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B
y now, the majority of real 

estate professionals have 

realized that social media 

is a language that should 

be spoken fluently—not just in cer-

tain niche groups or generations. But 

being involved in social media and ex-

celling at it are two different things, 

and many are using social marketing 

solely as a means to promote them-

selves and their business. If that’s 

the case for your company, then 

you’re doing it all wrong.

So how can you do it right? Louise 

Deely, an associate broker with Re-

alty Connect USA, in Woodbury, N.Y., 

has hit a sweet spot with consumer 

connections. Her No. 1 piece of ad-

vice? “It can’t just all be about real 

estate.” 

In a recent Mashable article, 

Nellie Akalp, CEO of CorpNet.com, 

notes that for businesses, only 5 to 

10 percent of social media activity 

should be self-promotional. “Social 

media is all about building relation-

ships and growing trust,” writes 

Akalp, whose company helps entre-

preneurs with budding businesses. 

“It’s okay to ask for the sale, just not 

in social channels.”

A 14-year real estate veteran, 

Deely concurs. “I try to inject humor 

into my marketing. It makes clients 

aware you’re there, so later on, when 

they think of real estate, they think 

of you.” 

In order to stimulate a connec-

tion with her clients, Deely recently 

picked up RISMedia’s new social 

marketing system, Pop-a-Note, which 

allows real estate professionals to 

stimulate connection and communi-

cation with their clients. 

The Pop-a-Note conversational 

marketing system is based on the 

idea that by providing clients with in-

teresting content, you are both enter-

taining them and building a stronger 

relationship. The system provides 

agents with a wealth of articles writ-

ten by the RISMedia editorial team 

and includes topics ranging from pop 

culture to health, travel, business, 

technology and real estate.  

Pop-a-Note allows you to choose 

the information you send, when you 

send it and who you send it to. Us-

ers also have the option to fully edit 

the notes or even write their own. 

New features offer a branding power-

play with beautifully branded email 

notes linking to an agent-branded 

website where subscribers can read 

the full content plus the latest real 

estate headlines, all while viewing 

the agent’s photo, logo and contact 

information. 

So far, Deely has found Pop-a-Note 

content to be an effective conversa-

tion starter.

“After sending out a Pop-a-Note 

about running, I actually received an 

email from a client who was a run-

ner—he read the note and emailed 

me about it,” Deely comments. “It 

gives you a connection with your cli-

ents, and that’s what we’re looking 

for with our social media—some-

thing to connect you to them, some-

thing you have in common, some-

thing they can relate to.”

Pop-a-Note isn’t the only innova-

tive tech tool Deely is using to con-
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nect with her clients. 

Aside from traditional 

social media outlets like 

Facebook and LinkedIn, 

Deely is also utilizing 

ePropertySites, which 

allows agents to have a 

designated website for 

each of their listings. 

She also uses QR codes 

to capture buyers and 

makes use of videos, as 

opposed to virtual tours. 

Deely began mak-

ing videos after reading a statistic 

showing that a large percentage of 

homeowners prefer an actual movie 

of their home. “Basically, I make 

a short film of the house. I use a 

tripod so I can do a 360° around 

a room, rather than just walking 

through it like a virtual tour. It’s a 

great avenue.” After completing the 

film, Deely uses Brainshark to insert 

a voice-over of her talking about the 

property. 

“Videos are the way to go today,” 

Deely confirms.

Another tech tool Deely can’t 

live without? Her iPad. “Now, 

when I go to meet with 

clients, instead of scar-

ing someone with a big 

briefcase—they think I’m 

going to move in!—I just 

bring my iPad.” To make 

her open houses easier, 

Deely uses tools like the 

PowerPoint app Slide-

Shark, and OpenHome, 

which allows potential 

buyers to sign in on her 

iPad, records all of their 

information and even 

sends out thank you notes with 

ease. 

“The iPad has become an indis-

pensible tool in real estate now.” RE

To learn more about Pop-a-Note or to try it  

for just 99 cents for the first month, visit  

www.popanote.com. 

“[Pop-a-Note] gives you 

a connection with your 

clients, and that’s what 

we’re looking for with our 

social media—some-

thing to connect you to 

them, something you 

have in common, some-

thing they can relate to.”

– Louise Deely,

Realty Connect USA

http://www.popanote.com
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