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beginning to end. You don't 
want to start paying for ad-
vertising without a clear way 
to turn those "clicks" into 
cash. 
 
When setting up your mar-
keting funnel, it's important 
to begin with the simple ques-
tion of, "What is my ultimate 
goal?" 

Step 2 - Sign up for Face-
book Business Manager 
When you create a Business 
Manager account you'll log in 
with your personal Facebook 
profile to verify your identity. 
This is similar to logging in 
with Facebook to access other 
apps or services. It's more 
secure than using just an 
email address and password 
to log in. 
 
Step 3 - Understand the 
Facebook ad structure 

 Campaign: This is where 

ing large billboards or bandit 
signs. 

The way to get in front of 
people are Facebook ads. You 
can choose your own audi-
ence and target EXACTLY 
who you want. 

FACEBOOK MARKET-
ING PLAN - 12 SIMPLE 
STEPS 
A little over a year ago, we 
hired a traffic manager to 
create and run our successful 
Facebook ad campaigns. I was 
able to work with him to put 
together this simple 12 step 
process for you, so you can 
get into the game us-
ing Facebook Business Man-
ager. 
 
Step 1 - Have Your Mar-
keting Funnel in Place 
A marketing funnel is simply 
your step-by-step process to 
accomplish your goal - from 

Think of your Facebook ad as 
a virtual bandit sign - one that 
you might place around your 
neighborhood near freeway 
exits, but with one MAJOR 
benefit. You only pay when 
the ad WORKS. 

Question for you - do you 
watch live TV or do you wait 
until it's recorded so you can 
watch it at your own conven-
ience and fast forward 
through commercials? Do you 
even fast forward through 
commercials anymore OR do 
you just pick up your phone 
and scroll through Facebook 
during them? 

Do you notice billboard or 
road signs anymore while you 
are in a car? Chances are, if 
you are a passenger in a vehi-
cle (and sometimes even the 
driver!) you are looking down 
at your phone on some form 
of social media and not notic-
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you'll decide the main ob-
jective of your ad and the 
account, URL, or address 
associated with it. 

 Ad Set: Here you will de-
termine the audience you 
want to target, the budget, 
and the length of time 
you'd like your ad to run. 

 Ad: This is where you'll 
enter the creative aspects of 
your ad, like title, headline, 
copy, and images. 

 
Step 4 - Creating a Pixel 
A pixel is a VERY important 
to your ad campaign - they 
allow Facebook to track your 
ads and see if they are being 
successful. The Facebook 
pixel helps to measure, opti-
mize and build audiences for 
your ad campaigns. 
 
Step 5 - Creating Conver-
sions 
A conversion is a measurable 
response to your call to ac-
tion. Getting someone to 
open an email is a conversion. 
Having them click on the call-
to-action link inside that 
email is another conversion. 
Going to the landing page and 
filling out a registration form 
to read your content is a con-
version. And, of course, buy-
ing your product is the ulti-
mate conversion. 
 
Step 6 - Create Your Au-
dience 

 Ok, so your site and pixel are 
set up - you know where you 
want to bring people to, but 
the next question is WHO do 
you want to bring there? Who 
is the audience that you want 
seeing your ads? 
 
This is the most important 
factor in Facebook ads. It 
doesn't matter if you have the 
best property, the best ad 
creative, or the best message - 
if you target the wrong peo-
ple then they AREN'T GO-
ING TO LISTEN. 
 
Step 7 - Understanding 
Facebook Audience In-
sights 
Facebook's Audience Insights 
is one of the best tools you 
have at your disposal. It es-
sentially allows you to learn 
about specific audiences be-

fore risking your budget or 
targeting them. It works by 
mining available Facebook 
data and showing you exactly 
who your target market is, 

based on people who already 
like your page. 
 
Instead of taking a shot in the 
dark, you now know exactly 
which users are likely to fol-
low through with your ad's 
call-to-action. It saves a lot of 
time and money, allowing 
you to focus on the quality of 
the ad and avoid wasting time 
on targeting. 
 
Step 8 - Create Your Ad 
Message & Imagery 
Use these guidelines to design 
an ad that looks good every-
where it appears on Face-
book. The recommended 
image size ensures your image 
always looks high quality. The 
recommended text length is 
how many characters of ad 
copy could be displayed on 
smaller screens. 

 Recommended image 
size: 1,200 x 628 pixels 

 Image ratio: 1.9:1 

 Text: 90 characters 

 Headline: 25 characters 

 Link description: 30 
characters 

 Your image may not in-
clude more than 20% 
text. 

 Have a Call to Action 
 
Step 9 - Create a Landing 
Page 
I currently use Facebook ads 
to advertise properties that I 
have flipped in my personal 
business that I want to sell. 
The ultimate goal is to sell the 
home. To do this, I need to 
have people make an offer - 
but before they make an offer 
they will need to get inside 
the house and tour it. In or-
der to get prospective buyers 
in the front door, we will 
need to attract their interest, 
so the goal of my marketing is 
to peak a prospective buyer's 
interest. 
 
One way to do this is to cre-
ate a website filled with pho-
tographs of the property that 
also includes a form that buy-
ers can fill out to get more 
information or set up a tour 
of the home. 
 
Step 10 - Selling a Prop-
erty on Facebook 
Use location-specific but 
amenity-vague copy to in-
trigue your audience into 
clicking, like "Peek Inside 
This Brand New Cleve-
land Listing While It Lasts!" 
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Here is the KEY. You should 
always upload two or more 
high quality photos to pair 
with your ad. Facebook will 
automatically create multiple 
ads, and you'll be able to see 
which images perform best. 
You can use this information 
to help you choose more en-
gaging photos for Facebook 
ads and posts going forward. 
We use a professional photog-
rapher who sometimes uses a 
drone to get great street view 
photos of the homes we are 
selling. 
 
Step 11 - Review Your 
Ads 
Since there are so many dif-
ferent variables at stake, 
chances of your ad perform-
ing perfectly the first time 
around are slim - and that's 
NORMAL. That's why it's 
important to go back after a 
day or a week to monitor 
how your ads are performing. 
Remember this, blindly 
throwing money at Facebook 
hoping for leads will get you 
nothing but DEBT. It is im-
perative that you continue to 
grow, tweak and monitor 
your ads so they will provide 
you with another powerful 
source of leads and sales. 
 
Step 12 - Put it All To-
gether 
Creating a killer Facebook ad 
campaign is all about under-
standing the platform and 
utilizing the features you have 
at your disposal. While you 
certainly need to think about 
the ad itself, you have to start 
with the platform you're us-
ing. 
 
Once you determine who 
you're targeting and how 
much you're willing to spend, 
you can then focus on the 
finer details. 
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Why Invest in Apart-
ments? 
 
Apartments operate on an 
economy of scale.  If you have 
10 units and one vacancy you 
are still 90% occupied. When 
you lost a tenant on a single 
family house, you are 100% 
vacant.  Multiple units allow 
you to spread the risk around. 
  
Here are some great benefits 
that investor get with apart-
ment and multi-unit invest-
ments: 
 

 Apartments are cheaper 
per unit than single fam-
ily houses.  The more 
units you buy, the 
cheaper per unit cost. 

 

  Multiple units means 
bigger discounts on sup-
plies and materials.  It’s 
easier to negotiate for 10 
fridges than one. 

 

 Multiple units makes 
professional management 
more effective.  You can 
be a passive investor in 
apartments. 

 

 Depreciation can give 
you huge tax write-offs 
against other income. 

 
Financing, particularly with 
larger buildings, is often eas-
ier to get than on single    
family homes. Believe it or 
not, it’s easier to get a $5 
million loan than a $50,000 
loan.  Large commercial lend-
ers look at the efficacy of the 
project, not your particular 

Apartment Investing: 
Investors Now is the Perfect Time! 
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financial ability to make a 
payment on a vacant house. 
 
WHY INVEST IN APART-

MENTS NOW? 
 
Since the mortgage melt-
down, lenders have become 
as tight as a drum, making a 
nation of renters.  This means 
more demand for rental 
units.  On the low end of the 
scale (called “C class”), there 
is a very limited supply of 
apartments.  Builders cannot 
afford to build low-income 
housing.  This limited supply 
and increased demand has re-
sult in record low vacancy 
rates for landlords.  This 
trend will probably continue 
for several years until lenders 
loosen up. 
 
Because of the dilution of our 
dollar, inflation will drive up 

rents.  Small increases in 
rents will drive up the value 
of your apartments dramati-
cally. 

 
Interest rates are lower than 
low.  Lock them in now while 
you can! 
 
The apartment market, unlike 
single family, is making a 
comeback.  Inventory is 
down, demand is up, and 
pricing are starting to rise. 
The timing is just right! 
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Begin with the positive. 
 

 What am I most proud of? 
 

 What have been the 
highlights? 

 

 What business win can I 
celebrate today? 

 
Review the goals you set for 
yourself at the beginning of 
2016. 
 
First, ask yourself, is this goal 
worth having anymore? If the 
answer is yes, then ask 
yourself the questions below. 
(If the answer is no, then 
cross it off and write a new 
one!) 
 

 Are you on course to 
achieve this goal by the end 
of year? 

 

Questions for a Mid-Year 

Business Checkup 

 What has been your 
progress so far? 

 

 What has been working? 
 

 What has not been 
working? 

 

 What adjustments need to 
be made in order to 
achieve this goal? 

 

 What, in your thinking, do 
you need to change? 

 

 What in your behavior/
actions do you need to 
change? 

 

 What resources, people, 
and outside support can 
help you? 
 

 

 
15 Best Searches For Deal 

Properties Online 
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www.Realtor.com 
 

www.Trulia.com 
 

www.Zillow.com 
 

www.treasury.gov/auctions/treasury/rp/ 
 

www.Homesearch.com 
 

www.HudHomestore.com 
 

www.Hubzu.com 
 

www.Homepath.com 
 

www.Homesteps.com 
 

www.Auction.com 
 

www.bid4assets.com 
 

www.Realtybid.com 
 

www.HudsonandMarshall.com 
 

www.williamsauction.com 
 

www.Homefinder.com 
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