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Welcome to the Online Leads Playbook

This is because the math that has
. previously governed our conversion
When markets shift, rates, expenses, and revenues
our businesses hecome ‘ change. Things stay uncertain
uncertain. until businesses find their new
numbers based on the new market
conditions.

For real estate agents this means that they will have to do more lead
generation to close the same amount of units that they had in years past.

L

“Not getting lead generation done day in and
day out may suffice in a hot market, but it will
put you out of business in a cold one.”

>>

- Gary Keller

When real estate agents don’t have enough leads, there are only two ways to get more: create them
or buy them. They are created through prospecting and marketing and bought through third-parties.
While prospecting and marketing is a tried and true method, online leads are growing in popularity for
real estate agents. There is a pretty simple reason: they have the possibility to be reasonably cheap,

L easy to implement, and can scale quickly.

(Most online leads are “top of the funnel” leads. This means that the leads that are generated are still
in the curiosity stage of their buying or selling process. They will require more frequency and intensity
of conversation to convert them over time. A more expensive, yet valuable option, is to purchase warm
connections and even appointments. These are a great option for agents that are willing to pay a

\higher rate per lead that may be closer to transacting.

-

Lead

Warm Connection

Appointment

Contract

Closing

v

KWRI makes no warranties, either express or implied, with regard to the information and programs presented in 2

these materials. KWRI will not accept liability for any loss or damage of any kind that you incur as a result of the use ©2023 Keller Williams Realty, Inc.

i - e
o - T e
k"‘"lr (ANt ST P EART (L of any content provided by KWRI. Rev. 2/23



When implemented properly, More leads = more warm

. connections = more
online leads can be a great » appointments = more closings

source of generating more and more closings is
business. everyone's goal!

e N
The most common sources of online leads are Social Media, Search Engines, and Lead
Aggregators. Examples include Facebook (Social Media), Google (Search Engine), and
Realtor.com (Lead Aggregator). These are commonly used by real estate agents because

they often reach a large number of people.
\_

This playbook is broken down into two parts:

Part 1: Understanding Online Leads
part 2: Generating and Converting Online Leads

of understanding where to buy online leads, how to
convert them, as well as best practices for creating

Social Search Lead

Media Engines

Aggregators

ads through Facebook and Google.

% They are designed to take you through the journey
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UNDERSTANDING ONLINE LEADS

1. What Are Online Leads?

2. How Much Do They Cost?

3. How Many Leads Can | Expect to Generate?
4. Where Is The Best Place To Start?

PART 1

4
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1. What are Online Leads?

e N
The simplest explanation of online leads is that they are leads you can buy online.

Commonly referred to as bought leads, online leads are purchased in various stages of
their lifecycle through platforms like Facebook, Google, and lead aggregators like Realtor.
com. The stages can be anywhere from top of funnel to ready to speak to an agent.

~ PAID SOCIAL ADS

Paid Social Ads are ads that are posted on social media. You have probably seen all types of ads
on Instagram, Facebook, or TikTok. Leads are generated when the consumer clicks through an ad
and enters their information on a website, landing page, or lead generation form. The company who
placed the ad, or in this case the real estate agent, chooses their budget for the ad and pays the
social media platform once the click through is made. These are top of funnel leads.

*SEARC” ENGINE ‘DS (commonly referred to as Pay-Per-Click ads)

Search Engine Ads are ads created and populated on search engines like Google, Bing, or Yahoo. An
example of these would be the 3-6 real estate companies you see on the Google results page if you
searched for “Austin Real Estate”. The company that posted the ad is charged when a consumer

clicks on the ad. This is why they are called Pay-Per-Click (PPC) ads. These are top of funnel leads.

ﬁlf‘D GENER‘TION COMP‘NIES (commonly referred to as Lead Aggregators)— )

Third-Party Sites like Zillow, Offrs, 72S0LD, and Realtor.com offer leads to real estate agents for

a fee. Websites like Zillow will offer leads or referrals. Depending on where the lead is in their life

cycle the fee may vary from a flat monthly fee or a per lead fee or a referral fee per transaction.
These can be top of the funnel leads, warm connections, or appointments.

Online Leads
/ l \

J

Social Search Lead

Media Engines

Aggregators

e Facebook e (oogle e Zillow
e TikTok e Bing e (0JO
e |nstagram e Yahoo e Realtor.com
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2. How Much do They Cost?

flt is important to understand how implementing something new will impact your business
financially, especially in a shifting market.

Online leads are becoming a viable lead generation tool for real estate agents because they can

be a fast and cheap way to generate more leads. Since there are options for the type of lead that
one can buy, the price can vary greatly. The rule of thumb is that the closer to consummating a

transaction a lead is the more money you are going to spend on that lead.

-

The cost will vary based on the service
provider that generated the lead and the type

of lead that was generated. \ LEADS / $
Top of the funnel leads usually cost less than $12 per

lead and average between $2.75 and $3.50 when \ — /
created in Command on Facebook. CONNECTIONS

Companies like 79S0LD charge $1,500 per month plus

a 25% referral fee at closing and users can expept 2-4 APPTS

listing referrals per month which usually results in at 1
least one new listing. In comparison, Market Leader has $$$
a monthly platform cost of $139 per month and charges

$25 per lead generated. Each company is going to have

—
ique set of offerings so it's important to understand 5 MOST COMMON WAYS ONLINE PLATFORMS —aeiiom
a unigue ing prices COLLECT MONEY FOR LEADS AND APPOINTMENTS aNiea,
their features when comparing p : . Reourring monthly i
Below are the 5 most commonly occurring ways olatform fee :'T..r‘
for online platforms to collect money for leads and ; g 8821 Eg[ lce“:; —
. han others : -
appointments. SOMe platforms charge more t 4. Referral paid at closing -
based on the program that is selected. 5. Fee per exclusive zip — =
code or market area ]
_.-. o
@ A

Wherever you decide to start, the first thing you should do is determine how many
transactions you want to close from online leads and the amount of money to spend each
month purchasing those leads. Using paid social ads or search engine ads to generate leads
will allow you to control your expenses because they work on a budget set by you per ad and
will get you the most top of funnel leads for the least amount of money. In contrast, you may
spend more per month on a company offering warm connections or appointments, and will

sometimes pay a referral fee on those closings. Either way, you’re building your pipeline for
more closings short or long term.

- J
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ONLINE LEADS COST EXAMPLES

PAID SOCIAL ADS
<

INSTAGRAM

Ad Spend: $75

1. Cost Per Lead: $3.00

2. Number of Leads: 25

3. Closing GCI: $9,000 - $75 = $8,975
4. Cost per Closing: $75

&
TIKTOK
Ad Spend: $500

1. Cost Per Lead: $5.00
2. Number of Leads: 100

3. Closing GCI: $12,000 - $500 = $11,500

4. Cost per Closing: $500

<
FACEBOOK

Ad Spend: $100

1. Cost Per Lead: $4.75

2. Number of Leads: 20

3. Closing GCI: $15,000 - $100 = $14,900
4. Cost per Closing: $100

“Note: All numbers are a snapshot in time and will vary for each ad or person for a variety of reasons.

The key is finding the numbers that apply to you.
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Online Lead Cost Examples

(#2) SEARCH ENGINE ADS

3

GOOGLE

Ad Spend: $600

1. Cost Per Lead: $40 ’

2. Number of Leads: 15 BING
3. Closing GCI: $15,000 - $600 = $14,400

4. Cost per Closing: $600 Ad Spend: $420
1. Cost Per Lead: $35
2. Number of Leads: 12
3. Closing GCl: 18,000 - $420 = $17,580
4. Cost per Closing: $420

<
YAHOO

Ad Spend: $500

1. Cost Per Lead: $25

2. Number of Leads: 22

3. Closing GCI: $12,000 - $500 = $11,500
4. Cost per Closing: $500

“Note: All numbers are a snapshot in time and will vary for each ad or person for a variety of reasons.
The key is finding the numbers that apply to you.
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(#3) LEAD AGGREGATORS

3

ZILLOW

Monthly Spend: $500

1. Cost Per Lead: $60

2. Number of Leads: 8

3. Closing GCI: $24,000 - $60 = $24,940
4. Cost per Closing: $60

<
REALTOR.COM

Monthly Spend: $700

1. Cost Per Lead: $100

2. Number of Leads: 7

3. Closing GCl: $22,500 - $700 = $21,800
4. Cost per Closing: $700

Online Lead Cost Examples

<
7250LD

Monthly Spend: $1572

1. Cost Per Lead: $393

2. Number of Leads: 4

3. Closing GCI: $18,000 - $393 = $17,607
4. Cost per Closing = $393

“Note: All numbers are a snapshot in time and will vary for each ad or person for a variety of reasons.

The key is finding the numbers that apply to you.
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3. EXPECTATIONS ON LEAD FLOW

LEARNING VS. EARNING

~LEARNING MONTHS

A common misconception when first buying online leads is that there will be a lot of leads, all shopping
in the price range that you desire, and they will all lead to a sale. While this may eventually be true, the
first few months after starting to purchase online leads will be best described as “learning months”.

Learning which content attracts the most leads may be the most difficult part of generating online leads
through paid ads. Paid Social Ads/Search Engine Ads generate top of the funnel leads where the leads
are largely still in the exploratory part of their home buying or selling journey. This means that they

may not even be sure that they want to buy or sell or will be more than a year out from making that
decision. These leads will need to be nurtured for a long period of time in order to achieve conversion.

In comparison, when you purchase leads through Lead Generation Companies, you will most likely be
buying warm connections or appointments. These leads have already been qualified and are ready

to speak to an agent. Because they’ve already made the decision to buy or sell, there is a greater
immediate conversion rate as they are naturally closer to consummating a sale.

~EARNING MONTHS

Once you've learned how a specific online lead source works from lead to appointment to closing,
and you fully understand what your cost for a closing is, you're now ready to move from “learning” to
“earning” where your money was “dumb money” to “smart money”. Please just remember that you
must always pay attention to two things:

1. What works and gets you from lead to closing
2. What a closing costs

If you do this, you will always be in the best position to waste as little money as possible when you buy
a lead while minimizing what you earn from the resulting closings.

Depending on what kind of leads you decide to buy, or if you choose to test multiple types to find what
works best for you, it's important to understand that lead generation and conversion takes both time
and consistency.

10
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3. WHERE TO START

-

Now that you understand what online leads are and what goes into their pricing, you’re
ready to choose where you want to start.

The following graph shows you several companies that offer leads in different stages of

the lifecycle.
-
e A
Leads Warm Connections Appointments
1. Command: (Facebook and 1. 0JO 1. 72S0LD
Instagram) 2. Opcity 2. PrimeStreet
2. Google Ads 3. Realtor.com 3. Homelight
3. Bing 4. Ylopo 4, Mello Homes
4. Other CRMs: BoomTown, Cinc, 5. Zillow 5. Dave Ramsey
Chime, Brivity, RealGeeks 6. Google Local Services 6. Zillow
5. Fast Expert 7. AND MORE! 7. AND MORE!
6. Clever
7. |deal Agent
8. Bold Leads
9. NextDoor
\ J

You already have access to the easiest place to start: COMMAND. Command’s integration with
Facebook is the easiest, fastest, and possibly cheapest place to generate online leads. Leads in
Command cost $3.50/lead or less on average and can automatically be added to your database to

{ 2 to learn how

Eollow along to Par

D

those \eads-

caseeepeenne=®

kickstart follow up. _

ices for
t practices
ate leads, €S _
tou?\?\?:; ads, and finally, converting
r , _

Part 1 explained what online leads are, how they are priced, and where to buy them. Part 2 is going to
explain how to generate leads, best practices for running ads, and finally converting them.

While there are a lot of great options to choose from, Part 2 will discuss Facebook in Command as a
Paid Social Ad platform and Google Ads as a Search Engine (PPC) platform.

N
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PART 2

b ONLINE LEADS g

GENERATING AND CONVERTING ONLINE LEADS

1. Generating Leads
1. What Are Online Leads?
2. How Much Do They Cost?

2. Targeting Best Practices
1. Interests
2. Keywords

3. Converting Leads
1. Speed to Lead
2. Master the Conversation
3. Consistency Over Time

4. Inspect What You Expect
1. Cost per Click
2. Cost per Impression
3. Gonversion Rate

3. How Many Leads Can | Expect to Generate?
4. Where Is The Best Place To Start?

o - =
Site. St planions TEkae
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1. GENERATING LEADS

UNDERSTANDING FACEBOOK & GOOGLE ADS

FACEBOOK ADS

appear in feeds and stories of members that match the interests you’re trying to target or a specific
group of people. This is a popular method for generating online leads because you can easily target
people that already know your brand or expose it to a new audience that you want to capture.

~ GOOGLE ADS

appear when a consumer searches for relevant keywords on Google or a partner platform. This is

another popular method for generating online leads because the consumer is actually searching

for a product. They are generally one step closer to wanting to speak to an agent or find specific
information pertaining to housing that they are searching for.

Another Google product gaining popularity is Google Local Services. Google Local Services
allows businesses to advertise themselves and the products they offer. Similar in concept to
Facebook and Google ads, Local Services is only advertising the business so it doesn’t require any
creative ad techniques to generate leads. Consumers simply click on the business they want and
can call or set an appointment right there, they call this “click to talk”. These are going to be warmer
leads because they are choosing to speak to an agent in real time which also makes them far more
expensive than a top of funnel lead. Google Local Services also works on a budget model, but only
charges for every lead that is actually related to your business or service. This is another great
option to generate high quality online leads!

.

Something that both Facebook and Google have in common is the goal of attracting the right
audience and then capturing information. Creating an effective and value providing ad will ensure
that you generate the most leads possible. There are a few ways to do that: Identify who you are
trying to attract, create captivating content, and capture the lead.

13
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Generating Leads

IDENTIFY WHO YOU ARE TRYING TO ATTRACT

First Step o Identify who you are trying to
. attract. Generally, real estate
generating leads . agents are targeting buyers and

sellers, however you can also
use ads to expand your brand
awareness or attract talent.

through ads:

I . ) y C Slde ta

maybe you want to create an ad th i
) at targets First Tim i
oractice there are many ways o target an audience e Home Buyers specifically. As an overall

R THE MOST COMMON ARE: \

1. Geographic: You are targeting specific city or neighborhood.
Targeting a popular area, city, or neighborhood is a preferred
method. Also referred to as Farming.

2. Interests (Primarily used with Paid Social Ads): You are targeting

a group of people with common interests like golf or boating.
Platforms have collected a lot of information on what people enjoy
and are interested in. The messages and visuals can be created to
match the audience you are targeting.

3. Demographics™: You are targeting people of a certain occupation,

education level, or current homeownership status. An example would
be focusing on recently retired people or recently graduated young
adults.

4. Custom Target Audience (Primarily used with Paid Social Ads):

With this option, you aré targeting a specific list of people that will
see the advertisement in their feeds or searches. This is the best
way to target your sphere of influence to stay top of mind.

5. Keywords (Primarily used with Search Engine Ads): This option

allows you to use keywords 10 target an audience. An example of
this would be “selling my home in Austin”. Keywords are vital to a
successful Search Ad.

The main diff

consumers. FZ::eeanoeoE?‘gween Facebook and Google Ads is the tools they use to help you t

of the above options wi cuses on |ntergsts, while Google focuses on keywords Comby' ' s
s with each other will aid in your targeting efforts for a sucéessfullglcjng any

k‘!’\" ' L,

e e S A i “Keller Wi
=T P ler Williams Realty, Inc., a franchi .
P ’ chise company, is an Equal Opportunity Employer and supports the Fair Housing Act. ~ 14
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Generating Leads

CREATE CAPTIVATING CONTENT

Facebook and Google show their

Second Step is ads differently, so it’s important to

to create . consider how each should be created
captivating content to capture the attention of the most
people.

FACEBOOK ~

The goal of a powerful Facebook ad is to “stop the scroll”. Your ad should be captivating enough
that consumers want to stop scrolling to click on your ad.

—When creating a captivating ad through Facebook there are 4 main things you should focus on:—,

1. HEADLINE: The headline should be short and sweet. It can be Call-To-Action (CTA) or a short declarative
sentence.

2. MAIN copPY: The copy of the ad should be specific to the audience. If the target is buyers, then you need
to create specific language around purchasing a home that will entice them to click on the ad. The body
of the ad should be concise and help the consumer to understand the answer to their problem or details
about the offer you have presented is just a click away. Use a combination of uppercase and lowercase
text to highlight words or ideas, emojis, and bold type to draw more attention.

3. PICTURE: Using a high resolution photo or video will capture the consumer’s attention easier. Use bright
colors, pictures of real things/objects, and avoid busy patterns.

4. BUTTON LABEL: This is the button they click on from your ad. Options include “Learn More”, “Sign Up”,
“Contact Us”, and “Apply Now”. Learn More is a passive call-to-action to get them to click to see what is
on the other side of the ad. Whichever you choose, it should match what you're advertising.

-
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T
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Generating Leads

GOOGLE ADS

The goal of your Google ad is to be the answer to the question the consumer is asking. Being
clear on the value you’re providing is directly related to how many people will click on your ad.

When creating a captivating ad through Google there are 3 things to focus on;.———

1. HEADLINE: This is the first thing consumers will notice because it’s the largest text. The text should
show the solution to their problem and be most closely related to their search.

2. DISPLAY URL: The URL shows above the headline in smaller font. This will show them where they
will be taken when they click on the ad. It’s important the the URL isn’t misleading or off topic.

3. DESCRIPTION TEXT: Similar to Facebook’s “main copy” the description text is your opportunity to
solve the consumer’s problem. Using 1-2 sentences, you should be able to entice the consumer
to click on your ad.

I:_-}m ::_E:nﬂ o rn:n'r-en;'E'::f__:& :- 1
Fﬁ‘ — Bl - el e ] i 50 B il P i e L
e B e bt
This examp opu\ated. . — 1
the ads that are p “lowr BUrcian Warts - Sunas Vi Comoetiors - r. Pri & Serdas - Gl Case Oflsr Faat
Sumer S ” Al gt Ao COFTY e
L homeé in austin fast”. Top Seling Realiors - Saarch By Zip Code or Cify fi iR
my Om . Ll i asioh you sl oo o soorv VWi haew s Bress 11,000 ogeree i oar 1
solves horrri Elcimion o roes il halbvmnnel divuclly In por srnsll ) .-
You will notice how the Headline - Ml o oo, 0% B, Aute 51 Tos 8 e
LAt a
olem. The Description Tex L e
the pro . \ fe\N WOYdS or Sall Your House - Austn Cash Home Buyers ) i
shows solutions 1 & Ve Extndanc B Vit Poveid o i o Wi O o i, N
sentences. i e R
Take a look at the back of the Playbook for image examples from Command.
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Generating Leads

LEAD CAPTURE

This is how you actually capture the leads
information. Everything you’ve done up
Third Step is to.this poipt is to get them to ente.r their
. information. There are a few options
Lead Capture. where the consumer can go after they
click on your ad: a lead capture form,
landing page, or a website.

—LEAD CAPTURE FORM

Facebook recommends using their Lead Capture form. This is because the consumer has to enter
their information before they get directed to what they want to see. Google offers a similar Lead
Capture Form to serve the same purpose.

— WEBSITE

Websites can serve several different purposes as the end goal of your ad. If your ad is designed

to draw the consumer into a portal to search for available properties you may choose to use your

agent website. Once they are on your agent site you can capture their information by using the

“forced registration” feature in Command. This allows consumers to view a certain number of
properties before being prompted to enter in their information.

— LANDING PAGE

Landing Pages can be a powerful tool to provide a direct solution. If you're advertising an open
house or a single property, you can use Landing Pages built in Command to direct the consumer
to that information. Your landing page can be equipped with a lead form to capture contact
information. With landing pages, the consumer is not forced to enter their information.

s to collect

of any ad |t :
t information. .
ing this goal in mind yvhen cre%ﬁ:ggjgu
Keep\f c?m start 10 finish will ensure
ot attract as many people asd
poss'\b\e to click pn yourtgon
and provide their informall )

The end goal
contac

Reference Tech Play #8, #15, #17, and #20 to learn more about how you can use technology in this section.
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2. TARGETING BEST PRACTICES

Targeting effectively is crucial to a successful ad. As previously mentioned, Facebook targeis 3\
specific audiences using Interests and Google uses Keywords. Below, we will provide best
practices on using Interest and Keywords.

~INTERESTS

The interests you decide to target will vary depending on the audience you are attracting
through your ad.

You should target real estate websites like Zillow, Realtor.com, and Trulia because these
companies spend a lot of money on brand awareness. Since they are commonly known, it’s
assumed that most consumers know and use these sites.

Should you want to target higher income households, use interests like Financial Planning, Real
Estate Investing, Stock Market, Investments, and Houses.

If you’re targeting first time home buyers, you could find success targeting interests like house
hunting, first time home buyer, and mortgage rates.

Other real estate interests you could target might be home buyer assistance, interest rates,
homes, real estate, realtor, mls, and apartments.com. ‘

If yoy re targeting a Specific area
with a lot of golf courses for
example, a best practice would be
tq combine real estate interests with
Interests that match the audience

~ KEYWORDS like golf. trying to attract, create  —

Slightly different from interests, keywords can be full
phrases rather than just words.

captivating content, and capture the
lead.

Keywords should be closely related to the ad offering or objective.

Using negative keywords can also be beneficial for weeding out unwanted leads. These are
keywords you do not want to show up in your search.

Use longer phrases like “real estate agents in austin” to get closer matches.

Understand popular keywords by researching keywords often. You can use websites like tools.
wordstream.com to search keywords and how often they are searched.

The most important concept behind keywords is identifying which ones will get you the most clicks.
This is done by testing and researching constantly.

18
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3. FOLLOW UP AND CONVERSION

Not all leads are created equal. Lead quality can differ greatly based on the source where the
lead was generated from as well as the direct offer that the consumer was responding to. The
lead who clicks a photo of a home to see more pictures and the lead who completes a form
requesting to speak to a real estate agent are two very different types of leads. The former will
transact someday and the latter is likely to want to transact now. The key to all lead generation
is understanding that the battle is always fought at the top of the funnel and that at some point
everyone is a buyer or a seller. All leads are great leads!

.

Converting online leads can be a long process, but when done effectively there is great return.

The average Online Lead takes anywhere between 6 and 18 months to convert to a closing. When

buying warm connections, that timeline can dramatically decrease. Even more so when buying
appointments.

‘

Once leads are generated they need to be qualified. This means understanding WHY this person
clicked on the ad and WHEN they wish to transact. Best practice would be for an ISA or a real
estate agent to contact the lead and qualify it. All the leads that come into the top of your funnel
will fall into two buckets: now business and future business. The now business is handled
immediately. Future business needs to be nurtured and become part of the sales pipeline.

by e REtE. St il i EA LS T

/N

@ Now appointment @ Nurture Leads

1.0 - 90 days
2.90 - 1yr
3. 1yr +

Warm Connection
(ready to speak
to an agent)

Appts
(ready to meet
an agent)

v
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Follow Up and Conversion

In order to qualify and convert

: 1. Speed to lead
the largest number of leads into 5 Masterv of the Conversations
clients, there are 3 primary keys ' y

to success: 3. Consistency Over Time

SPEED TO LEAD

In order to initially qualify the greatest number of leads, the speed by which the lead is contacted
is essential. Contacting the lead within 2-5 minutes of when received greatly increases the
probability of qualifying them and ultimately converting them.

~MASTER THE CONVERSATION

Having a powerful conversation the first time you are interacting with a lead is important to build

rapport and help the consumer get the best experience possible. Your approach and mindset play
a big part in the conversation.

Top of the funnel leads are typically future business and do not like to be approached too strongly.
They will need the time and space to allow them to search on their terms. Always coming from a
place of value and ask the right questions.

Now business has their mind set and they are ready to go.Your approach will be more direct and
your value proposition will be reflected in how you can help them as soon as possible.

THE KEY CONVERSATION POINTS FOR QUALIFYING
ANY LEAD IS REFERRED TO AS LPMAMA:

Location - Where do they want to buy or sell a home?
Price - What is their ideal price range?

Motivation - When do they want to move?

Agent - Have they signed a buyers agreement or a listing
agreement with a real estate agent?

Mortgage - Have they been preapproved?

Appointment - When would they like to meet to discuss
this move?

> w
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_ CONSISTENCY OVER TIME Follow Up and Conversion

As your lead pool grows, you must continue to follow up with leads. Converting online leads
is a long game. Generally online leads that are followed up with effectively aim to have a 1%

conversion rate to closing. This time to convert and the conversion rate can decrease or increase
based on lead type, skill level, and follow up. ‘

OO® -

WARM
CONNECTIONS

A FEW HELPFUL TIPS FOR INCOMING LEADS:

1. Set up Tags. Using tags for Neighborhoods will allow
you to retarget those leads down the road. H:alpful
tags might be: "Facebook Lead", "ADDRESS",
"NEIGHBORHOOD" or “ ZIP CODE".

w

Build out Opportunities. Setting up Hot, Nurture, and
Watch stages Opportunity stages will allow you to
easily keep track of your leads and the freq‘uency
and intensity at which you should be following up
with them.

Your KW Command mobile app should be -
downloaded to your mobile device, and notlflpatlpns
should be turned on so you can receive notifications
instantly when leads begin to be captured. Speed t0
lead!

>

2. Set up Smart Plans to automatically kick off when a
new lead comes in. Set it and forget it! Use the search
feature to find Facebook specific smart plans.

At

At the end of the day, online leads are converted over time. It’s common not to see your work

come to fruition until months after generating your first leads. You shouldn’t be discouraged by
the amount of time it takes to convert. All leads are great leads!

Reference the Tech Play #21 and #22 to learn more about how you can use technology in this section.
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4. INSPECT WHAT YOU EXPECT

When working with any lead generation, we are concerned with the conversion rate. We want to
understand if our money and efforts are paying off. When running ads to generate online leads
there are a few more metrics to look out for.

Cost per click (CPC): This is the metric that measures how many consumers click on
your ad. The ultimate goal with any ad is to get as many clicks as possible as that will be
directly related to how many consumers enter their information. A good CPC can be as
high as $20.00 or more on Google, but it could be as low as $2.00 on Facebook.

Cost per mille (CPM): This is also known as cost per thousand impressions. Impressions
are measured by how many people view the ad. You should always consult with the
company on how they measure impressions. For example, some websites may count views
from the same person which would inherently increase your CPM, but not the audience.
On average, a good CPM is between $1.00-$3.00.

Conversion Rate: Conversion Rates can be measured in a number of ways. More
commonly, you will want to measure how many of those leads turn into transactions.
However, it’s also important to measure how many leads you get from any one ad.

Understanding how the ad performs will help set you up for success with ads you create in the
future. You can easily start to test what works for you by doing AB testing. This means that you
can run one ad with certain interests, photos, and content compared to another ad with a different
set of interests to see how they perform against each other. The more you determine what works
best to generate the most amount of leads will help with conversion later on.

There is no perfect science to running ads. What works for you may not work for someone else.
Get creative and know that the more you try, the better they will get.

22
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Case Studies

CASE STUDY #1 -
m"‘_“"”i T T eare et N e e
' Platform: Facebook via Command ,T
! . .y BN
t? Ad Purpose: Advertise Listings ]‘t
®  Lead Capture: Facebook Lead Capture Form ki
3 ik
l "
, :
Py Relevate Denver M
- Sponsonsd - 1
" & JUST LISTED! & ‘\Q
Looking for that perfect Mountain retreat? Fall in love & with the gorgeous i
’l deck and expansive views. Click for more infa! | & bl
| f
., {
l;{';
| j
f l
| b
s
11\‘ ;.\.
J ‘
(1
’:' ‘
i |
i Mountain home for under $400k e
& This is the perfect mountain getaway for someone lookin. .
o Like () commaent l
." sip A4 $0.22 £1.15 530 p
7 denys P :
1592 imge, 136 clicks 26 $30 el {

TOTAL INVESTMENT: $30

X Results
i Total Clicks: 136 CPC: $0.22
]' . Total Impressions: 1,592 CPM: $18.84
¥ Leads Recelved 26 Cost per Lead $1.15
o e e e e =
Of the 26 leads, there were 2 appointments set and 1 client taken.
The listing closed at a GCI of $12,000!
i'l.'u"u' [ushete. {Eﬂ'wg'm ,'-f;"'a,g_w_ _ ©2023 Keller Williams Realty,zlnci
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CASE STUDY 2 Case Studies

_— s ':.J'.-' S ——
‘1‘?_*’“ "“E .=x. E : == = .

i Platform: Facebook via Command -
H‘ Ad Purpose: Attract Listings
t, g.  Lead Capture: Facebook Lead Capture Form

| Marty Miller - Keller Williams
‘ spomsored - &y

" What Could
; You Do with

FARTYMILLEREW.COM

Multiple & & % in & The Falls at Green Meado...

TOTAL INVESTMENT: $114.54

Results

Total Clicks: 115 CPC: $0.99

Total Impressions: 2,947  CPM: $0.39

Leads Received: 4 Cost per Lead: $28 75
e e e e N ul

§52.919? iR G

Tnerease lh er the Pas¥ |
12 Months l

for the Falls al Green Meadows

PH’
¥

f Are you a resident of The Falls at Green Meadows? Did you know that f\q

P home prices in The Falls have increased dramatically over the past 12 i

| manths? To receve an update on what homes are being listed/going
under contract for in The Falls, chick here!

What's Your Home Worth? Learn more

Over a 10 month period, there were 4 appointments set and 2 listing clients taken

The first listing client closed with a GCI of $15,000!

24

©2023 Keller Williams Realty, Inc.
Rev. 2/23



G STUDY #3 Case Studies

%‘% ""’i::.;\_ E S IR S — L -

’ = - P— =

‘,' 1 Platform: Google Ads
M Ad Purpose: Advertise Listings
| " Lead Capture: Forced registration on their website

1

https://www.relevatehomes.com |

| Relevate | Serving your real estate needs in Denver, Colorado ...

Use Relevate Homes search engine 10 find real estate by price, bedrooms and more. We have
every listing from every real estate company in the area.

Search - Buying  Selling - About Us

| Example Keywords for this ad would be: b

i
b |
| : real estate houses for sale real estate agency sell your home !
I |
y
l'1 real estate agent sell home real estate broker home evaluations I
.
|
i properties for sale zell my home

TOTAL INVESTMENT: $3,498.7 [’

Results
Leads Received: 188
Cost per Lead: $18.61 |
I ll
Relevate ISAs were able to make 107 warm connections and 12 appointments. 1 client was [ l
taken (so far) and closed with a GCI of $17,500. |

o - . - o R - — _ S . [ C_ = — = _ = — - ,.'v. i
s e e S T Y i T oo fa:J'
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Case Studies

CASE STUDY #4 o

m“.-ﬂ-& ':=’!C‘.“, T o o - — ~"— .’E:i
l » Platform: Google Local Services l;’
i Ad Purpose: Brand Awareness i

W' Lead Capture: Lead Form/Direct Phone Call (click to call)

‘:'g
;., v Relevate Inc 4l
| 4.9 % % % % % (250) - Real Estate
7+ years in business - Serves Denver
| Open 24 hours - (720) 669-2009
| You viewed Sep 21 () 17
" Typically replies in 1 hour '»'."
| !
R % Call [El Message < Share ’
1 .;
| 1
!
o \
TOTAL INVESTMENT: $16,912.14 |

g Results |

W Leads Received: 368 |
|

1 Cost per Lead: $45.96 !

il

f .

;% |

! l[
f1t  Relevate ISAs were able to make 300 warm connections and 190 appointments. 19 clients l 1

]“4 \: were taken for a total GCI of $240,732.12.
?’ i o o
e e e e e e TR -'J'
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Case Studies

T e e e  aase
Platform: Facebook/Instagram via Command h
v*. Ad Purpose: Attract Listings b
Lead Capture: Facebook Lead Capture Form /

CASE STUDY #5

& JP Velasco - Vancouver Area Real Estate Agent &
. l i I '
i LEarudrd - i

w Mga Kabayan! Kayo po ba ay naghahanap ng bahay sa halagang
S500.000 or less? Kung gusto neyo ng listahan ng condos or

townhouss sa Metfo Vansouver up to Chilliwack, paki click lang ang
" LEARN MORE or twimawag of mag texl sa 778-E88-T921

Las Tranzlation

TOTAL INVESTMENT: $30

Results
Total Clicks: 390 CPC: $0.08
Total Impressions: 2,975 CPM: $0.01
Leads Received: 32

After 7 months from lead capture, one of the leads was converted to a buyer. The buyer has since
referred two additional buyers that both closed a year later.
27
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66

“You simply need to pick the results you want
and match the effort those results require.”

- Gary Keller and Jay Papasan (Shift)

“Live at the top of the funnell!”

29

- Gary Keller

Online leads are proven to be an effective and scalable lead
generation activity. Gary and Jay live at the top of the funnel.
They have a firm understanding that the more leads that come
into the top ultimately results in more closings at the bottom.

Let’s not forget, if it doesn’t come into the top line, it never

shows up in the bottom line.

Using this playbook, you can start creating more leads
TODAY.

28
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# 8 LEAD CAPTURE kw

KELLERVYILLLAMS.

Lemartsy oy o macicindd i MW Carrumasred rrnamdly, e impot, from: smolbar SRV TEachnolngy prosiche: Hheough AP Hadion, or caplused
o Hhe aencisieg cor e BN,

9

9

S

CONTACT MPORT

1. Cpmn Corsmamd > Coniecis

2. Sulert “Wmpoit

2. Doveriomd bergsbrin o uplssal o eusiorm, S
i, Hap inkis

5. Confius o mgort

CONSIER LEAD CAPTIRE
Laach capdurad frem KW ageni stiee: & moblia
vl b= maped o Commandd > Soriscks,

ivac] cagrioss: e il in

API NATION [MARKETPLACE]

AP Nalier oo be purchsssd in e Wsislipses.
o bkiclicrally sy condacls: barbwean

g feorn Cewnpln, K] @Punedsd, Fsslicr.crem,
B, sl e,

MMMM— Fese, 1278 | el Wil Feslly, inc



KELLERWVILLLAMS.

#1 5 MANAGE DAILY TASKS  kw
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#1 7 USE MARKETING kw

MATERIAL (PRE MADE) ™=
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9
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#20 RUN PAID SOGIAL

MEDIA ADS

kw

KELLERWVILLLAMS.
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#2 1 ngEﬂ;E FOLLOW-UP m‘wmws.

Command's SmwiPlers spplasl prodides an sxdensks Brery of inlioe up ples: wnd The shily b cesls s oo S iPiesn o
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CREATE A SMARTPLAN
1. Open SermatPlers s chonss: “Cresis”
. Ao wiape am right i oo s pien

"Touwrre sen siee sl s aowigree Fror el
winp - s Rl o Conlest arelgnes,

é CUSTOMIZE STEPS
1. Bund an BAS Biagr Dyramic
& Dynanic beding wil sios

up ko s memages o cycla
Hrnsgh = Tha plen repests

WARNING! You must comply with the TCPA and any other federal, state or local laws, including for B2B calls and
texts. Never call or text a number on any Do Not Call list, and do not use an autodialer or artificial voice or prerecorded.
messages without proper consent. Contact your attorney to ensure your compliance.
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#22 USE FOLLOW-UP kw
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WARNING! You must comply with the TCPA and any other federal, state or local laws, including for B2B calls and
texts. Never call or text a number on any Do Not Call list, and do not use an autodialer or artificial voice or prerecorded,
messages without proper consent. Contact your attorney to ensure your compliance.
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