THE ULTIMATE REAL ESTATE PLAYBOOK: DIGITAL DOMINANCE

Google Ads Mastery:
Drive Leads & Dominate
Your Market

Strong Campaigns for Bottom-of-Funnel Leads
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(& Lovejoy Real Estate
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Brokerage owners Jenny and Charles

Turner know how to drive a healthy

At a business. But they knew they were missing

the mark when it came to generating

G LAN c E bottom-of-funnel leads. Their solution:
bring on a marketing director to go all-in

on Google Ads. It's paid off huge.

Portland, % $622k E% 25

Oregon
PRIMARY MARKET AVERAGE PRICE POINT YEARS IN REAL ESTATE

2022 PRODUCTION STATS

258 $150,000,000 || $3,800,000

TRANSACTIONS SALES VOLUME

PRODUCTION TEAM STRUCTURE

v/ Wide-range 65% | 35% v 18 agents
Buyers | Sellers v/ 8 staff members
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Jenny & Charles

ON COACHING

Coaching has been a game changer in our business.
We have beenin the TF ecosystem since 2011 and in
Team+ since its originin 2014. Coaching has given us
the framework for success. When we started in
coaching we had 3 agents on the team. Today we
have a team of 20 and are rapidly growing with the
expectation of 25 agents by the end of 2023. Having
the roadmap of how other teams grow has been
instrumental along with the weekly accountability
keeping us on track to our goals.
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BY THE NUMBERS
2-4

Number of campaigns per month

2-4

Average campaign run time in weeks

0.93%

6

Average # of ads in a campaign

$1.14

Cost per lead

$300 - 3,500

Campaign budget range
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THE STORY

Sometimes when you need to add something new, the best strategy isn't
to learn how to do it yourself; it's to trust a professional. Jenny and Charles
Turner knew they needed to diversify their lead sources, and that Google
Ads were their best shot of getting leads falling lower in the funnel. But
managing a busy brokerage, they also knew that this task required a new
kind of talent.

That's why the Turners hired Cristian Penado to head their marketing
department. Cristian wasn't extremely knowledgeable about Google Ads
off the bat, but with his marketing background, he was able to gain
mastery of them in a much shorter time by just scouring the internet. He
tapped YouTube tutorials and online forums. But while studying others is
essential, it doesn’t answer business specific questions, such as how to
budget, bid, or spend. Experience comes over time, but there's always an
element of trial and error, because one campaign is rarely ever the exact
same as another. Also, A/B testing on content is always an experiment.

The Turners have been extremely pleased by the results. Not only are
significant sales attributable to the leads generated by their Google Ads,
but they've more than once heard people say, "We see you everywhere!"
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g THE STRATEGY

ESTABLISH AUDIENCE, GOALS, AND BUDGET

e Before running a Google Ad campaign, establish clear goals and desired
outcomes, identify your audience, and establish your budget.

e Be clear about your target audience’s interests, lifestyle, and the
challenges they face which you can address and solve. With every ad,
make sure to highlight what sets you apart, why it matters to them, and
why they should click to the next step.

e When establishing the goal of your campaign, be clear about your
outcomes. Are you seeking to generate leads, increase brand
awareness, or drive traffic to a particular link? Outcomes condition ad
types and strategies.

e When establishing your budget, remember that while generating leads
is important, ROl is ultimately based on lead conversion. Keep in mind
that the industry standard for lead gen is $25 per lead. Knowing these
and other standard metrics will help you know if you're on the right
track or spending too much (or too little).

A/B TEST AND TRACK

e The goal is to increasingly receive leads farther down the marketing
funnel, with an emphasis on quality over quantity. Cristian tests to
optimize ad types, design, content, copy, audience, and message.

e Campaign success is often measured by user actions, such as submitting
a lead form.

e The most important metrics for A/B testing are the click-through rate and
cost per click.
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9 THE STRATEGY

BEST PRACTICES

Stay current on platform functions and trends.
Test different time lengths for your ads
o Considering keeping your ad at or below 5 seconds.
= This keeps your message concise and gets to the point quickly,
before the viewers hit “skip”. Find what is most effective for your
audience.
Embrace authenticity.
o Audiences find organic-styled content more relatable.
Ask the right questions.

o The more compelling the questions, the more likely the

engagement.
Study and experiment.

o Watch ads from other brokerages. Explore different approaches.
Experiment and adapt. There is no one-size-fits-all formula, and no
once-for-all solution, so you have to be perpetually learning and
innovating.
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Jenny & Charles’ 3 Action Items

FOR SUCCESS

Start simple, as you can quickly get overwhelmed.
Choose one thing to start with and be consistent with
it. Stay patient because results will come.

Look into what it would take to hire a professional to
run your ads. They don’t have to be an expert at Google
Ads, but should have the ability to quickly learn.

Stay up to date with how the platforms, industry, and
markets change.
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6 Things Jenny & Charles Will Do

MOVING FORWARD

Work on more YouTube ads and be more
consistent with repeat ads.

@ Better utilize IDX to pop up above Zillow.

Link marketing campaigns directly to
individual property addresses with
enhanced CRM tagging.

Invest more to increase brand awareness.

Send marketing team to conferences for
greater learning opportunities.

Work with their Tom Ferry coach to help keep
them accountable and implement these
ideas!
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Jenny &
Charles'’

FIND THE BELOW TOOLKIT ITEMS IN illam

Turner Team Goog|e Ads Tutorial *Exclusively for TomFerry coaching clients

In-depth tutorial on how the Turner Team builds their Google Ads campaigns.

Marketing Menu

Overview of the different marketing campaign packages deployed by The Turner
Team's marketing department.

Top Ads Analytics

Screenshot of the Turners’ Google Ads interface sorted by clickthrough.

Trello Project Management Interfaces

Examples of the Trello dashboards the Turner Team use to manage ads and
campaigns.
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THE MARKETING MENU

P =
i€

LOVEJOY

TURNER TEAM.

MARKETING MENU

Part 1: The Groundwork

Requester to prepare The Details™ before submitting request.

Wees 1

= Develop the idealconcept, the goal for this concept, date for this
& idea, select a Rell Out from the menu and submit fer Principal
Broker's approval.
The Details
e Upan approval, ing Dep hedul ting with

73 Requester in arder Lo map out the type of content ta be created,
rG_—rrr preparing Eventbrite Link/Facebook Event and dialing in timeline

F can then be for necessary
The Plan photo & video sessicns.
b i On Production Day, all required photo/video content will be
= captured for the creation of all marketing content. Production Day
should be scheduled for and accur on Week 3 or 4 of the process,
on the and availabilities of the

The Production  Team and any other involved parties.

Week 405

After production day. allow 1 to 2 weeks for photo/video editing.
graphic design and all ing content to be

The Content

oV EL,
~ )

|| 3ER }
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Part 2: The Roll Out

2 Organic Vertical Videos - 2 Static Posts.

AN

= Vertical Video
@, 0 Short-form vertical
video
@
Vertical Video Static Post : VOIUGTEIE”RE;ZIO“
. IG/FB Stary
. TikTok Video
» Linkedin Video
Week 2
. e ol
(D) oifP P
Vertical Video Static Pest

Static Post
Static graphic with
etails
G/FB Post

. I
* IG/FB Static Story
. Linkedin Post

Minimurm & Week Total Time Required

(GRANIDIE

Part 2: The Roll Out

3 Organic Vertical Videos - 3 Static Posts - 1 Static Ad - 1 Video Ad

AR

Weekl

Wertical Video

AW Short-form vertical
(o) o
YouTube Short

- 1G4 Real
Vertical Video . mﬁgs:ow
[Teaser) = TikTok Video
+  Linkedin Video

Week 2

i

Statie Post

@. 0 AN
g

Static Post Vertical Video Video Ad

Statlc graphic with
etails

1G/FB Post
= IG/FB Statc Story

e +  Linkedin Post
@, 0 AN P\]f
@ﬂ? m Statie & Video Ads

a Online Ads

Static Postx2  Vertical Video  Seatic Ad (Ve

. a Video Ads
. Maeta Static Ads
. e Static Ads
+  YouTube Video Ads

Minimurm 8 Week Total Time Required

o E.g,
~

L

l:!::'.'

e
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4 Organic Vertical Videos - 5 Static Posts - 4 Video Ads (Vertical & Wide) - 3 Static Ads

AW
Week 1

Vertical Video

AN

Vertical Video

(Teaser)
Shert-form vertical
video
*  YouTube Short
l . I1G/FB Reel
. IG/FB Story
. TikTok Video
1], « Linkedin Video
-m m
Static Post  Vertical Video Static Ad Video Ad

@0
s P
l J' l Shatic Poet
@ 3% N
oldl? L

Static Postx2 Vertical Video Static Ad Video Ad

l l l J' Static & Video Ad:
®..0 A c & Video Ads
ofe L

| Online Ads
Static Post x2  Vertical Video Static Ad Video Ad

Static graphic with
etails

. IG/FB Post
+ IG/FB Static Story
. Linkedin Post

Meta Video Ads
Meta Static Ads
Google Static Ads
YouTube Video Ads

Minimum 10 Week Total Time Required
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Trello Project Management Interfaces

Ferry International,

t Team

Labels

e { Working

Due date

May 31 at 11:59 PM

Description  Edit

& Agent Self Defense Class: Wed, May 31st, 3-4:30pm

Notifications

Watch

Content Session scheduled with Kiki on Tuesday May 2nd at 2pm.

Graphic posts being created by Danielle.

Raymond working on editing photos from previous Kiki photoshoot to use with

graphic posts.

All content from content session should be created by Fri May 5th

4 Weeks of Content Roll Out

Custom Fields
: Priority i¥ Project type

Important, Not Urgent Select...

Content Roll Out

= Status

Select...

Hide checked items Delete

st,-+Short-Form-Skit,1

1 Shert-Ferm-Skit—1

Content Session scheduled with Kiki on Tuesday May 2nd at 2pm.

Graphic posts being created by Danielle

Raymond working on editing photos from previous Kiki photoshoot to use with

graphic posts.

All content from content session should be created by Fri May 5th.

4 Weeks of Content Roll Out

Custom Fields

Priority

Important, Not Urgent Select...

Content Roll Out

; Status

Select...

Hide checked items Delete

y-tat-5th-Graphic-Post

Fi-Form -Slat—1

t=Form-Skit

POth-30th: 2

Add an item

Activity

o card

2, Members
Labels

5 Checklist

D Dates

¢ Attachment
Location

i Cover
Custom Fields

Power-Ups

Add Power-Ups

Automation

& Done

= In Progress

A PRIORITY: NEED...
& Reoccurring Done
A Waiting

@ Working

¥ Location
= Cover
= Custom Fields
Power-Ups
Add Power-Ups
Automation
& Done
Z InProgress
A PRIORITY; MNEED..
@ Reoccurring Done
A Waiting
Waorking
Add button
Actions
> Move
O Copy
& Make template
& Archive

= Share
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