedin. You arein
complete control over what others see on your profile, so leverage this to showcase your skills
and talents so the right people and opportunities find you. The recommendations are an
important part to also have you satisfied customers write a short review of your service.

TheApplications that LinkedIn offers are also great for REALTORS to add a slide show, an
RSS Feed of your Blog, and your favorite links. These powerful tools allow you as areal estate
agent to place your presentations for buyers, sellers and investors within your profile. The links
can extend right to your website for searching properties.

Another feature | like about Linkedin isthe Question and Answer platform that allows you to
zeroin on real estate and finance questions or just about any other subject you may be interested
in. Asyou build your contacts you will begin to develop relationships by asking and answering
questions on LinkedIn. Answers alow you to showcase your knowledge and interests. Any
guestions and answers you post on LinkedIn will be displayed in your profile should you choose.



http://linkedin.com/
http://linkedin.com/

Groups are plentiful on LinkedIn and you get invited to join many as you do on other social
mediasites, like Facebook. There are many real estate groups to share information with other
peersin our industry and a great source for building relationships that create future referral
business and friendships.

Did you know by the time a prospect contacts a realtor, studies
show they have been looking at real estate on the web
anywhere from 10-40 hours?

W
Daity gl
A fow times a wook

B Afow times a month
Whenever | get an emall from Linkedin
Monthly

. Leso then once a month

B Never

32%

81% of Linkedin users belong to at least 1 group.
Of these people, 52% participate in group discussions




Facebook Stats for January 2011
- there are:

513,8'3,0'0 How Many of the 573,813,080 People On Facebook

USERS WORLDWIDE Could Be Your Potential Clients?

28,661,600

USERS IN THE UK ZERO, if you don’t have a facebook presence!
< “:(”L/V smlm. USELS
e q((/ez/ éc’/wa’/z 35-44
EACH USER SPENDS
23:30MINUTES So where does the real estate industry compare
ONLINE EACH VISIT ON AVERAGE to other small husinesses?
% I Rcal Estate Industry Other Small Businesses
0 Havé Facehook Accouits s |
RETURN DAILY
Have Twitter Accounts e e
Have WordPress Accounts ==
Have Flickr Accounts =
S

Have YouTube Accounts

Get Email Alerts for |
Tweets and Wall Posts

0 10% 20% 30% 40% 50% 60% 70% 80%

The real estate industry has a larger presence on Facehook and YouTube,
but still needs to catch up on Twitter. Judging by the adoption of instant email
alerts on Postling (which is 2.5 times greater than other small businesses),
managing social media by email is one of the preferred methods.

Does your business operatein thereal estate
industry? If so, how does your company stack
up compared to the data below?



THE POWER
OF TWITTER

“Twitter users are 3 times more likely
to follow brands than Facebook users.
Combined with their above average
income and above average education,
Twitter users’ propensity to interact
with brands make them a huge

HOW MANY TWITTER USERS ENGAGE BRANDS

Iml I AVOID @ALL COSTS! I #RESOURCEFUL I <3 RT@CUSTOMER

33% 32% 30% 19%

potential source for Mass Influencers."’ OF ACTIVE TWITTER USERS OF ACTIVE TWITTER USERS OF ACTIVE TWITTER USERS OF ACTIVE TWITTER USERS
SHARE OPINIONS ABOUT MAKE RECOMMENDATIONS ASK FOR RECOMMENDATIONS SEEK CUSTOMER SUPPORT
PRODUCTS/COMPANIES ABOUT PRODUCTS/COMPANIES ABOUT PRODUCTS/COMPANIES FROM COMPANIES VIA TWITTER
WHY TWITTER USERS ENGAGE BRANDS TWITTER VS. EMAIL AND FACEBOOK
VYWY HY L 30/ ARE SHARING NEWS/INFO Likelihood of recommending a brand Likelihood of purchasing from a brand
et et S
;;:3‘;:;::; 3 5 0/ 0 mesrano 33% OF TWITTER FOLLOWERS 3 7 % OF TWITTER FOLLOWERS
YOOI BYY ARE VOICING THEIR OPINION
YYY¥wywwey 210 0, === 0/, N
;g;;;;;;g: 21 /0 ABOUT THE BRAND 24 /0 OF EMAIL SUBSCRIBERS 27 /0 OF EMAIL SUBSCRIBERS
ARE CONVERSING DIRECTLY
WY U 1 % WITH THE BRANO 2 1 % m 1 7[% Mm‘



Key Concepts: 140 Characters Can Speak
Volumes

As with any social media initiative, Twitter’s success is built on
providing value to your target audience. Part of that value is
derived from your engagement with your Followers. Few @s
makes for a dull Tweeter and in turn, fewer Followers.

1. Twitter influencers are derived from their credibility providing
relevant information and engaging with their community ... not
from the number of their Followers.

2. By monitoring tweets you'll gain insights, not only about your
brand and customers, but your competitors.

3. Tweet chats can be a valuable resource, as well as, a grass roots

learning experience.
"@eople 2ren't on
Twitter tove
2dvertised to.."
- Nathan Mathews,
Kuru Footwear
Tweet Intro "
Technology connects people from across town to across oceans. Twmer
Oxymoron is “unfeeling” digital builds personal relationships. €or Business

What began as a way to keep in touch w/ friends morphed to
open conversations between customers & the PEOPLE w/in
organizations.

SM brings back the “corner grocery store relationship” where
business was built on trust. The grocer was part of the
community.

The grocer knew & cared about the people that purchased her
products/services. SM helps create and nurture closer
relationships

Most successful SM strategies focus on a niche .. think the “long
tail" concept. SM is the poster child for segmentation marketing.

As w/ online marketing, social media can be measured and
tracked. New success metrics include halo effect of influencers.

SM can provide a point of difference for your organization
resulting in stronger customer loyalty and more effective

targeting.



What is a blog?

This is a fundamental piece to your

social media process. The blog is the hub of your
social media presence.

Even if you have great website, consider a blog site.
Remember, content and conversation are paramount.

Wh at Always keep your target audience and business objeclives
d O | wr ite in mind. If you’re consistent and interesting, your audience
will find you!

a bo Ut? Try to have a mix of posts that includes:

= Customer “how-to’s”
Industry observations

Trends, issues and events

Company news
Commentary on market
Customer features

The best organizations connect customers to their
website, blog and to other relevant social media sites
where your audience hangs out.



The many benefits of blogging

One thing to consider in today’s world of “inbound” marketing: A corporate blog is not just a blog!

You may not need every social media weapon in your arsenal and you should diligently assess your
goals and resource limitations, but blogs do play an increasingly important role in the world of corporate
communications While it may not be obvious at first glance, there are lots of potential benefits:

Differentiation. Does your competitor blog? If the answer is no, that may be the best reason to start one!
Blogging may create a point of differentiation for your company and an opportunity to establish industry
thought leadership.

Help customers find you. A powerful benefit of a content-rich blog is the advantage you receive
through optimized search engine results. Search engines such as Google and Yahoo will credit your site
for fresh content laden with important keywords — resulting in better search placement for you.

Multi-media broadcast channel. Embed video, photos, audio and slide presentations in your blog.
Don't think of it as just words on a page. A blog is your company’s private broadcasting network.

Tap Into Your Community

* Community members
can be worth 30% more

* Tap the power of your e
customer base Tips

* Increase long-term
lifetime value

Quick

. Helpful
* Involve them in Fooriils St

Hel
something meaningful :

* Know what customers
really want to buy




YouTube ranks #3 on Alexa's
three-month traffic ranking

YouTube Users:

Only 22% (roughly) Women: 5%
of YouTube's vistors Men: 45% '
come from the US.

2005

Around 27% of visits to YouTube are
bounces (only one page view) ’
online since 2008,

Youtube.com has been

Sm;Linldng

EISSIEE o e
. T

Videos provide the most intimate way of reaching out to your
customers and stakeholders. Although videos can be
inexpensively produced, basic production guidelines that ensure
quality of lighting and sound, are critical. Even for an interview

format developing a story-line can help increase viewers’
interest.

1. Videos are not just for B2C but work for B2B, as well as,

nonprofit and healthcare. A well produced video can take your
brand from mundane to rock star status.

2. Videos are assets that can be leveraged for multiple uses e.g.,
website, blog, social networks, tradeshows, newsletters, etc.

3. Develop a branded template that includes: theme music, URL,
contact info, copyright, and logo.

That's Where ALL The BUYERS and
SELLERS Already Are... Period!

US Online Video Viewers, 2008-2014
millions and % of Internet users

1931

2008 2009 2010 20m 2012 2013 2014



Real Estate Social Media Stats That You
Need To Know!!

IMPKESSIVE STATS

and

facebook

-

of all home buyers
starting their search online

— e

reators WHO @re etreciively using social media are ata
huge competitive advantage e mose WhO aren’t

mmwmmmmdmmmmmmmmm.m«m84%
of agents and brokers AI'é USiﬂg»dﬂMafabudmmmnumwmmms.’% of agents and
brokers who said they were NOL using social media in 2008

tittitriee 74.1%  EEM

Consumers do not tend to use the big agency
websites, they are using Google to search
for their home(as their home search start) as
of buyers found SIRE SO0 L MRCRY YRSE Sohy MR SN
the home they for.

purchased online 61%dlmaummhkwumh
results are more reliable. They know which are
ads and which aren't.

el  ShOgpng mes

MA homes for sak

ma homes for sake

ma homes for sake i
newton ma homes
lexington ma ho

winchester g




2010 REALTOR® Technology Survey Report

-

How important are the following in generating leads?
(asked to brokers and agents)

INTERNET
25% 24%

SOCIAL NETWORKING SITES

Websites where listings are displayed?
(respondents could select more than one answer)

(trulia

VR el

2008 51%

PR
son

7= Zillow.com i
v ’ h

2009

Among respondents, in 2000 Google and Yahoo
were the Fth and 10th most used websites for listings.

o

How much do you spend annually on your website?
o brokers @ agents ew overall 2009 e overall 2008

13%
20%
13%
24%
1

101-
500

33%
L
32%

Sty
$5000 § -

or more

3%
A

g

ROl on Pay Per Click Programs?
(asked of broker associates and agents)

24%

Not Sure

27%

Exceflent

How much time do you invest on your website on a2 monthly basis?
ROI on website?

Mcnﬂunso% of agents and brokers invest up to five hours a
month on their website, which works out to 60 hours annually

mmml4%ammmmmlm
ROI from their website while only 630 of the agents reported the
same,

Both have an equal number of respondents (996) not sure of their
websites ROL

-




Start with who Get to know what your
audience does on the

you want to talk . PEOPLE social web

to, not what

tzChlrl]OLOegy O BJ ECT'VES ?Cecfionnfgxl/iiit you want to
you'll use. 2

TOOLS Decide which social

technologies to use

Your Social Media Strategy

When starting your social media venture there are many questions along the way. One question
to ponder; is everyone doing social media the same way? The answer to that question is no.
Every product, program, and profession should have its own unique strategy.

The most important piece is how to differentiate yourself from your competition. That isthe first
guestion that you should be able to answer for yourself, and your potential clients. What are your
unique qualities, attributes, services & how can | add value to my potential clients and current
clients by using socia media?

Without a strategy for your social media campaign your message will not reach your audience
properly.

Some of thefirst steps and questions | ook at when creating social media campaigns are as
follows:

1) Who is my target audience?

2) What are my social media goals (keep in mind social mediais for education, engagement and
building relationships, not sales)

3) Do | havetoolsto track my marketing efforts?

4) Are al social media platforms branded properly, so that | can be easily found across each site?
5) Do | have content that will create brand identity, education and engagement?

6) Are my social media goals realistic (remember quality trumps quantity)

Many clients ask me when creating their campaign “how will I know if | tweeted to much, or
sent to many Facebook posts?” My answer is“awayslisten!” Social mediais meant as atwo
way street, Listening, and speaking. If you are sending out to many messages your followers will
let you know. Your audience is there to hear you, but also to be heard. As you dive into your



social media endeavors your audience will get to know more about you as you will about them.
For me social media brings back that extra value of customer service that So many companies
having been lacking over the years.

Remember, everyone has their own meaning on how social media works for them, and their
companies. What is your meaning of doing social mediaright? Well, that is a question that you
have to ask yourself. What is my meaning of doing social mediawell? My answer, getting to be
apart of my favorite companies day to day news, product releases, and receiving thoughtful
answers to my questions and concerns.

What you can

CONTROL

»web

What you can

» private communities | N FLU E N CE Where you can

* blogs

il PARTICIPATE
» licensed tools » social networks
» peer-to-peer

Define the Plan

Outline Organization Objectives
Define The Audience

Choose Social Channels
Integrate Into Current Program
Tie Into Metrics

Implement the Plan
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v Broaden your real estate knowledge
¥ Strengthen your online presence & reputation

v’ Become the local real estate expert in your area with
the use of social media!

v’ Dominate your market and competition by setting
yourself apart!

v Look at the way your competitors are marketing,
and then do the exact opposite!

¥ Give educational, relevant and up-to-date content!
Think like your clients, not as a realtor when you take
your voice online.

v REMEMBER Social Media isn’t just for fun, if your
audience is giving you their attention and time, they
expect the same from you!



Overlap of Acquisition
|_and Engagement Items |

Acquisition

* What you do to acquire
readers, fans, followers,
mobile members, loyalty
members, mailinglists, and
subscribers.

Engagement Monetization

* These are the ongoing things = Properly acquiringand
thatyou do to engage your engaging allows you the
audience. itemsunder permission to monetize your
engagement would have audience.Thisisthe third
some overiap with and final step and hastobe
acquisition. implemented with care.

WE HOPE YOU ENJOYED OUR SOCIAL MEDIA GUIDE FOR REAL
ESTATE AGENTS, AND HOPE THAT YOU HAVE A BETTER
UNDERSTANDING ON WHY ITS IMPORTANT TO BE APART OF
THIS REAL TIME CONVERSATION NOW!

SOCIAL MEDIA ISN'T A FAD, AND ITS NOT GOING AWAY ANY TIME
SOON, SO DON'T MISS YOUR OCEAN FRONT PROPERTY ON
TWITTER, FACEBOOK, LINKEDIN, ACTIVERAIN AND TRULIA, JOIN
US AT PROGRAM 4681 AS WE WORK WITH YOU TO BECOME YOUR
VOICE, AND ONLINE PRESENCE TO HELP YOU DOMINATE YOUR
SHORT SALE MARKET!

Brcan Pitcter



