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1. The basics. Be useful – to do this, you need to 
put the right content in front of the right people
We spend all day, everyday helping Estate Agents run their Facebook campaigns, but with 
over 2.7 billion users, Facebook offers almost limitless potential to reach people. However, 
not everyone wants to hear your message, and you do not want to waste your budget 
advertising to the wrong people.

But how do you make sure you reach not only the right audience but supply them with 
something that resonates with them personally? This is an important question, as just hitting 
people over the head with a stick in terms of your marketing approach is okay, but you will 
always lose out to someone else’s more sniper approach. 

For a very basic example, advertising women’s shoes to male audiences is unlikely to make 
a return on investment. Sure, you may bag a few sales but this broad brush approach is 
unlikely to be profitable in a competitive environment like Facebook advertising. This is also 
a great example because not many women take fashion advice from men, but lots of 
baby boomers do take advice from a younger generation about which estate agency they 
should use so you should try to keep an open mind on the benefits of which are the best 
audiences to influence with your campaigns.
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2. How to reach the right people
For many estate agents Facebook now forms an integral part of their marketing strategy 
BUT for an even larger amount it still does not. This leaves a great window of opportunity for 
those that are willing to invest in and understand building a new platform in order to both 
attract new sellers/ landlords and also sell or let their stock.

It is important to understand that social media advertising does not run by the same rules 
as traditional advertising, as by its very name it is supposed to be social. Therefore the 
simple rule of thumb is to try and only put useful and relevant information in front of the 
right people so that they find your content/adverts useful. On the following pages we 
show you some of the ways you can do just that…
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3. Facebook Ad targeting options
There are a large number of targeting options with Facebook ads that help businesses get 
their ad in front of the right people so they can be most effective. Here are some of the 
best targeting options you can use inside Facebook ads manager…

This targeting option 
creates an audience 
using friends of your 
Facebook fans.

Targets users who have 
recently taken specific 
action advertisers select 
from a list.

Defines basic user information 
such as age, gender, education, 
workplace, relationship, 
language, and location.

This option targets users 
living a certain lifestyle, 
including travel frequency 
and event attendance.

Target users who have 
identified specific 
interests from personal 
finance to bodybuilding.

Ads can be targeting 
on recent life events like 
anniversaries, moving home 
or starting a new job. 

Demographics

Interests

Life Events

Lifestyle & Financial

Connections

Behaviours



4. Retargeting 
By placing a Facebook pixel on specific pages (i.e. URLs) on your website, you can retarget 
people that visited your site but did not convert on a particular action. For example, you 
could target visitors that browsed your seller information page but did not get in touch.

Users that showed intent, but did not quite convert.

These are potentially lucrative audiences to target, and by hitting them with targeted ads 
on Facebook, you have another chance to convince them to buy from you.
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5. Custom audiences 
Facebook’s custom audiences feature allows you to target and segment your customers 
with laser-like precision, but it can be super time consuming if you do not have an ‘in real 
time’ system connecting your data to Facebook like Iceberg Digital’s Hunt system.

Custom audiences are an important tool to take advantage of in your Facebook 
advertising campaigns. They allow you to market to new, potential and returning customers 
at each point of the sales funnel with targeted ads.

At each stage, it’s important to keep in mind your goals for each audience and tailor your 
message accordingly.

Through custom audiences, you can build user lists based on your customer files or website 
records, e.g. customer phone numbers or email addresses.

Advertising to these audiences gives you an opportunity to expand your customer base in a 
cost-effective way by targeting only users that are more likely to buy from you.

Here is a great example of how this can be used in Estate Agency but also one of the big 
draw backs of not doing it through a system like Iceberg Digital’s…

You can create a manual excel sheet of all ‘pending market appraisals’ upload them into 
Facebook and create an advert to run to them saying something like – Not sure which 
estate agent to use? Here are the top 3 reasons to choose ‘company name’.

The ad is super targeted, as only people you know are thinking about selling will see it. The 
problem is that if your custom audiences are not updating in real time automatically and 
dynamically via a system like Iceberg’s, you will need to manually update that excel 
spreadsheet and replace the one in  
Facebook every day to ensure that  
you are not wasting money targeting  
people that have now instructed  
you or told you they are no longer  
looking to sell. Don’t forget, or  
you will be wasting your money!
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6. Funnels - Pros and cons
Funnelling 
content to the 
right people 
is a great way 
to ensure the right 
content lands in front 
of the right people. This 
usually works best with 
video but can also work 
well with written content if 
you have an entire Eco system 
running (see below).

The method is to think of how the 
funnel of customers may come to your 
business. As a very basic example, let’s 
use this example funnel... 

Yours or your content writer’s job is to 
think of content that would be useful to 
someone at each stage of the funnel. So 
for instance at Awareness, someone is 
aware that they might need to sell their 
property at some stage in the next year but 
are not ready to do anything yet. So, to these 
people, as an estate agent you might show a video 
or some content with the heading “4 Things you should be 
thinking about now if you are considering selling in the next 12 months”.

For the next stage of the funnel you now ONLY target people that watched or looked at our first 
piece of content, as we can surmise that they now have ‘some’ form of interest.

So you create some content specifically designed for them, such as “The best way to improve 
the value of your property”.

Next stage? You guessed it – you now ONLY target people that looked at the pervious content 
with something specifically for the consideration stage and so on.

By doing this your content only appears in front of the right people at the right time, your 
company always seems to have all of the answers and you are useful to people. You also make 
the most of your Ad spend as the numbers reduce as they flow through the funnel.

This can be very time intensive to manage but it is worth the results over the long term. If you 
don’t feel that you have the time to do this manually then part of the Iceberg Digital systems can 
manage this type of funnel for you from creating content to tracking who is where in the funnel.

Learn how to create Facebook campaigns that actually boost business 



Learn how to create Facebook campaigns that actually boost business 

7. Single Channel vs Multi Channel vs  
Cross Channel – creating an Eco system. 
Finally the last part of this document that is designed to help you get the most out of your 
Facebook campaigns – is not about Facebook at all… well, maybe a little bit.

Many Estate Agents are running their marketing as a single channel or even a multi-channel 
experience and this is where the problem lies.

So what is the difference between Single, Multi and Cross Channel experiences?

The below graphic should help explain…

 
 
This is the single biggest problem in estate agency marketing today. Without an 
interconnected marketing system that can connect what someone does on your website, 
your Facebook, your email marketing, the portals and your instant valuation/eBooks it 
becomes impossible to put the right content in front of the right people at the right time.

Marketing in today’s world is about running an interconnected Eco system to nurture 
people through the funnel 24/7 while you and your team get to focus on the human side 
of the business.

If you would like to talk to Iceberg Digital about how we look after all of the above and 
more for our Estate Agency clients, visit our website and drop us an email or benchmark 
your marketing by taking our scorecard here.

You have embraced other forms of 
marketing but now you have the headache 

of trying to manage all of them. Typically 
these would be print, email and social 

media marketing. A big problem is knowing 
who has reached a certain point in your 

marketing on one channel and then 
continuing their journey on another channel. 
For instance if someone has completed an 
online valuation, you now want them to see 
adverts for a face to face valuation in your 
online channels as opposed to seeing your 

instant valuation advert again.

Multi 
Channel

Single 
Channel

You focus on one form of marketing, 
for most agents this would still be print 

marketing in the form of leaflets.

At Iceberg Digital, our clients use our 
system to create a cross channel 

marketing experience. In a cross channel 
environment all of your marketing data 
is held in one centralised source and 
therefore all communication across 

all channels is not only consistent via 
automation but if someone does something 
in one channel ie your website, then they 

will see something to continue their journey 
in another channel ie Facebook.

Cross 
Channel

O U R  C R O S S  C H A N N E L  M A R K E T I N G  S Y S T E M  F O R  C L I E N T S
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