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_ ITEMS TO DISCUSS — THE 5 STEPS  www.smartzip.com
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1  MASS MARKETING vs. TARGET MARKETING

2 DEFINE YOUR BUYER/CUSTOMER PERSONA

3 RESEARCH!

4 TECHNOLOGY & SOCIAL MEDIA TRENDS

5 CREATE NEW MARKETING PLAYBOOK

We are recording today’s webinar, and it will be available on Inman.com
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MASS MARKETING Vs. TARGET MARKETING

Our target

and females aged

zero and up.

The client







#1 RESEARCH- DEFINING THE PERFECT CLIENT!

1. CREATE YOUR BUYER PERSONA

Trends in lifestyle |
Trends in buying preferences N
Life milestones - when?

Demographics

Property types

Income level

Where do they hang out online?
Offline?

_ M!{Tda is:

~  Tide Coldwater

¢ MyC//enZ‘ s



) would use their agent again
88% or recommend to others

would use their agent again

84%
° or recommend to others

25%  Less than used the agent they worked
with previously (buy/sell)
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TELL THEM WHAT THEY DIDN’T KNOW THEY SHOULD KNOW

info@lakemartinvoice.com
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What's My Market Best Buy
Home Worth Reports Lists




RESEARCH TOOLS AND TIPS

Your database

Friends & followers on social media
Keyword searches

Competitor sites and links

Local blogs and newspapers

Reviews and ratings of OTHER agents
Lifestyle businesses in your community
Set-up Google alerts

What's important to them?
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. TECHNOLOGY & SMART DATA

TECHNOLOGY TRENDS DEFINE THE
PLATFORM FOR THE BEST MARKETING

STRATEGIES
“ My agent took ages to
respond to me. I felt like
Are they mobile? YES! trying to force my mother
Are they tech-savvy? Probably. to text me back. I should
It's not just know how - it's know WHEN have known when I saw

her Nokia”.

Smart Data and online advertising:

Predictive analytics

Targeted online advertising (cookie matching)
Geo based advertising

Retargeting

< inman ®smartzip
, marketing

predictive



Empty Nester Data

. Nearly 90 percent of Empty Nesters are on Facebook.

. Roughly 60 percent share posts through Twitter.

. Fully 72 percent use their smartphone to visit social media sites.

. 90 percent consider themselves texters; 36 percent prefer it over talking on the phone.
. Nine in 10 research an item online before making a spend.

. Nearly 80 percent are more likely to purchase a product if it receives a high star rating in a retail e-

commerce review.

. 75 percent are more likely to purchase a product that receives a positive first-person review.

. Fully 45 percent are more likely to purchase a product if it is recommended by a blogger they follow.
. 12 percent say they're more likely to purchase a product when used in a compelling commercial ad.
. More than 65 percent say they are skeptical of traditional advertising.

. Over 80 percent spend more time browsing for products online than in the store.

. 65 percent use their smartphone to seek out product information.

. 64 percent make purchases from online retailers from their tablets. source: AGBeat.com




- SOCIAL MEDIA

THE USE OF SOCIAL MEDIA JUST WAYS TO BROADEN YOUR
REACH AND DEEPEN YOUR RELATIONSHIPS WITH YOUR
AUDIENCE

“The goal of marketing through
social media 1s to turn strangers
into friends, friends into

 Engagement through content

* Building an On“n_e community | customers, and customers into
» Create co-experiences they will share raving fans.”

 Get Visual

« Use Video
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TARGETED BOOSTING

Boost Post

el (nman Next
12 41 Sponsored - ¢

Your sphere of influence is bigger than you think - how does a new
agent get started? Here are some tips! (maybe some new ones for you

seasoned agents t00.)
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Your sphere of influence is bigger than you think |
Inman News
What is your sphere of influence when you are a new agent? Even as a rookie...
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INMAN.COM

Like - Comment - Share - ¢h30 5 [5 35

Audience

Location

Age

Gender

Interests (2]

Maximum
Budget

Est. People
Reached

Boost your post to reach more
people. Learn more.

People who like your Page and their
friends (7]

¢, People you choose through targeting

Countries =

United States

13~ - -w

“ Men Women

Add 4-10 interests...

$40.00 v

11,000 - 28,000 of 110,000,000
o

Your targeting is very broad. Narrow your
taraeted audience if vou want vour




NORTH COUNTY
HAPPENINGS

REAL ESTATE TRENDS IN YOUR NEIGHBORHOOD
), MEDIAN PRICE 4
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North County San Diego
'Single-Fomin Detached | /\/\

[ [ | | | #OF HOUSES SOLD
L\___J North County San Diego Single-Family

/—? Lowest Median
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MEDIAN PRICE 42 132,
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WHAT OUR CUSTOMERS ARE SAYING

k k| could not imagine finding a more professional agent with the
knowledge, expertise and energy! yy -PattiM gl

k& She had great ideas about how to get our house sold at top
dollar, and it paid off. y y -Jeff E.

yelp: Ki ~Zillow www.1850realty.com
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CREATE A NEW MARKETING PLAYBOOK

Targeted online advertising (cookie matching)
Geo based advertising

Facebook advertising

Targeted social media content

Targeted email messages

Retargeting

Sphere Targeting

Lifestyle blog

Visual and Video



WHERE AGENTS FIND BUSINESS

21%
Repeat 42%
Clients
e £ Business
R “‘““ from SOI
Business
From _ 21% 4
New Clients Referais
SmartTargeting SphereTargeting
Win more listings Unlock your Sphere

®©smartzip
marketing
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Big Data and
Predictive Analytics:

Why it matters
to real estate
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TARGETED MARKETING ADVANTAGE

Turnover Advantage

2x Better
Current Farm SmartFarm (Top 20%)
2,000 Homes 400 Homes
5% turnover 10% turnover

®smartzip
marketing
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DECIDING WHO TO TARGET

Delinauent herd effect
. Absentee Owner

MIGRATION PATTERNS LTV Ratio
Type of Loan Length of Residency

- AGE OF HOMEOwWNER  Number of Kids
ife interests  hredictive analytics

AN

Predictive Analytics IDENTIFIES SELLER TRIGGERS



Jonathan McGowan
Edit Profile

FAVORITES
News Feed
57 Messages

E Events

Photos
Q, Browse
&8 Find Friends

APPS

@ Games

4 Sodial Connections
&]] Links
g Games Feed
B Gifts
PAGES
. McGowan Real Esate Group
. SmartZip Coaching
ﬂ Pages Feed
é Like Pages
¥ Create Ad

FRIENDS
[#% Close Friends

INTERESTS
Pages and Public Figures
[ﬁ Add Interests...

Search for people, places and things

- lWrite a comment...

Patrick Faulkner
Awesomeness in half moon bay!!

é 1 upcoming birthday

Sponsored &l

Price Your Home Right
smarthomeprice.com

M A Suggested Post

INV &
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Shannon Real Estate
Sponsored -

Buyers are looking for homes in your neighborhood.

Mavericks Inviti
www.mavericksinvi

The Mavericks Invi
the planet.

Like * Comment - Sha
1 2 people like thi

Patrick Fa
so I shared
4 hours aga

. Write a cor

Tahahlita Kinyol
Smart Money Sm

Like - Comment - Share

| ife Like Page |

What's up? See if it's your home

price.

Your neighborhood specialist, Shannon
Henderson, Realtor®, ABC Real Estate.

HTTP://PARTNER.SMARTHOMEPRICE.COM

. Tahahlita Kinyon shared Dave Ramsey's
Money Smart Kids — Book Trailer.

ideo: Smart




RESEARCH & INSIGHTS

William Kiemle
38375 Birch S

PERSONAL INFO

Home Owner 1
Home Owner 2
Email

Home Phone

Social

Mailing Address
City/State/Zip

Mailing Preference

HOME DETAILS

$489,700
$445,200

Modified Home Value

SmartZip Home Value

Property Type
Home Size 1,919 Sq. Ft

Owner Occupied Yes

NOTES

met with William and he is interested

LOANS AND TRANSACTIONS

Single Family Home

William Kiemle

Sally Kiemle

N/A

[ fEgin] < |

38375 Birch St
Newark, CA 94560

Default

Beds 4
Baths 20

in moving in the next few months.

n Targets Download Home Report

ACTIVITY

Accessed Landing Page

Edited Prosert:
Edited Propeny

Accessed Landing Page

Linked m @ Account Type: Basic | Upgrade

1 result

William Kiemle 21

Software Architect, Big Data and Analytics =,

» 2 shared connections - Similar PROPERTY SUMI

Segment Insights @

Demographic Insights

) Ir

Household

Financial

Occupant 1 Occupant 2



MAXIMIZE BUSINESS FROM YOUR SOl

How do you...
*Keep up with changes in their life & home ownership?
*Easily and effortlessly stay connected?

*Send the right message at the right time?

Stay relevant to their needs?
Stay top of mind?

9 S ‘ " Moving DOWN
Established 7' L Seller
Homeowner with oy e SR

®smartzip
marketing
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Move Down
Seller

Thinking about
less space?

mw aw

Thinking about
more space?
on your home!
For your real
estate needs...

For your
real
estate
needs...

Move Up
Seller




® smart

The leading seller focused marketing solution:

— SmartTargeting — Ildentifies and connects with
homeowners most likely to sell

— SphereTargeting — Keeps agents top of mind
with their SOl for more repeat & referral business

Backed by

x

(intel) capital

NATIONAL ASSOCIATION ¢ f REALTORS”®

’ 2014 REach Company
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