&
H I I
\

A member of Juwai IQl

A COMPREHENSIVE STEP-BY-STEP GUIDE FOR BEGINNERS
IN REAL ESTATE INDUSTRY |

Social Media
Platform
Setup Guide

kf J in > | IR

QI Global Social Media Platform Setup Guide for Beginners



TABLE OF CONTENTS

What's Inside

PART 1

G Facebook: The World's
Largest Network

- Why Facebook?

- Account setup

- Platform guidelines

- Best practice workflow
- Common mistakes

- Inspiration accounts

PART 2

©

- Why Instagram?

- Account setup

- Content mix formula
- Best practice

- Common mistakes

- Inspiration accounts

Instagram : Visual-First
Commerce

PART 3

@ TikTok: Fastest Organic
Reach

- Why TikTok"?
- Account setup
- Platform guidelines

- Winning video formula
- Common mistakes

- Inspiration accounts

PART 4

m LinkedIn: Professional
Thought Leadership

- Why LinkedIn?

- Profile setup

- Platform guidelines
- Writing formula

- Common mistakes

- Inspiration accounts

PART 5

Engine

- Why YouTube?

- Channel setup

- Upload process

- Success framework
- Common mistakes

- Inspiration accounts

PART 6

@ IZ\eI 45 XHS: Chinese-
Speaking Community
- Why XHS?

- Account setup

- Platform rules

- Content strategy

- Common mistakes
- Inspiration accounts

-1Ql

YouTube: World's #2 Search



-. 4]
=1(e]
INTRODUCTION: PLATFORM OVERVIEW

Before You Start

SAMPLE

WHAT YOU NEED

v/ Profile photo (800x800px min)

v/ Consistent username across all platforms
v/ Website or landing page URL

v/ Short bio (50-150 words

v/ Suthan Chelliah
vV == Team Leader @ IQl
@ BSc (Hons) Economics
== Buy * Sell « Invest with Confidence
%’ Real Estate | Leadership
@ To Join my team:

PRO TIP

Start with 1-2 platforms where your
audience already is. Master those before
expanding to others.

Consistency is key: use the same username, v/ linktr.ee/suthanpropertyjourney
profile photo and bio across every platform.

Platform Quick Comparison

Platform Best For Audience Frequency
Facebook Communities, local business 25—95+ 1-2x [ day
Instagram Lifestyle, e-commerce 18—40 4—7 Reels / week
TikTok Entertainment, discovery 18—45 1-3x% [ day
LinkedIn B2B, thought leadership 2555 3-5x% [ week
YouTube Education, tutorials All ages 1-2x [ week

INTH XHS Lifestyle, beauty 18—40 3-5 notes / week


https://linktr.ee/suthanpropertyjourney

PART 1

Facebook

The world's largest social network, essential for communities, local business
and the 25-55+ demographic.

4 A

World's #1 social platform
3 billion+ monthly active user

\_ Y
4 )
Best for
Adults, Families, Homeowners, Landlords, Renters, and Local communities.
\_ Y
a )

Part of the Meta ecosystem
Connects to Instagram & WhatsApp

. v
4 A

Ideal demographic
Adults aged 25-55+

\_ v
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G CHAPTER 1 & 2: ACCOUNT SETUP

Facebook Account Setup

Setting Up Your Account
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Go to facebook.com or download the app
Enter your name, email / phone, password and date of birth.

Complete phone or email verification

Upload a clear profile photo (headshot recommended) and add basic info.

Click 'Pages’ in the left menu

Click 'Create new Page' - choose Business, Creator, or Community.

Create a Facebook Page

By - g
= ‘ Create a Page
E ‘ m L=t '-l-;- E L B | --,','.' = ‘_l' B T r
Menu
0o Creans T e
A=t et [~
Lo il i o ) . |
Ll T S O o D] =
] P o PP S pup———
T' crprs el e e e . ::- -y L e
=lr ol =l
&8 = - P
El Frarrais e R N E
ol Ly i oy ., L ". L il b
et } 2
L S o -t AL L T, ' Lore
S vl
o e e S e o g fae e _,-";-E|
LS I..-—--;h
| e,
-I = H
L : pur bl
Laraice
- Pagemy #
ST B T A lraal B s
[ I
fetrlacrami a Ulplplplpir
[ S R ]
E B LT S G R N n L
7 e

Social Media Platform Setup Guide - 05



G CHAPTER 2: CREATE A FACEBOOK PAGE &
SECURITY

Create a Page &
Security Setup

Add Page name, category and description

Use keywords! Upload profile photo 170%x170px, cover 820x312px,
then set your CTA button.

Connect the Meta ecosystem

Link Instagram in Page Settings, connect WhatsApp Business,
set up Meta Business Suite.

Enable two-factor authentication

Settings — Security. Set who can see posts, review Page roles for team members.

Connect & Secure Your Account

Privacy & Security Settings Part |




G CHAPTER 2: CREATE A FACEBOOK PAGE &
SECURITY

Connect & Secure Your Account

Privacy & Security Settings Part 2

QUICK CHECKLIST

- Link Instagram via Page Settings — Linked Accounts
- Connect WhatsApp Business number
- Enable two-factor authentication (Settings — Security)

- Set post visibility and review Page roles
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G CHAPTER 3 & 4: PLATFORM GUIDELINES
& BEST PRACTICE

Guidelines &
Weekly Workflow

KEY COMMUNITY

STANDARDS Best Content Formats
. No hate speech, harassment ® Native video (highest reach)
or bullying ® Facebook Live

- ® Carousel posts
- No graphic violence or

disturbing content ® Events

® Facebook Groups for organic reach

- No spam or misleading
information / prices
Weekly Content Workflow

- Disclose paid partnerships

with #ad Educational content or

industry tip

- Respect intellectual property

Short Reel of the tip

Behind-the-scenes or
community spotlight

MONETISATION

10,000 followers + 600,000
total minutes viewed Iin 60
days for in-stream ads.

Engagement post -
guestion - poll - hot take

Respond to ALL comments
within 24 hours

Best times to post: Share 1-2 user-generated
Tue & Wed, 12-8pm local content pieces

Worst times to post:
Weekends



COMMON MISTAKES

G CHAPTER 5 & 6
& INSPIRATION ACCOUNTS

Mistakes &
Inspiration

COMMON MISTAKES

) Posting personal content on
business Page

) Sharing only external links
(algorithm deprioritises)

Q) Ignoring Facebook Groups,
highest organic reach

) Buying fake likes or followers

) Leaving 'About' section
incomplete

) Going silent for weeks then
bulk posting

() No clear CTA or blurry photos
) Posting only listings

) Not having WhatsApp or
contact details ready

-1Ql

Vincent Tai S5

Current news +
podcast-style POV.
Great for agents
wanting to look
knowledgeable.

Rain Lim ##FN - Real Estate

Educational property
content answering
buyer, renter and
Investor questions.

lherng-realestateguy

Malaysian property
news made relatable.
Strong market
knowledge, everyday
tone.

Muhazrol Muhamad

Personal branding
through Malaysian
storytelling. Builds
trust and connection.

INSPIRATION ACCOUNTS

RE/\L EST/\TE GUY



https://www.facebook.com/vincent.taiws
https://www.facebook.com/rainlim28
https://www.facebook.com/seantan.realestateguy
https://www.facebook.com/muhazrol

f PSARlT;mmary

To grow on Facebook, focus on posting useful, engaging content

consistently while keeping your Page professional and easy for clients to
contact.

Post consistently with educational tips, short Reels, behind-the-scenes
content and engagement posts.

Prioritise native content, reply to comments within 24 hours, and keep
your Page, WhatsApp and contact details updated.

Avoid posting only listings, blurry visuals, fake followers, too many
external links or disappearing for weeks.




f PSARlT;mmary
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To grow on Facebook, focus on posting useful, engaging content consistently
while keeping your Page professional and easy for clients to contact.

\
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Prioritise native content, reply to comments within 24 hours, and keep your Page,
WhatsApp and contact details updated.

~

v

-

Post consistently with educational tips, short Reels, behind-the-scenes content
and engagement posts.

~

v

-

9

Avoid posting only listings, blurry visuals, fake followers, too many external links
or disappearing for weeks.

~

v




PART 2

Instagram

The #1 platform for visual brands - 2B+ users where aesthetics meet
commerce. Reels deliver the highest organic reach.

Strong 18-40 demographic
Skewing younger than Facebook

3

4 )
World's #1 platform for visual brands
2 billion+ monthly active users
\_ Y
4 )
Best for
Lifestyle, fashion, food, travel, beauty, e-commerce
4 /
1 )
Reels
Highest organic reach of any Instagram format
" /
4 )
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@ CHAPTER 7 & 8: ACCOUNT SETUP

nstagram Account Setup

Setting Up Your Account
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Download the Instagram once the app is instaled, open the opp Enter the confirmation code sent (o Create a username,
app from the App Store or and fap Create New Account and enlor yvour email address or mobile number, then top Net.
Google Play Store, your email address or mobile number than top Next.
then ap Next,

Setting Up Your Account
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Download Instagram or go to instagram.com
Sign up with email, phone or Facebook. Choose a short, memorable username.
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l@' CHAPTER 7 & 8: ACCOUNT SETUP

Instagram Account Setup

Switching to Professional Account

| O

Fd . T ekl = ﬂ
' '-.‘} AT 0K AL '
1 f“‘ o o = Iﬂ] e Voaar acoounl
=t Prvmeered Prrpart Fuaste beres b Do | E} L i ] bz = )
~.arerg Drgarmg soo i1 - @' ACCOUNT Ty
£ Fandegh f i | N hna da a6 ikl Ellh:m-;rl tWpe an Do | - ) : .
i}m q:_?“::? B Ads payments . {:} I_Ewm:h to professaonal .1-:':|:-|.|n!:7. ———
fap Profile icon in the bottom fap More icon [o go to Below For professionals, Salect Switch to
right to go o your profile. your Settings and activity. top Account type and tools. professional account.
©) [ vratpe otprotessiona £ | Dormemmnen
are you? a2 e o o i
L it [ I;:
P - 7
Teapprnind
Bunereruy E gt om
[ g s ﬁ
Choose either a creator or business account Choose category that describes you best
and salect a category that best suits you. then click Switch to professional profile.

Switch to Professional Account

Settings — Account — Switch to Professional Account. Choose Creator or
Business, select your category.

Optimise your bio (150 characters)
State what you do, who you help, add a CTA. Use Linktree for multiple links.

Set profile photo (320%320px)
Use the same photo across all platforms for brand consistency.
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|@' CHAPTER 9 & 10: PLATFORM GUIDELINES &
=¥ CONTENT MIX FORMULA

Content Mix Formula (80/20)

Reels

0
40% Hashtag & Timing Strategy

Reach and new audience discovery -

, : ® 5-10 niche hashtags per post
trending audio, value-packed

® Besttimes: Mon—Fri 9—11am & 6-9pm

o Engage 30 min per day replying to

Carousels comments

300/0 o Bat(_:h and scfhedule content with Meta
Business Suite

Saves and educational content -
step-by-step guides, tips

KEY INSTAGRAM
POLICIES

Static Posts
- No nudity or sexual content

10%
Quotes, announcements, product - No hate speech, bullying or harassment
photos
- No spam: bots, mass following,
automation
Stories

- Music in Reels: use Instagram licensed

Dally library only

Post Stories every day even on days
you don't post feed content.
Stories keep you top of mind.

Social Media Platform Setup Guide - 13
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CHAPTER 11 & 12:

COMMON MISTAKES &

INSPIRATION ACCOUNTS

Mistakes & Inspiration

COMMON MISTAKES

) TikTok watermark - Instagram
suppresses these

Q) Ignoring Instagram Stories and
Highlights

) Inconsistent aesthetic (grid is
your first impression)

) Using too many irrelevant or
banned hashtags

) No clear CTA in captions

) Buying followers destroys
engagement

) Posting and ghosting without
engaging back

) Posting without a hook in the
first line of caption (only 1-2 lines
visible)

() Skipping analytics

INSPIRATION ACCOUNTS

@malaysianpaygap

Emotional storytelling
through photo + caption.
Strong community
engagement through
relatable financial content.

@thefuturizts

Educational carousels
that get massive
engagements. Great for
financial literacy and
property content.

FiU k) [RAZH S

@suthanchelliah

Personal brand through
consistent visual identity
& educational property
content



https://www.instagram.com/malaysianpaygap/
https://www.instagram.com/thefuturizts/
https://www.instagram.com/suthanchelliah/

PART 2

Summary

To grow on Instagram, focus on a consistent, professional feed that
mixes value-packed Reels, educational carousels and daily Stories.

Prioritise strong first-line hooks, relevant hashtags, clear CTAs and
regular engagement with comments.

Keep your visuals clean, original and recognisable.

Avoid TikTok watermarks, irrelevant hashtags, buying followers, posting
without engaging back or disappearing after posting.
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PART 3

TikTok

Fastest-growing platform - zero follower requirement to go viral. Algorithm
shows content to non-followers, making organic reach democratic.

Hashtag For You Page (#FYP)
Democratic reach - great content wins regardless of followers

3

4 )
Fastest-growing platform
1 billion+ monthly active users
\_ /
4 )
Best for
Entertainment, education, product discovery, brand awareness
\_ 9
1 )
Algorithm shows your content to strangers
Zero follower requirement to go viral
. /
“ )




@ CHAPTER 13 & 14: ACCOUNT SETUP

-1Ql

TikTok Setup & Guidelines

ke

¢ TikTok

Sign up for TikTok

ol T -

LR il & .

d‘ TikTok

Choose your username

amasingrealtor |

Download TikTok and sign up

) 4

" TikTok
Set a secure password

Enable Z-factor authentication

T30 werFuc s L
1]  Prere rasrbser

H Eai 1

o
u
it |
'n

Choose a short, memorable username consistent with your brand (@yourbrand).
Enable 2-factor authentication.

Switch to Business or Creator Account

Profile — Settings — Manage Account — Switch to Business Account.
Creator accounts get Commercial Sound Library.

Optimise your bio (80 characters)

Clear value proposition + 1 CTA. Business accounts get clickable

link in bio Iimmediately.

Know the key policies

Only use TikTok's Commercial Sound Library.
No harassment, hate speech, or cyberbullying.
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@ CHAPTER 15 & 16: WINNING FORMULA &
CONTENT PILLARS

Winning Video Formula

5 Content Pillars

® Educational

Simplify your industry knowledge into
bite-sized tips

Hook
0-3 seconds ® Relatable
Stop the scroll - bold statement, . . . .
o | | Situations your audience recognises
surprising visual, or a question and shares
Body ® Storytelling
4-30 seconds Personal journeys, before/after, client
stories
Deliver value, entertainment, or your
story. Keep it tight.
® Proof

Results, testimonials, data to build
CTA credibility

Last 5 seconds

'Follow for more' - 'Comment your
answer' - 'Share this' ® Conversion

Drive action - visit, enquire, follow, buy

Caption: 1-2 sentences + 3-5 relevant
hashtags

REMEMBER

Respond to ALL comments - TikTok
rewards dialogue and high comment
counts push your video further.

Social Media Platform Setup Guide - 17



CHAPTER 17 & 18:

J

COMMON MISTAKES &

INSPIRATION ACCOUNTS

Mistakes & Inspiration

COMMON MISTAKES

) Waiting for perfect production
qguality - phone camera + good
lighting is enough

() No hook in first 3 seconds

() Deleting videos too soon -
TikTok can push old content days
later

) Posting videos with watermarks
from other apps

) Only posting promotional /
sales content - TikTok users favor
entertainment first

) Using the wrong sound:
copyrighted music on business
accounts = restrictions

-1Ql

INSPIRATION ACCOUNTS

@iherng

Educational yet
entertaining property
content with strong
hooks and clear
subtitles. Great example &
of simplifying complex
real estate topics.

@malaysiahomie

Useful for learning
localised property
content, simple
walkthroughs, key
selling points that attract
viewers.

@kelssied

Combines lifestyle,
property, client stories
and sales tips. Makes
real estate feel human
and relatable.



https://www.tiktok.com/@iherng
https://www.tiktok.com/@malaysiahomie
https://www.tiktok.com/@kelssie3

J Summary

To grow on TikTok, create simple, engaging videos with a strong hook In
the first 3 seconds, clear value in the middle and a direct CTA at the end.

Mix educational tips, relatable moments, personal stories, proof and
conversion-focused content.

Keep captions short, use relevant hashtags and reply to comments to
encourage more reach.

Avoid overthinking production, using watermarks, deleting videos too
quickly or posting only sales content.
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PART 4

LinkedIn

World's largest professional network - 1.3B+ members, 65M+ business
decision makers. The strongest platform for B2B thought leadership.

4 A

Leading platform for B2B marketing and professional networking
1.3 billion+ members in 200+ countries

\_ /
/Best 1{e]g A
Thought leadership, career growth, B2B sales, networking, and professional personal
\branding Y
1 )

Algorithm shows your content beyond your networks
Organic reach can extend when posts are relevant, useful, and conversation driven

. v
£ A

LinkedIn Newsletters
Build a subscriber base and notify followers when you publish new articles

\3 v
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m CHAPTER 19 & 20: PROFILE SETUP

LinkedIn Profile Setup

Linked ] Linked[[3) Linked 5

Join LinkedIn Join Linkedin Join Linkedin

Saagn in o Rign in et Sigh in
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( & Continue with Google Agree & Join
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} Ol Global

Go to linkedin.com and sign up

Enter your name, location, industry and most recent job.
Upload professional headshot 400x400px.
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m CHAPTER 19 & 20: PROFILE SETUP

LinkedIn Profile Setup

Profile language &
Public profile & URL &
& | Linked[®)

Your jti}b saarch powered by

- . m
SLILN TP LA

) Add verification badge !]'u Q1 Global

Digital Marketer | Content Creator | Helping Brands Grow Through |
Content, Creativity & Digital Strategy f1=2 UCSI

mpwr - Contact info

Add background banner photo

1584x396px — use it as a personal brand message or featured properties.

Customise your Linkedin URL

Profile — Edit Public Profile & URL — change to: linkedin.com/in/yourname

About

Strategic. detail-oriented Marketing Professional with expertise in Content Creation, Thought Leadership, and Brand
storytelling. | specialize in creating high-impact, engaging content that strengthens brand identity and builds
meaningful connections. With experience collaborating with public figures and leaders, | understand the art of impactful
communication and the importance of positioning brands in a way that resonates.

&P Top skills
Digital Marketing = Email Marketing = Search Engine Optimization (SEQ) = Graphic Design -

Campaign Plans

Reach All-Star status

Complete: Headline (220 chars, role + expertise + value) - About section -
Experience - Education - Skills (up to 100) - Recommendations - Featured section



CHAPTER 21 & 22:
WRITING FORMULA

PLATFORM POLICIES &

What Great LinkedIn

Profiles Do

Line 1

Hook

Clear, curiosity-driven, or insight-led
first sentence.

Lines 2—4
Body

3 key points, a story, or lessons. Use
generous line breaks.

Line 5
CTA

One clear ask - 'What do you think?" -

'Save this' - 'Follow me'

KEY TIP

Place external links in the FIRST
COMMENT - not the caption post
body - to protect organic reach.

LINKEDIN COMMUNITY
POLICIES

- Keep content professional, constructive,
credible

- Avoid untargeted spamming DMs or
mass invitations

- No misleading claims or fake credentials

- Review and edit Al-assisted content
before posting

- Personalise connection requests - state
why you're connecting

Best Content Practice

@ Use Featured section to display your best
work, posts and portfolio rather than just
listing titles.

® Best formats: text posts - carousels / PDFs
- newsletters

® Write for search - include terms buyers
actually search - 'property agent Kuala
Lumpur’

® Connect 100-200 targeted people per
month

® Leave thoughtful comments on others’
posts regularly

® Ask for recommendations - 3—5 genuine

recommendations from clients boost
profile trust

Social Media Platform Setup Guide - 22



m CHAPTER 23: COMMON MISTAKES TO AVOID

Mistakes & Inspiration

COMMON MISTAKES

) Treating profile like a static
resume instead of a credibility-
building tool

) Posting only company news or
job openings without insights or
takeaways

() Dropping external links without
giving enough value in the post
itself

) Sending generic connection
requests with no reason stated

) Ignoring comments instead of
continuing the conversation

) Vague headline with no
keywords, role, expertise or value
proposition

-1Ql

INSPIRATION ACCOUNTS

PropertyGuru Malaysia

Market insights, buyer
education, and property
trends in a credible
LinkedIn-friendly way.

Bank Negara Malaysia

Economic updates
agents can turn into
credible market insights

Mohd Khairool Buruhan

Property education,
investor trust, and local
market authority.

REHDA Institute

Property industry trends,
policy updates and
developer perspectives



https://www.linkedin.com/in/mohd-khairool-buruhan-270a77202/
https://www.linkedin.com/in/mohd-khairool-buruhan-270a77202/
https://www.linkedin.com/company/bank-negara-malaysia/posts/
https://www.linkedin.com/company/bank-negara-malaysia/posts/
https://www.linkedin.com/company/propertyguru-malaysia/
https://www.linkedin.com/company/propertyguru-malaysia/
https://www.linkedin.com/company/rehda-institute/posts/
https://www.linkedin.com/company/rehda-institute/posts/

PART 4

in Summary

To grow on LinkedIn, treat your profile as a credibility tool, not just an
online resume.

Share professional insights, stories and practical property knowledge
with a strong hook, clear value and simple CTA.

Use keywords in your profile and posts, engage thoughtfully with others,
personalise connection requests and showcase your best work in the
Featured section.

Avoid generic connection requests, posting only company updates,
vague headlines, too many external links or ignoring comments.




PART 5

YouTube

World's #2 search engine - the home of long-form video content. A video
posted years ago can still bring views, subscribers and leads today. Average
session is 40+ minutes. Widest reach with all ages’ audiences.

4 A

World's #2 search engine
2 billion+ logged-in monthly users

\_ J
4 )
Best for
Tutorials, education, entertainment, evergreen SEO-driven content
R J
4 )
Content SEO works
Videos rank on Google AND YouTube search long-term
9 J
4 )
YouTube Shorts

Compete with TikTok using short-form video content

\3 v




u CHAPTER 25 & 26: CHANNEL SETUP

YouTube Channel Setup

Setting up an account

Torp emwchiandg o i pieried

=2ignin

Go to YouTube.com and
click the Sign in button at
the top right corner.

Creating a YouTube
account is very easy. All
you need is a Google
account or email,

Go to youtube.com and sign in with Google

Click your profile photo — YouTube Studio — Create a channel.
Add picture, name and channel handle.

Setting up an account

First time set-up

)

IEE] ¥iou Tube Stuca

(5] Purchases aned msmisralapes

After successfully signing in or creating your 'Y

YouTube account, click on your profile picture
at the top right corner of the page.

From the dropdown meanu, select YouTube
Studio to access your channel dashboard and
managemaeant tools.

I-'--—c;-..'l
L I
“

‘How youll appear

O

From here, you can upload your profile picture, enter
yvour channel name, and create your channel handle.

Dan't worry — you can update these details anytime in
the future.




u CHAPTER 25 & 26: CHANNEL SETUP

YouTube Channel Setup

Account Dashboard and Customization

Channel dashbogerd

To access your channeal
dashboard, go to the left side
of the page.

If the menu is not visible, click
the three horizontal lines

shown in Picture 2.

Set channel branding assets

lcon: 98x98px PNG (4MB max). Banner: 2048x1152px (6MB max).
Watermark: 150x150px logo on all videos.

Account Dashboard and Customization

Dashboard
Conternt
Analylics

A menu will appear. f \ Community

=
e

This is your main dashboard, x| Subtitles Choose “customization” to
where you'll spend most of Start your custom your

: . Content detection - ~
Yyour time managing your channel

channel, videos. and
analytics.

Earmn
Customization

Audic library
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YouTube Channel Setup

Account Dashboard and Customization

Inside customization page,
what you can do here Is :-

1) add/remove channel banner
2) add/remove channel picture
3) change channel name

4) change channel handle
5) change channel description
&) customizate channeal URL
7) adding contact info
B) adding video watermark

Write a keyword-rich description

Tell viewers what your channel is about in the first 2 sentences.
Include searchable keywords like 'tutorials', 'how to', 'property guide’'.

Account Dashboard and Customization

THINGS TO TAKE
NOTE OF!!

Channel banner resolution
2048 x 1152 px and 6MB or less

channel logo resolution
98 X 98 px and 4MB or less

watermark resolution
150 x 150 px and 1MB or less
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YouTube Channel Setup
Organise with Sections & Playlists

Channel content

step 1 - Choose Content at
dashboard

Your chanmnel

-J

1 sebected (Select all) Edin - Add to plavlist -

Stap 2 - Click on the “Videos™ tab

Lashbnard
Step 3 - Choose the video you want

Content to put add to playlist

Lo S 5 T o ) T R S 1D

Anahylics [He]

Create playlists by topic

Playlists increase watch time and keep viewers on your channel.
Feature them on your homepage via Channel Sections.

Upload videos : formats

To upload as nermal Tm.:p_ln::l :: snnm -
Ihu:l'.::u::b; t::qi,'p, format (9x18), not more
e than 180 seconds (3
na time limitation e

16:% Azpect Ratio #:16 Azpect Ratio

Sanclard format for TV, conems, stresrmang platforma Socual Mecha Story Video

Can refer to the image below to double check which type of video is being upload to

Video link IED Video link |LD

https:/fyoutu. be/wiMOQiJekEvD https.//youtube.com/shorts/We...

Normal video Youtube shorts

Set up upload defaults

Default title template, description template and category -
saves time on every upload.
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YouTube Channel Setup

Upload videos

| SFCoR
A

T Upload videos

{t-3) Golive

@ Create post

= Mew playlist

@ Newpodcast  nmore
%1 MNew course

Click Create (the video camera icon) at
the top right corner, next to your profile
picture.

Then, select Upload videos.

00— -

| ==

Ly ol G sl Moo B i

Click Create (the video camera icon) at
the top right corner, next to your profile
picture.,

Then, choose Upload videos.

Upload videos

L

T W e .

| TP im0 M|

After your video is uploaded, this page |
will appear for you to add and edit your
video details.

Here, you can update your video title,
description, and thumbnail.

- Generally, you don't need to change any of

the settings.

Under the Audience section, select "No, it's

not made for kids."

Upload videos

IE=R .
Visibility
Chisoise whisn To publish Snd whis Can S ysour wide
Save or publish
Rlaka yiur vided public. unlisied o pivaie
() Private
il e e ol yoel ChaO0S TN waich your valeo
() Unlisted
Ay with The video nk can saich your vaded
(®) Public
E seryrsme Lo ‘wai o r

[T] Setasinstant Premiere (3)

Schedule

Sabinct @ dafe 10 makie your video paiie

Lastly, choose when you want to publish your

video and who can view it.

Once that's done, you're all set to publish your
video on YouTube!

Social Media Platform Setup Guide - 29
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YouTube Channel Setup

Upload videos

Visibility

Choose when to pubdish and who Can see pour vided

Lastly, choose when you want to publish your
video and who can view it.
() Unlisted
Errprne with Th vide link Can wil Ch pour vaden Once that's done, you're all set to publish your
@ Public video on YouTube!
E wyoem |

(] Setas instant Premiere (3)

Social Media Platform Setup Guide - 30



u CHAPTER 26.5 & 27 & 28: UPLOADING.
GUIDELINES & SUCCESS FRAMEWORK

Success Elements

Shorts vs Normal Video

3 Elements That Drive YouTube
Normal Success

@ Thumbnail

Shorts

Vertical 9%x16,
max 3 minutes

Horizontal 16%9,
(180 sec) no time limit

COMMUNITY GUIDELINES

- No violent extremism, hate speech
or cyberbullying

- Use royalty-free music or music
provided by Capcut (YouTube auto-
detects copyrighted content)

- Avoid controversial topics in first 30
seconds

- Mature content must be self-
certified (auto-demonetised)

- Disclose paid partnerships using
YouTube's built-in tool

SEO TOOLS

Use TubeBuddy or VidlQ (free tiers)
for keyword research and title
optimisation before uploading.

1280x%720px - high contrast, bold text,
emotional face. This is your
advertisement. Thumbnails drive 80% of
click decisions.

@ Title

Include primary keyword near the start.
Under 60 characters. Spark curiosity
without being clickbait.

‘ First 30 Seconds

Hook immediately. State what the viewer
will learn. No long intros - drop them cold
into value.

Social Media Platform Setup Guide - 31



u CHAPTER 29 & 30: COMMON MISTAKES &
INSPIRATION CHANNELS

Mistakes & Inspiration

COMMON MISTAKES

) Weak thumbnail design -
thumbnails drive 80% of the click
decision

) No keywords in title - people
can't find what they search

) Long intros - viewers drop off in
first 30 seconds if not hooked

Q) Ignoring analytics - watch time,
CTR, and audience retention tell
you everything

) Don't start YouTube trying to
be perfect - YouTube is a
marathon, not a sprint - Start by
becoming consistent

-1Ql

INSPIRATION ACCOUNTS

Mr Money TV

Simple finance and
property education.
Storytelling, resourceful,
how-to, engaging format.

Rey Thean

Making complex
investment topics &
property market with
practical insights easier
for beginners to
understand.

i 3EAYMark

Great example of
personal branding
through authentic
storytelling, and
consistent property-
focused content.

Ally Ang Properties AllyE %

Combines property tours,
area reviews, and buyer-
focused into engaging
and informative property
video content.



https://www.youtube.com/@MrMoneyTV
https://www.youtube.com/@realestatemalaysia
https://www.youtube.com/@marklaidontlie
https://www.youtube.com/@allyangproperties

PART 5

> Summary

To grow on YouTube, focus on strong thumbnails, searchable titles and a
clear hook in the first 30 seconds.

Use Shorts for quick reach and longer videos for deeper value.
Keep videos simple, useful and consistent.
Review analytics to improve watch time, clicks and retention.

Avoid weak thumbnails, long intros, missing keywords or waiting for
perfect content before starting.
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	Facebook
	The world's largest social network, essential for communities, local business and the 25–55+ demographic.

	Summary
	To grow on Facebook, focus on posting useful, engaging content consistently while keeping your Page professional and easy for clients to contact.
	Post consistently with educational tips, short Reels, behind-the-scenes content and engagement posts.
	Prioritise native content, reply to comments within 24 hours, and keep your Page, WhatsApp and contact details updated.
	Avoid posting only listings, blurry visuals, fake followers, too many external links or disappearing for weeks.
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	Summary
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	Instagram
	The #1 platform for visual brands - 2B+ users where aesthetics meet commerce. Reels deliver the highest organic reach.

	Summary
	To grow on Instagram, focus on a consistent, professional feed that mixes value-packed Reels, educational carousels and daily Stories.
	Prioritise strong first-line hooks, relevant hashtags, clear CTAs and regular engagement with comments.
	Keep your visuals clean, original and recognisable.
	Avoid TikTok watermarks, irrelevant hashtags, buying followers, posting without engaging back or disappearing after posting.

	TikTok
	PART 3
	Fastest-growing platform - zero follower requirement to go viral. Algorithm shows content to non-followers, making organic reach democratic.

	@iherng
	Summary
	To grow on TikTok, create simple, engaging videos with a strong hook in the first 3 seconds, clear value in the middle and a direct CTA at the end.
	Mix educational tips, relatable moments, personal stories, proof and conversion-focused content.
	Keep captions short, use relevant hashtags and reply to comments to encourage more reach.
	Avoid overthinking production, using watermarks, deleting videos too quickly or posting only sales content.

	LinkedIn
	PART 4
	World's largest professional network - 1.3B+ members, 65M+ business decision makers. The strongest platform for B2B thought leadership.

	PropertyGuru Malaysia
	Summary
	To grow on LinkedIn, treat your profile as a credibility tool, not just an online resume.
	Share professional insights, stories and practical property knowledge with a strong hook, clear value and simple CTA.
	Use keywords in your profile and posts, engage thoughtfully with others, personalise connection requests and showcase your best work in the Featured section.
	Avoid generic connection requests, posting only company updates, vague headlines, too many external links or ignoring comments.

	YouTube
	PART 5
	World's #2 search engine - the home of long-form video content. A video posted years ago can still bring views, subscribers and leads today. Average session is 40+ minutes. Widest reach with all ages’ audiences.

	Summary
	To grow on YouTube, focus on strong thumbnails, searchable titles and a clear hook in the first 30 seconds.
	Use Shorts for quick reach and longer videos for deeper value.
	Keep videos simple, useful and consistent.
	Review analytics to improve watch time, clicks and retention.
	Avoid weak thumbnails, long intros, missing keywords or waiting for perfect content before starting.

	小红书
	RedNote
	PART 6
	小红书拥有超过3亿月活跃用户包括庞大的马来西亚用户群。小红书不仅是内容或社交平台，更是一个类似结合 Instagram + Google 般强大的搜索引擎和消费决策平台。
	打造个人IP的最佳平台之一    适合房产、美妆、时尚、美食、旅游、教育、自媒体运营及企业家IP等领域



