Educate: Creating a Website and
Blog focused on Buyer Needs
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Creativity tools

Help in documentation.
Expanding an idea
Thinking things through.

Communicating an idea that can aid a
presenter.

Create materials that can speak for itself
— standalone.



Creativity tools — Flow Chart

* |deal in showing how a process
works.
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Creativity tools - Mindmaps

e Useful in showing concepts and insights
around an idea.
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Creativity tools - Infographs

* Convey ideas illustrating
a flow or expanding on
a big idea.
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Example: Inbound marketing flow

Convert

@ @ Promoters

http://blog.hubspot.com/marketing/beginner-
inbound-lead-generation-guide-ht



Example: Steps in Content Creation

ntelligence "Dual COf?r:;nr Efficiency ROI
Creation and Search

Optimization™

Keyword Content Content :
Search Data . Promotion Distribution
Insight Creation Optimization |

CMS Integration

http://searchengineland.com/content-seo-catch-22-3-steps-create-perfect-win-win-187099



Example: Online Lead Generation
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Meeting user needs

What problems do users have?

 Too many properties online.

 Too many brokers / growing
number of websites selling
property.

* They don’t know who to
trust.

How can we solve it?

* |I’'m on the customer’s side.

e (Can be trusted to look for
properties that suit my
customer needs.

* Will look for best properties
that suit the need of the
customer.

e Assert myself as an online
persona with enough
credentials to be trusted.



Meeting user needs

What type of content users look

for? What can we put on our site?
e About the broker / agent . AE)ouA:cfﬁ’Flfi\;Enrﬁoker/agent/ consultant.
and how to get in touch. ~ Testimonials.
_ Blog
* Verify affiliation and know —  Workflow (dealing with me)
— Video (introduction)
more about broker / agent —  Contact information

* Services
— Property scouting
— Property purchase negotiation
— Property selling (for selected clients only)
— Property documentation
— Sample (but real) proposal.
* Sign-up form to request for proposal.

* Feesinvolved. —  Fees

through 3" party.
 Sample listing or proposal.
 Workflow process.
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Platform choices

Wordpress
Wix
Blogger.com
Weebly
Among others



Have a compeling headine

ldentify
Conversion | e

o B Py are beer bewi by pas vy

Joe some text here 1o prompt mportont Miormaton z

Areas FETIET (G

W 7 port ssne goee e e—

T estmorich

Tt 4 pwgmats she e eane e Yo o e

e I I

SR RGNS et Gan A B B AL AN P A 8
A e e U ]

R hadas T S

Foctare ond benafit Kat
R I e I I e . »
et n e ol Sw pag sabaear ol ety Voo ebat e ve 8 o bvm gy e e ol L b

9

Pvwan s o v e W gt s W pas Provin 4 el svwrvme o & pe e ¥
b e e wd e ek el A b e T e e I

Frvitn o Wal svw vam J & wups s e ¥ yoi Povein 4 Wwl svervee of o Peps Wwive & s
i v n e @d e pad b wll L N B rdallewr v 8 i M s ol LV

Surt Todoy'
W o

- . -

Cangary Name 10 Ononam Seesl, 5t Lowaros NOW_ D064 Acavane | 1000 ™8 U2

=3

http://pinterest.com/pin/93871973455399191/



http://blog.hubspot.com/perfect-
on-page-seo-infographic
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The "Perfectly Optimized" Page
«~Title & Meta Elements - --------c-ccmcmmcmm e ccceee e )

Title: Chocolate Donuts from Mary's Bakery

times & locations for availability, and learn how to make your own donuts at home.

i
1
1
Meta Description: Learn the 3 secrets to Mary's award-winning chocolate donuts, get |
i
1
URL: http://marysbakery.com/chocolate-donuts :

1

There are no
- N impediments to
’ \
/ \ search crawlers
\ reaching this page
or determining it's
the canonical
version

Chocolate Donuts from Mary's Bakery

§

There's 3 secrets that explain why our chocolate donuts N -
~_ have won awards, generated hour-long lines, & even
\inspired hip-hop tracks. They are:
\

]
\ Builttobe |

#2: The Baking Process Like/tweet/+1

\ ’
ABC D11 477 ) Shlred’, buttons make it easy
- S== for visitors to share
#3: Timing Rue  WTweet Q 1 on their favorite

networks and

How to Get Hold of Mary's Chocolate Donuts
(aka locations, pricing & availability)

\
How to Make Chocolate Donuts at Hon;r a'ge‘ee’

(aka our recipe for the perfect donut)

Primary and

S

provide social proof

Clear layout, solid
visuals, & beautiful,
simple design
make the page easy
to use & enjoy.
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by Mary D. of Mary’s Donuts

Created by Rand Fishkin
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