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Cultivating An Online Reputation
These words were uttered more than 200 years ago by British philosopher and
activist Thomas Paine, but they are more relevant today than ever.
In an era of instantaneous reviews and commentary, what people say about
you online is critical. Consumers in all industries – including real estate – are
using digital content and online resources to make important life decisions.
And for this reason it is vital to realize reputation management – the practice
of attempting to shape public perception by influencing online information
– is an essential practice in all segments of the real estate industry – and
fundamental to the success of a community.
According to Chatmeter, the reputation management platform Sunrise
Management uses, over 90 percent of our customers search customer
feedback and other available data online before deciding which communities
to consider.
Unfortunately customers tend to share negative – and rarely their positive
– experiences. In fact, Chatmeter data reveals that only 20 percent of
consumers leave a review when they’ve had a positive experience.
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A Rapid-fire Response
That’s why responding to online reviews – both good and bad – is such a critical component of real estate management and the customer service process. It is essential for
real estate owners and operators to carefully monitor social media platforms, listen to all
needs and wants, promptly respond to any online comments or reviews – positive and
negative – and resolve issues in a timely fashion.

It helps to have a clearly defined protocol for responding to online commentary. Make sure your
company has a specific person whose job it is to respond to reviews – and make sure reviews are
answered promptly, within 24 hours. Responding offers an opportunity to engage with your future
or current customers by conveying professionalism and tackling criticism constructively. It can also
provide a chance to emphasize your company’s/community’s strengths and selling points. To make
the most of positive online reviews, encourage people to share positive feedback.

Do an Audit
If someone Googles your company, what do they find? If for some
reason a potential customer unearths a negative review you could
very well lose that business. Data shows that 90 percent of consumers
are impacted by online reviews.
Negative reviews and articles aren’t the only challenge. Irrelevant web
content with inconsistent messaging or outdated stories can confuse
potential customers. Make sure all your social media channels are up
to date and your website content is relevant and engaging.

With this in mind, what you include in an audit may vary,
but for the real estate industry you should undertake a
comprehensive review/analysis of your website, editorial
content, SEO factors, social media profiles, online
reputation and reviews.
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Once you conduct an in-depth audit, you should have
a much better understanding of what efforts you need
to focus on going forward. From there, you can create
strategy for yourself – detailing top priority action items.

Staying Social
An Increasing number of consumers rely on
social media to guide purchase decisions. Yet
many entities struggle with monitoring their
social media posts and keeping content fresh
and engaging. Which is unfortunate, since social
media provides the ultimate in online messaging,
allowing you to engage directly with potential
renters, buyers, vendors and the communities
where you are doing business – building trust,
friends, advocates and loyal customers. Social
media enables you to control your messaging and
directly target key audiences. A well-managed
and curated collection of social media channels
can showcase the very best of your firm. There
are multiple social media platforms, the most
effective ones for the real estate industry include:

LinkedIn
LinkedIn is the business arm of social media.
The audience is mainly colleagues, vendors,
competition, peers, current and potential
employees. Here, you can post professional
successes, industry news, sharable milestones,
staff callouts, etc. There are opportunities for
interaction by joining groups associated with your
industry and then participating within them at
some level.

Facebook
Here, you can convey company culture via images,
links and shares. This page (along with your
website) is the go-to page for relevant, up-to-date
information on progress of construction, pictures
of people, interiors, move-in announcements,
ground-breakings, etc. It is also ideal to post
community information, area events and news.
Gathering the correct content for this platform is
key.

Twitter
Twitter communicates a colossal amount of
information at warp speed and can be very effective.
Tweets are written sound bites that provide
another avenue for information dissemination.
There are a variety of ways to target this group
using lists, etc. Monitoring Twitter for a few hours a
week is the key to getting the most out of it.

Instagram
With more than 800 million users, Instagram is a
must for many types of businesses. Because of its
sole use of images, companies can illustrate their
homes, designs, products, services and offerings
via original images, and even, stock photos.
Instagram stories allows real time ‘live’ video and
images. Images shared and viewed on Instagram
create lasting visual experiences for the user, and
content from other social media platforms can be
repurposed for Instagram giving you more bang
for your buck when creating content. The use of
popular hashtags is paramount to the success of a
post getting maximum visibility.

3

It is important to remember online reputation
management is an intensive process requiring
considerable time, resources and an inherent
understanding of your business.

While you may want to hire an outside firm to handle ongoing social media activities, hiring an
outside company or an Internet listing service to manage reviews can be problematic. Offsite
companies lack the personal touch and insight an onsite contact can provide. All reviews should be
thoughtfully addressed in a positive fashion, and issues promptly resolved, ideally by someone who
truly knows and understands the property – a generic cookie cutter solution rarely works.
At Sunrise, as multifamily property managers, it is our responsibility to proactively manage our
communities and provide our residents with the very best possible customer service. Whether you
own, manage, or are building a single-family community, apartment dwelling or commercial office
building, your online reputation needs to be carefully cultivated and maintained to accurately reflect
your residents or customer base.

Online reputation management is critical to the bottom
line – and should be a core part of any real estate
operator, owner or investor’s business strategy.
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Meet the Author
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Melissa Deen, Vice President of Marketing for Sunrise Management, is a
results-driven marketer with over 10 years of experience in multiple facets
of the real estate industry. With this experience, Ms. Deen contributes a
wealth of knowledge to Sunrise’s vast organization.

90%
In her role as Vice President of Marketing, Ms. Deen
is responsible for
providing exceptional and cutting edge marketing services to a broad
range portfolio of clients. With passion and inventiveness, she develops
and executes unique, cohesive marketing plans that integrate traditional
and new media, promotions, publicity and web sites. Due to the extent of
her experience, she is uniquely qualified to troubleshoot properties that
may be under-performing owner expectations.

Melissa Deen,
Vice President of Marketing
Sunrise Management
mdeen@sunrisemgmt.com
www.sunrisemgmt.com
LinkedIn
818-751-1768

Prior to joining Sunrise Management, Ms. Deen was Vice President of Sales
& Marketing for Ami Samuel Interiors where she was responsible for the
corporate marketing, business development and marketing services for new
home communities. Previously, Ms. Deen also worked in sales and marketing
for Catalina Design Group where she worked closely with clients to market
new and rental communities to their target demographic through model
home and sales office merchandising, signage and flag programs, and
collateral packages to ensure their competitive edge in the marketplace.
Ms. Deen also has thorough knowledge of web site design and promotion,
social media and grassroots marketing. Through her active leadership in
industry associations, Ms. Deen has managed the organization and execution
of events including community grand openings, promotional events, award
ceremonies, educational seminars and networking functions.
Ms. Deen earned her Bachelor of Arts degree in English and Communications
from Fairfield University in Fairfield, CT. She is an active member of the
Building Industry Association, the previous Sales & Marketing Council
President, past yGEN Chairman, (build) SD Political Action Committee
Board of Directors, Election 2010 volunteer, 2008 SDAR Home Expo
presenter and Hands on San Diego volunteer.

We’re looking for experts like you!
Have a whitepaper you’d like to share or write for the SMC? Contact our president Lori
Asaro at smc@biasandiego.org and provide your name, contact information, and subject
matter for consideration.
•
•
•
•

Don’t worry about formatting,
we’ll do that for you.
Write about something you know.
It should be educational, but still engaging.
1,000 words is ideal for this purpose.

•
•
•
•

Provide citations if referencing other material.
Provide links.
Add pictures.
Provide a Bio and your picture.
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Let us inspire you to build a brighter, better career.

JOIN TODAY

For more info, please contact April Gingras, SMC President at
858.414.2076 • smc@biasandiego.org
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