
A 9-step plan to getting social media working 
for you.
Social media has transformed the 
world of marketing – it brings a 
massive audience literally to your 
fingertips and gives any business  
the chance to get its message out  
to the world.

The latest Yellow Social Media report 
from Sensis (2018) tells us that a 
whopping 78% of Australians are on 
social media, up 10 points from the 
previous year. Compare that with the 
reach of any other form of promotion 
and it’s easy to see why social media is 
becoming a marketing no-brainer for 
more and more brokers.

With its phenomenal reach and scale, 
social media magnifies successes, but 
also leaves you nowhere to hide if you 
get it wrong. So before you take to 
the keyboard, it’s worth spending a 
little time thinking about how you’re 
going to use social media to help drive 
your business. We’ve done some of 
that thinking for you, and have come 
up with a 9 step plan to getting your 
broking business wowing them on 
social media.

Step 1 – choose your weapon.
The first thing to decide is what 
social media platforms are going to 
work best for you. The two that are 
probably most appropriate for a broker 
business are Facebook and LinkedIn, 

with Twitter also one to consider. 
They’re also three of the biggest, with 
Facebook having 
15 million active users a month in 
Australia, LinkedIn 5.5million and 
Twitter 5.3 million.

Social media platforms are all different 
in their audience, their style and 
the way they’re used. If you’re not 
already on one of the platforms that 
you’ve decided to use, sign up and 
be an ‘observer’ for a while to get a 
feel for types of users and how they 
communicate.

Step 2 – Build an audience.
The best social media platform in the 
world is not going to do you much 
good if you’re only connected to ten 
other people. To get the most out of 
your social media marketing, you’ll 
want a broad reach. You can pay to 
have someone build a profile for you, 
but in the interests of authenticity 
(particularly important if you’re going 
for organic reach – see Step 4), many 
people prefer to connect with people 
they know, or are associated with, 
in the ‘real’ (non-digital) world. Get 
into the habit of inviting people to 
connect with you at every opportunity 
– conferences, meetings, social events, 
anywhere where you would give 
someone a business card. With your 
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social media app on your phone, it’s fast and easy (and 
LinkedIn will generate a barcode with your info, for the 
other person to scan, so they don’t even have to type in 
your name). 

Step 3 – Have a message strategy.
You can’t talk to someone properly unless you know a bit 
about them. It’s the same on social media – think about 
your ideal audience, their issues, how you help them and 
what they want to hear from you. The more focused 
your message, the more likely your target audience is 
to know you’re talking to them. (It’s called ‘The cocktail 
party effect’, the way our brains are programmed to 
hear messages meant for us, just as someone saying 
your name at a noisy party cuts through the chatter 
and is heard). If they know you’re talking to them, they’ll 
engage and talk back to you.

Step 4 – Organic vs paid reach?
In social media terms, there are two ways of reaching an 
audience. Organic reach is where you publish content 
that encourages people to engage and share. Paid reach 
is where, for a fee, Facebook /LinkedIn/Twitter send your 
content to people based on their demographic.

Organic content takes time to get results. It has to be 
authentic, it has to be regular, and it has to be of genuine 
interest to the reader. Once you’ve built organic reach 
though, it is pretty stable and you’ll retain your reach.

Paid reach will get results much faster. The downside, 
apart from the cost, is that when you stop paying, you 
lose the reach.

If social media were a newspaper, organic content 
would be the articles, and paid content as the ads. 
They have different styles and serve different purposes. 
No-one picks up the paper to read the ads, they want 
information. So it’s important to tailor your content to 
your strategy and if you’re going for organic reach, make 
sure your content is genuinely useful to your audience. 
(It doesn’t all have to be your own content by the way 
– curating, or sharing, great articles from other people 
positions you as being connected within the mortgage 
industry and understanding your clients).

Step 5 – Plan a schedule (and stick to it).
Posting daily for six weeks and then nothing for six 
months is not a good look. Think realistically about what 
you can achieve, and then stick to it. A single, good 
quality post every two weeks is better than weak content 
or inconsistency.

Step 6 – Focus on customers.
If your content is about your customers, rather than 
about you, it’ll be much more engaging. This doesn’t 
mean you can’t talk about a new product, but if you talk 
about the way it’ll help a certain type of customer – or 
best of all, use a real example – it’ll be more engaging.

Step 7 – Repeat, reuse, recycle.
One important thing to know about social media is 
that not everyone sees everything. So don’t be afraid 
to recycle previous posts – it’ll help you increase your 
reach. You don’t have to post the same thing again 
word for word, but keep the same theme and message. 
Articles written for LinkedIn can become blog posts on 
your website, or newsletter items. You might re-issue a 
previous post on an anniversary date, or when that topic 
is in the news again.

Consistency helps to build your credibility; so don’t feel 
you have to have something completely new to say for 
every post.

Step 8 – Make it visual.
A post with an image is ten times more likely to be read. 
The image itself can be the difference between scrolling 
on past your post and stopping to read. Video too is very 
engaging – just a short 30 second clip of you speaking 
(ideally with subtitles), shot on your phone, will get more 
traction than the same words in written format.

Step 9 – Make it interactive.
The clue’s in the name – social media. The biggest 
difference between social media and ‘traditional’ media 
for marketing, is that social is a two-way street, where 
you get to engage with your audience. So don’t limit its 
effect by only communicating out – thank people for 
their comments, ask questions, start a debate. Be social, 
respond and engage!

Social media is a godsend for small businesses with big 
ambitions. With a bit of work, not too much money, and 
this 9-step plan, you can use it to spread the word and 
grow your business.

We’re here to help.

 Talk to your BDM today

 1300 130 928

 westpac.com.au/brokers
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