GEO LLM Marketing Plan for Loan Officers

1. Optimize Google Business Profiles for Local SEO

Claim and verify your Google Business Profile (GPB). Learn how to set up a Google My
Business listing.

Use local keywords (e.g., “mortgage lender in [city]” or “first-time homebuyer loans in
[city]”).

Services offered, such as VA loans or niche products that would get a homebuyer’s
attention such as bank statement loans for self-employed.

Social profiles: add links to your social media and unique FinLocker app download page.
Add photos and videos, such as previous closings and a video introduction

Post weekly updates on the GBP (tips, app features, market updates) to stay fresh in Google
Maps and search. Address specific local questions with short, direct answers (100-300
words), Each post should include the officer’s name, location, title, and a photo with proper
alt-text for accessibility. This structure matches the way Al engines scan and synthesize
answers

2. Geo-Targeted Landing Pages

Each loan officer should have a personalized landing page tied to their city/region.

Include geo-optimized content (local housing market insights, neighborhood guides, down
payment programs).

Prominently feature your FinLocker app with a download link or QR code as a free tool for
buyers to prepare for homeownership.

Example CTA: “Start your homeownership journey with PathHome — track your credit,
savings, and mortgage readiness today!”

3. Local Content & Blog Strategy

Write short, location-based blog posts (or LinkedIn articles) like:
o “5Things First-Time Buyers in [City] Should Know About Getting a Mortgage”
o “How/[FinLocker] Helps [ City] Renters Become Homeowners Faster”

Embed local keywords naturally.


https://blog.hootsuite.com/google-my-business/
https://blog.hootsuite.com/google-my-business/

e Always end with a clear call-to-action to get your FinLocker app — not Apply Now.

e Organize blogs with an Al overview” or summary at the top, clear headings, bullets, and
concise paragraphs for easy Al scanning.

4. Leverage Social Media with Local Focus

e Professional account posts on Instagram and Facebook are indexed on Google which
provides further reach for your posts and can be surfaced in generative search results.
Reels, carousels, and brief explainer videos are particularly effective

e LinkedIn profiles and articles rank high on Google, so when someone searches your name
or researches a topic your name and post will be surfaced.

e Post Instagram Reels and TikToks highlighting local market tips, first-time buyer FAQs, and
app tutorials.

e Use geo-hashtags (#DallasHomelLoans, #MiamiFirstTimeBuyer).

e Share client success stories of using your FinLocker app to get mortgage-ready and buy a
home.

e Encourage followers to download your FinLocker app via QR code or bio link.

5. Partnerships & Cross-Promotion
o Partner with local real estate agents, credit unions, and community organizations.

o Host first-time buyer workshops (in-person or virtual) featuring your FinLocker app as the
“prep tool.” Obtain a workshop outline that highlights how FinLocker supports workshop
content: Leveraging Financial Education to Build Your Homebuyer Database

¢ Offer co-branded flyers or digital guides with a QR code linking to your unique FinLocker app
download page.

e Cross-promote events on local Facebook groups, LinkedIn, and Nextdoor.

Outcome:

Loan officers will rank higher locally by owning their geo-digital footprint (Google, landing pages,
content), while positioning your FinLocker app as a free, trusted resource that helps future
homeowners get mortgage-ready.


https://finlocker.com/leveraging-financial-education-to-build-your-homebuyer-database/

90-Day Local SEO + FinLocker Promotion Plan

Phase 1: Foundation (Weeks 1-3)

Goal: Build local visibility and position your FinLocker app as a long-term financial +
homeownership tool.

1. Google Business Profile (GBP) Optimization
o Claim &verify.

o Business description: highlight “Helping [City] families prepare, buy, and manage their
home with [FinLocker].”

o Postinitial update: “Monitor your credit, track your budget and savings goals, and
receive a personalized plan to achieve homeownership with [FinLocker] — free for [Your
Company] clients.”

2. Geo-Optimized PathHome Landing Page
o Messaging: “Your All-in-One Financial + Homeownership App”.
o Features covered:
= Build credit
» Track budget & savings
= Shop & compare mortgage options
= Manage your loan post-closing
o Add lead capture form.
3. Social Profile Refresh
o Bio: “Helping [City] families achieve and manage homeownership with [FinLocker].”
o Add QR code & download link.
4. Content Calendar Setup
o 4buckets:
= Financial wellness (budgeting, credit)
= Buying a home (down payment, mortgage readiness)
= Owning a home (managing mortgage, home equity tips)

» Localinsights (housing updates, buyer programs in [City])



Phase 2: Growth (Weeks 4-8)
Goal: Establish credibility as a local mortgage + financial wellness resource.

1. Weekly GBP Posts

o Example: “New homeowners in [City] — track your mortgage balance and monitor
your credit score for free with [FinLocker].”

2. Blog & Social Posting (2x per week)
o Blog Example: “How [City] Homeowners Can Build Equity Faster with [FinLocker]”.
o Social Example: Quick video showing FinLocker credit improvement tools.

3. Local Backlinks + Community Listings

o Highlight your FinLocker app as a homeownership-focused financial empowerment
app when submitting to local organizations, and a way to nurture not-yet-ready
buyers to builders and agent partners.

4. Workshop / Webinar
o Theme: “Financial Fitness for Homebuyers and Homeowners in [City].”

o Showcase both pre-purchase & post-purchase benefits.

Phase 3: Acceleration (Weeks 9-12)
Goal: Grow downloads, reviews, and referrals with a “lifetime homeownership journey” message.
Action Steps

1. Google Reviews Campaign

o Askfor reviews that highlight [FinLocker] helping with both buying a home, and
maintaining mortgage readiness and homeownership.

o Example: “FinLocker helped me to improve my credit and save for my down
payment, and now helps me track my equity and home’s value.”

2. Local PR & Podcast Guest Content

o Pitch article: “How [City] Families Can Use Technology to Buy and Manage Their
Homes.”

o Position yourself as a local homeownership advisor.



3. Targeted Social Ads (Optional)
o Two ad sets:

= First-time buyers: “Get mortgage-ready in [City] with [FinLocker], my free
app to plan your path to homeownership.”

= Homeowners: “Already own your home? Use [FinLocker] to monitor your
home value, equity, and credit.”

4. Quarterly Community Event
o Homeownership journey theme.
o Invite realtors + past clients.

o Showcase how [FinLocker] continues to serve before AND after closing.

Metrics to Track
e SEO: Rankintop 3 for “[City] mortgage lender” & “[City] homeownership app.”
e Build Pipeline: 50-100 downloads by week 12 (buyers + homeowners).
¢ Reviews: 10+ reviews mentioning using financial + homeownership tools.
¢ Content Performance: Blog/social posts generating organic local traffic.

e Lead Nurturing: 50+ prospects actively using your FinLocker.

Key shift: Instead of promoting your FinLocker only as a “mortgage-readiness app,” presentitas a
lifetime financial + homeownership coach. This creates stickiness with clients post-closing and
increases referral potential.



Marketing Copy Examples

1. Google Business Profile Post Templates
(Keep these short + geo-optimized)

o For Buyers:

“Thinking about buying a home in [City]? & Download the free [FinLocker] app to track your
credit, savings, and mortgage readiness — all in one place. Start your homeownership
journey today!”

¢ For Homeowners:

“Do you own a home in [City]? “B8 [FinLocker] helps you monitor your credit, track equity,
home value, and cash flow so you can plan your financial future with confidence.”

2. Social Media Captions
(For Instagram, Facebook, LinkedIn — pair with app visuals or QR code)
e Buyer-Focused:

o “Saving for a down payment? [FinLocker] makes it simple to track progress, boost
credit, and qualify for a mortgage. Free for residents in [City]. DM me for your
download link!”

o “d#& First-time buyer in [City]? [FinLocker] guides you step-by-step from improving
your credit, saving a down payment to qualifying for a mortgage and finding a home
within your budget. Think of it as your homeownership GPS. &7 ”

¢ Homeowner-Focused:

113

o Did you know [FinLocker] isn’t just for homebuyers? Homeowners in [City] can
track their mortgage balance, equity and home value, while monitoring financial
health —allin one app!”

113

o Already own a home? The journey doesn’t stop there. [FinLocker] helps you
maintain your mortgage readiness to qualify for a refi or future purchase, while
manage your finances like a pro.”



3. Blog Intros / Email Snippets
(Use these as opening paragraphs for blogs, newsletters, or emails)

e Buyer-Focused Blog Intro:
“Buying your first home in [City] can feel overwhelming — but it doesn’t have to be. With the
free [FinLocker] app, you can track your credit, savings, and homeownership goals in one
secure place. Here’s how [FinLocker] helps you prepare for homeownership with
confidence:”

¢ Homeowner-Focused Blog Intro:
“Owning a home in [City] is just the beginning of your financial journey. The [FinLocker] app
helps you track your equity and home value, stay on top of your credit health, and grow your
household wealth. Here’s why every homeowner should be using [FinLocker]:”

4. Event / Workshop Invite Copy
(For local webinars or community events)

e “Join me for a free workshop on financial wellness and homeownership in [City]. I’'ll show
you how [FinLocker] can help qualify for a mortgage and achieve homeownership — all from

one app. @~

5. Call-to-Action (CTA) Options
(Use these at the end of posts, blogs, or emails)
o “+f Getmy free [FinLocker] today and take control of your homeownership journey.”

o “Whetheryou’re buying your first home or already own one, [FinLocker] is your guide to
smart homeownership.”

o “Ask me how to get started with [FinLocker] —free for residents in [City].”

This way, you can consistently promote your FinLocker as a dual-purpose app: helping buyers
prepare and homeowners manage their financial journey.



12-Week Posting Calendar

Weekly Rhythm
¢ Google Business Profile (GBP): 1x per week
¢ Social Media (Facebook/IG/Linkedln): 2x per week

o Blog/Article (Website and/or LinkedIn): 1x every other week (6 total over 12 weeks)

Weeks 1-4: Awareness & Introduction
Goal: Introduce your FinLocker as a financial + homeownership companion.

e GBP Post Example:
“Looking to buy a home in [City]? & [FinLocker] helps you track credit, build savings, and
qualify for a mortgage — for free!”

e Social #1 (Buyer-Focused):
Quick video/Reel showing the mortgage readiness tool. Caption: “Saving for a down

payment? [FinLocker] provides an action plan to help your qualify. 4"

e Social #2 (Homeowner-Focused):
Graphic of “[FinLocker] for Smart Homeownership.” Caption: “Own a home? Want to grow
your household wealth? Monitor your home value, equity + credit in one app.”

e Blog (Week 2):
“How [City] Buyers Can Use [FinLocker] to Get Mortgage-Ready Faster”

Weeks 5-8: Education & Local Value
Goal: Position your FinLocker as a trusted tool for local financial success.

e Google Business Profile Post Example:
“New homeowners in [City] can use [FinLocker] to track equity and home value, manage
your budget, and monitor your credit allin one place.”

e Social #1 (Buyer-Focused):
Reel/Carousel: “3 Ways [FinLocker] Helps First-Time Buyers in [City].”

e Social #2 (Homeowner-Focused):
Testimonial-style post: “[FinLocker] isn’t just for buying a home in [City] — it helps me stay
mortgage ready, so I’ll be ready to refi when rates drop!”



Blog (Week 6):
“5 Ways [City] Homeowners Can Build Wealth using [FinLocker]”

Event Promotion (Week 7):
Workshop/Webinar invite: “Financial Fitness for First-Time Homebuyers in [City] — Learn
How [FinLocker] Can Help.”

Weeks 9-12: Engagement & Reviews

Goal: Drive downloads, reviews, and client engagement.

GBP Post Example:

‘[FinLocker] helped me improve my credit and save for my down payment.
Now | use it to track my home value and equity, too!”— [Client, City]. Try it today!”

Social #1 (Buyer-Focused):
Graphic: “Ready to buy in [City]? [FinLocker] is your guide.” Caption: “From credit to savings
to mortgage readiness — [FinLocker] keeps you on track.”

Social #2 (Homeowner-Focused):
Video/Carousel: “3 Tools Homeowners Love in [FinLocker].”

Blog (Week 10):
“Technology That Helps [City] Families Buy Homes Smarter”

Review Push (Week 11):
Post: “Already using [FinLocker]? Leave a Google review and share how it’s helping you buy
or manage your home in [City].”

How This Helps LOs Win Locally

SEO: Weekly Google Business Profile posts signal activity to Google > higher Maps rankings.
Consistency: 2x social posts keep PathHome top of mind.
Content depth: Blogs position LOs as local experts, pulling in organic traffic.

Engagement: Reviews + workshops strengthen credibility and referrals.

By the end of 12 weeks, you will have:

12 GBP posts (geo-optimized)
24 social posts (mix of buyer + homeowner)

6 blogs/articles (driving SEO + credibility)



Resources

LO Growth Vault is a set of ChatGPT Al assistant created by FinLocker to create social media,
emails, videos, and images to promote your FinLocker powered app

ChatGPT offer a free account with limited content creation each day. You can add the FinLocker
custom GPTS to the free account. Upgrade for $20/month for extended limits on content creation
and the ability to create your own tasks and custom GPTs.

Claude for use on web, iOS, Android, and desktop

e \Write, edit, and create content

e Analyze text and images

e Ability to search the web

e Generate code and visualize data

Perplexity is a free Al-powered answer engine that provides accurate, trusted, and real-time
answers to any question. Helpful for researching topics that you can then input into Chat GPT and
Claude to write the actual blog.

Al for Marketers: How | use Al to talk to more humans and use reddit for customer research

HubSpot Al Engine Optimization Grader reveals how leading Al engines like ChatGPT, Perplexity,
and Gemini interpret your brand. Get detailed competitive analysis, brand sentiment scoring, and
strategic recommendations to optimize your brand's Al visibility.

Peekaboo to track, analyze, and grow your brand presence in Al search platforms.

Al Overview Checker to see if your website appears in Al overviews



https://info.finlocker.com/ai-toolkit-fl-clients
https://chatgpt.com/
https://claude.ai/
https://www.perplexity.ai/
https://www.activecampaign.com/blog/reddit-ai-workflow-customer-research
https://www.hubspot.com/aeo-grader
https://www.aipeekaboo.com/
https://www.seo.com/tools/ai-overview-checker/

