2010 ULl Fall Meeting
and Urban Land Expo

Social Media and
Engagement: Strategies
and Case Studies

\T’ b Il|| [FER g REBRANY
l‘. '||hl , ‘e'f;L'-':L,-.
e

lll ||”|| 'U““V ”ll 1"

] ""“\

TN Wednesday,
. Y October 13
10:45 a.m-12:00 p.m.

Washington, D.C.

Walter E. Washington Convention Center
October 12—15, 2010




Is Social Media a Fad?

Or the biggest shift since the Industrial Revolution?
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Maven Conmmuihteatens

CoFoundercofiMaven; a fulkservice; strategic
commumnications:agency docated finiPhiladelphia

Big /Agency Experience;Entrepreneurialiattitude
B-to-B, Bto-C andnonprofit iclients

Specialized expertise indegal,.commercial and
residential reakestate commumnications

¢ @rebeccadevine

¢ Linkedin: www.linkedliincomheheceadevine

¢ Website: www.mavenagency aom
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http://www.linkedin.com/rebeccadevine
http://www.mavenagency.com/

|Is CRE Social?

facebook
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4,141 People Like This

intarests you most

Realtime results for "legacy place™ Sign Up»
Capotasto_MIKE Me and V at Legacy Flsce st oking
for Mirtha / guarding my ife fensw i1 7 A #New Twitter
8 3 Catch a glimpse af the new

Twilter.com

ﬂ menyd8 Dinner at lagal seafoods i dedham at legacy place
sincerslysydne &ap DS |.1rw w&apos d (748 Legacy Place
‘ Dedham) hip 7dsq comidiOa
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What aretthebbenéfits of SocialMedia forFCF

Grow brand-awareness

Recruitment

houghtlleadership

ncrease/webtraffic

Conversions and:sales

Promote properties orservices

Business development

Industry fResearch

Customer doyalty

People prefercdoing btisinessiwitihthese dhey know!
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How can CRE use Social Media?

Executive PositioningDemonstrate thought leadership and become an expert.
Network and build your list of prospects and contacts.

Sales and MarketingPromote specific properties via social media promotions ang
announcements. Post links to press releases, company news, relevant communi
news, speaking events, and sales.

Human ResourcesPrescreen candidates on LinkedIn;
foster better internal communications through internal communities

Market Research:"Listen" and gain insight into trends or opportunities

Community Relations:Raise awareness for community relations projects and
corporate giving initiatives
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Linked [T}].

(1 Tube

Ning

ORE &oelahMiegdieodieols

Network and recruit\withccompany profiles; groups,sanswers

Createccommunities/withccompanyfanfages; groups,
widgets

Micro bloggingwith: 140characters or{ess.C In CRE twitter
most useful-as a-researchtool

Video marketing; event:marketing, fundraising-opporntunities
product demonstrations

Thought/eadershiprand expert positioning; connect, with
customers cgenerate:mediatinterest

Internal sociahnetworkodidentifyremployee issues,
communicate nnews; lbuild-relationships
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Develagimngyour strategy
Phasd:

V Setclearymeasurable objectives. yourcobjective do:
A Increase-awareness? Drive trafficito: the website?
A Promote :aasspecificssenvice; property or-event?

V Targetyour audienee: who, what, where?

V Listenitotthecconversation
A Follow onTTwitter
A Socialmention.com
A Google Alerts
A Blogs
V SetGuidelines
N/
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Develagimngyour strategy

Phase |l

V Choose yourdoolg Linkedin Facebook Twitter?

V Allocate appropriate resourcedNetworks need
regullar maintenancecokeep them valuable

V Createccontentwworth talkingabout

V Linklblogs:andother-socialemediacaccountsdoryour
website to ensure seamiess: integration

V Measurerresulis; adjust
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Measulting Ssdeeass

V # of Followers/Eans

V' Web traffic

V Sales Value Cost
V Engagementand

participation
V TrackwithiTools “

A Google Analytics m m

A TweetDeck
A Facebook Insights

Your Return on Investment
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By B Py B P

TipsfiorsocialvMeédia suecess

Transparencyk authenticity

Developrrelationships. &encourage-the conversatior
Try to addvaluedoyoun industry,and rcommunity
Connectiwith:thernfluencersl/chelp them find you

C2rNJinYih Bk MdzYcorwrhrlsiYs” irdreadzk £ R
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SamplerReal £staterSaociakNediasResesrc

& f

I @RetailTraffic . Urban Land Institute, Jones Lang La Sal

i @CREOPoint . Legacy Place . Sperry Van Ness
- @ProlLogis ., NAIOP
- @rsajja , ICSC

I~ @urbanophile
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http://www.youtube.com/user/joneslanglasalle
http://www.youtube.com/user/joneslanglasalle
http://www.youtube.com/watch?v=QNy8yQc93Bc&channel=jjohnsonccim
http://www.facebook.com/
http://www.facebook.com/LegacyPlace
http://www.facebook.com/LegacyPlace
http://www.facebook.com/LegacyPlace
http://www.facebook.com/LegacyPlace
http://www.facebook.com/pages/New-York-NY/ICSC-International-Council-of-Shopping-Centers/17378389483?ref=ts
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Rajeev Sajja
Prudential Fox & Roach
Twitter: rsajja
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Getting Your Company Ready J
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http://www.card.ly/rsajja
http://www.card.ly/rsajja

Companies Jump Into Social




