ESTMA x SENADA ADZEM

THE INDEX

INSTAGRAM CREATIVE & PRODUCTION PLAYBOOK

COMPLETE CREATIVE OVERHAUL — REDESIGN EDITION

The concept library, hook library, 25 production-ready Reels, 15 fully directed carousels, Story
systems, and the production infrastructure to run them — built for an editorial media brand, not a
listing feed.
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Editorial Introduction

THE INDEX is not a real estate account. It's the record South Florida's ultra-luxury market checks — built from Senada Adzem's
judgment, access, and a transaction history that speaks for itself before any adjective does.
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This document replaces the account's previous content system with one built on a single editorial standard: if a concept could be
published unchanged by 500 other agents, it isn't finished. Every idea in these pages was tested against six questions — why stop
scrolling, why watch to the end, what's the actual creative twist, why Senada specifically, why would someone share or save it,
and why does it belong to THE INDEX and nowhere else.

The structure that follows moves from thinking to execution: the seven pillars, reinterpreted as editorial lenses rather than
content buckets; the concept library that gives each pillar its sharpest ideas; the hook library those concepts draw their openings
from; twenty-five fully storyboarded Reels and fifteen fully designed carousels, both production-ready; the Story and cross-format
systems that extend a single idea without repeating it; and the production infrastructure — batching, cards, calendar, approvals —
that lets a small team run all of it without Senada living on a film set.

Every fact, figure, and transaction referenced is drawn from the approved, verified record. Nothing here states the ~$106M
Palazzo di Lago combined figure as confirmed, invents a quote in Senada's voice, or discloses a confidential deal detail. Where her
actual opinion is the content, this document proposes the question and the shape of an answer — never the answer itself.
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The Seven Pillars, Reinterpreted

The pillars don't change. How literally they're read does. Each one below is an editorial lens, not a content category to fill.
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Listing Spotlight — read literally, a property tour. Here, it's the case file.

A Listing Spotlight never opens with a walkthrough. It opens with whatever makes this specific asset a record worth keeping — a
diagnostic read, a dossier, a single detail that explains the price. The property is evidence, not the subject.

Market Intel — read literally, market statistics. Here, it's the verdict.

Market Intel doesn't explain a trend; it takes a position on one, backed by a real searched question and a sourced number. The
audience should feel like they got Senada's actual read, not a recited data point.

Behind the Deal — read literally, a transaction recap. Here, it's the documentary.

Behind the Deal runs as a serialized, paced story — The Palazzo Tapes — with reveals, holds, and a deliberate cliffhanger, built
from the one property with a genuinely re-tellable history. It is never a one-off case study.

Neighborhood Guide — read literally, an area overview. Here, it's the map only an insider draws.

Neighborhood Guide skips postcard B-roll in favor of the one distinction that actually moves price or lifestyle inside an enclave —
street versus ZIP, gate versus no gate — the kind of local read a buyer can't get from a listing portal.

Client Wins — read literally, a brag post. Here, it's the receipts.

Client Wins never states a superlative; it shows the sourced number and lets the record argue the point. Five-step structure,
always: Number = Context = Problem — Action = Outcome.

Lifestyle & Luxury — read literally, aspirational content. Here, it's the mood, with nothing to sell.

This is the one pillar with zero sales ask, ever. Its job is pure reach and atmosphere — texture, light, pacing — proof the account is
a media brand first, a sales channel second.

Senada's POV — read literally, personal opinion content. Here, it's the unscripted record.

Candid, loyalty-only, never pre-written for her. Every line presenting her actual opinion is built from a real interview question and
a proposed structure — never a fabricated quote handed to her to read.
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The Concept Library

Twenty-six editorial concepts, three to four per pillar — the strongest existing ideas pushed further, the weak ones replaced. Every
card is a creative brief, not a topic.
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01 The First 30 Seconds

LISTING SPOTLIGHT - REEL

The Big Idea. Senada narrates, in real time, exactly what she notices in the first 30 seconds inside a property — the diagnostic read that

tells her whether a listing is overpriced, underpriced, or priced right — before any stats, staging, or sales language enter the frame.

The Hook. Black foyer, a timecode counter appears at 0:00 as she steps through the door. No voiceover for the first three seconds —
just the walk.

The Creative Twist. Thisisn't a tour, it's a protocol. By treating the first 30 seconds as a repeatable diagnostic she runs on every
property — like a sommelier's first sip — it reframes "walking into a house" as a skill most buyers don't know exists, and positions

Senada as the person who has it.

The Story. Cold open: the walk-in, timecode burning in the corner, no words. At 0:30, the clock stops and a graphic card drops in with
her one-line verdict (what the space told her, and whether it matches the price). The property itself is secondary — the read is the

content.

The Visual Language. Handheld POV entry shot, timecode burn-in top corner, quick-cut pacing on light and sightlines, hard cut to a

stamped graphic card at the 0:30 mark in the brand's editorial serif. No music until the verdict card — then one sustained tone.

Why It Works. Viewers are trained by home-tour content to expect a walkthrough; subverting that into a timed "test" creates
immediate curiosity about what she's clocking that they aren't. The repeatable framework format makes it save-worthy — it's a tool,

not just a video.

Production Requirements. Access during a private showing or final walkthrough on an active listing; on-screen timecode graphic; her

verbal brief recorded either live or in post. [NEEDS: seller/listing approval for filming].

02 Beautiful. Or Valuable.

LISTING SPOTLIGHT - REEL

The Big Idea. Every listing has one feature buyers photograph and a different feature that actually justifies the price. Senada separates
the two inside a single property, using the same home to teach the difference.

The Hook. "This is the room everyone photographs. It's not the reason this house is priced the way it is."

The Creative Twist. It inverts the expectation that the showstopper room is the value driver — teaching buyers to see past staging and
into the mechanics of pricing, without ever using the word "staging."

The Story. Open on the Instagram-famous room — the one every listing photographer shoots first. Cut to the unglamorous room,
exposure, or system (lot orientation, mechanicals, structural element) that is the actual price driver. Close on the price logic connecting

the two.

The Visual Language. Two-part structure with a deliberate color-grade contrast: warm, glossy treatment for the photogenic room,
flatter and more neutral for the value room. On-screen labels: "PHOTOGENIC" / "THE REASON." Hard cut between the two, no dissolve.

Why It Works. Receipts over adjectives, executed visually — it rewards buyers who want to understand the mechanics of value instead
of being sold a feeling, and it's a lesson they'll save to apply on their own next showing.

Production Requirements. Full access to an active listing, her walkthrough commentary identifying both rooms, two-part

graphic/caption treatment.

03 What the MLS Doesn't Measure

LISTING SPOTLIGHT - CAROUSEL
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The Big Idea. A listing sheet has a fixed set of data points — square footage, bed/bath count, lot size. None of them is the reason a

specific property is priced where it is. Senada identifies the dimension of value the sheet never captures.
The Hook. "The listing sheet has eleven data points. None of them is why this property is priced here."

The Creative Twist. Treated like an investigative explainer rather than a property tour — the listing sheet becomes an exhibit, and the

"missing variable" (sun path, acoustic privacy, elevation/flood data, the sequence of arrival) is the reveal.

The Story. Card one: the listing sheet itself, data points visible. Card two: Senada naming what's missing. Remaining cards: the real

driver demonstrated in the property, ending on how that variable should actually change a buyer's math.

The Visual Language. Clean, document-style first card (listing sheet mockup with real/approved data only), then a shift to photography
for the reveal, consistent gold-accent annotation marking the missing line item.

Why It Works. Appeals directly to sophisticated buyers who already distrust marketing copy — this validates their instinct and gives

them a new thing to check next time, which is exactly what gets saved and sent to a spouse or advisor.

Production Requirements. Current listing with full spec sheet, approved photography, graphic design for the document mockup.
[PLACEHOLDER data on the mock listing sheet must be confirmed live before filming].

04 The Price Ladder

LISTING SPOTLIGHT - CAROUSEL

The Big Idea. Across her active portfolio — roughly $3.7M to $85M — each price tier isn't just "bigger." It's solving a completely

different problem for the buyer. The Price Ladder plots what each rung actually buys.
The Hook. "At $5M you're buying space. At $85M you're buying something else entirely."

The Creative Twist. Reframes price as a hierarchy of needs rather than a scale of size — turning a straightforward price comparison

into something closer to a classification system, which is inherently more shareable than "here are some expensive houses."

The Story. Each card is one tier, anchored to a real/approved listing (e.g., Oro-Satori at $40M, Villa Skyfall at $85M), with a single line
naming what that tier is actually purchasing — privacy, provenance, view rights, scarcity. Final card: the psychological ceiling at the top

of the ladder and what changes once a buyer crosses it.

The Visual Language. Carousel, one listing per card, consistent crop and typographic treatment, each card's caption styled like a
museum placard rather than a price tag.

Why It Works. Works for buyers calibrating their own budget and for other agents studying her positioning — it's a reference tool

people screenshot, which extends its life well past the scroll.

Production Requirements. Approved photography across the price range, confirmed current pricing on every listing used, consistent
carousel template.

05 The Headline Audit

MARKET INTEL - REEL

The Big Idea. Senada takes a real, currently published claim about South Florida luxury real estate and audits it against what she's

actually seeing on the ground — issuing a clear verdict instead of a reaction.
The Hook. The real headline appears on screen. Senada: "Here's what that gets right. And what it leaves out."

The Creative Twist. It's structured as a fact-check, not a hot take — she's auditing the market press the way a journalist audits a

source, which is a genuinely different posture than "my thoughts on this article."

The Story. Headline on screen, broken into two or three specific claims. Each one gets confirmed, complicated, or corrected with
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something specific she's seeing. Closes with a stamped verdict: TRUE / OVERSTATED / OUTDATED.

The Visual Language. News-ticker-style lower third, a stamp animation for the verdict (matching the brand's restrained gold accent),
serif editorial type for the headline treatment, pacing that speeds up through the claims and slows for the verdict.

Why It Works. Investors and relocating buyers are already reading these headlines; being the person who tells them what's actually

true builds exactly the authority this pillar is meant to carry — and it's inherently shareable to anyone who read the same article.

Production Requirements. A real, current article to audit each time this runs [NEEDS: sourced market article/current research per

installment], stamp-graphic template, her recorded analysis.

06 The 15% Nobody Tells You About

MARKET INTEL - CAROUSEL

The Big Idea. FIRPTA withholding is a dry compliance topic until you attach a real number to it: the IRS can withhold 15% of a sale at
closing from a foreign seller, and most sellers find out at the closing table, not before.

The Hook. "If you're a foreign seller, the IRS takes 15% at closing — before you see a dollar. Most sellers find out at the closing table."

The Creative Twist. Runs under the named "Playbook" franchise and treats a legal mechanic like financial journalism — one specific,

quantifiable number instead of generic "know your taxes" advice, which is what makes it rewatchable and sendable.

The Story. Card 1: the number and the moment it hits. Card 2: the mechanism (why the withholding exists, who it applies to). Card 3:

the common mistake (not filing in advance to reduce it). Card 4: the actual fix and the realistic timeline.

The Visual Language. Minimal animated math graphic — a bar shrinking by 15% — restrained, premium, no clutter. Her voiceover

carries the explanation; text callouts isolate the percentage and the timeline.

Why It Works. Directly serves her international and Balkans-adjacent client base, gets saved and forwarded to attorneys and co-sellers,

and seeds the future paid Masterclass this franchise is designed to build toward.

Production Requirements. [NEEDS: compliance/legal review of all mechanics before publishing], graphic design for the math overlay,
script built only from confirmed FIRPTA mechanics — no case-specific details.

07 Is Delray the New Palm Beach?

MARKET INTEL - REEL/CAROUSEL

The Big Idea. Answer the actual question people are searching with a reasoned verdict built on mechanics — inventory, price-per-foot

trend, buyer profile — not vibes, and not "it depends."
The Hook. The literal search query types itself out on screen. Then: "Here's my answer."

The Creative Twist. It's SEO-native content disguised as editorial judgment — she's answering the internet's actual question, and she

ends on a real verdict instead of hedging, which almost no one in this space does.

The Story. Three data points compared side by side. Then the verdict, stated once: "Not yet. Here's the one metric that will tell you

when it is." No walk-back.

The Visual Language. Search-bar animation at open, split-screen location footage of both towns, data callout cards with consistent

styling, a stamped verdict graphic matching the brand's "Verdict" visual language.

Why It Works. Captures real search intent and converts it directly into authority; the clear verdict (rather than a hedge) is what makes
it save- and share-worthy — people quote verdicts, not nuance.

Production Requirements. [NEEDS: current comps/market data], location b-roll in both towns, verdict-stamp and search-bar graphic

templates.
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08 The Index Number

MARKET INTEL - REEL

The Big Idea. A recurring monthly franchise: instead of restating the headline price trend everyone already has, Senada names the one

specific, less obvious metric that's actually predictive — and explains why it matters more than the number everyone's citing.
The Hook. "Everyone's talking about median price. I'm watching this instead."

The Creative Twist. A contrarian-metric format that teaches real analytical literacy instead of regurgitating headline numbers — and

because it's dated and recurring, it builds appointment-viewing behavior the way a monthly column would.

The Story. Name the metric. Show the current reading. Explain, briefly, the mechanism behind why it's predictive. Close with what to
watch for next month.

The Visual Language. One bold number as the centerpiece graphic in the brand's editorial serif, minimal B-roll, a dateline card ("THE

INDEX — [Month] 2026") that anchors the franchise visually every time it runs.

Why It Works. Builds a habit — investors specifically return for "the number" the way they'd return for a column — and the monthly

dateline makes it feel like an institution rather than a one-off post.

Production Requirements. [NEEDS: current month's verified data source], recurring monthly graphic template, her analysis recorded
fresh each cycle.

09 The Palazzo Tapes — Episode 01: "I've Sold This House Four Times"

BEHIND THE DEAL - REEL

The Big Idea. Launch the named documentary series's cold open. Establish the premise — one property, four sales, escalating prices —

as a mystery, without resolving it yet.
The Hook. "I've sold this house four times. Each time, it taught me something the last sale didn't."

The Creative Twist. Treats a repeated transaction as a longitudinal case study — the house itself becomes a data point tracked across

market cycles, not a brag about repeat business.

The Story. Cold open hook, then a flash-forward montage of three price cards ($17M in 2020, $26M in 2023, $37M in 2024 — the 2024
buyer side traced to Mark Wahlberg's team, sourced to CNBC). Ends on a cliffhanger tag: "Episode 02: The First Sale."

The Visual Language. THE PALAZZO TAPES title card/wordmark opens the episode. Approved property photography, numbers

animating in like ledger entries, moody restrained score, slow push-ins, documentary pacing — no rush.

Why It Works. Serialized structure drives follow-and-return behavior; real dollar figures delivered as receipts (not adjectives) make it
credible to the press/agent audience this pillar is built for, rather than reading as a brag.

Production Requirements. Approved Palazzo material and photography, figures sourced to Traded.co/CNBC, title-card and ledger
graphics. [NEEDS: all figures reconfirmed against source before publish; the $37M/Wahlberg detail must carry its CNBC attribution on
screen].

10 The Palazzo Tapes — Episode 02: "$17M to $26M: What Changed"

BEHIND THE DEAL - REEL

The Big Idea. The three years between the first two sales is a controlled experiment: same walls, same lot, $9M more. Dissect what

actually moved the number.
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The Hook. "Same walls. Same lot. $9M more. Here's what changed."

The Creative Twist. Using two sales of the identical asset as a clean before/after comparison is a kind of analysis nothing else in real

estate content can offer this cleanly — nothing else is held constant.

The Story. Side-by-side "then vs. now" on the same asset. Name two or three specific value levers (market timing, repositioning,

improvements). Close on the lesson: what actually moves price when everything else is fixed.

The Visual Language. Match cuts on the same framing/angle where available, ledger-style price overlay carried over from Episode 01,

clean editorial sans captions naming each lever as it appears.

Why It Works. This is the "financial journalism" register the brief calls for — specific and analytical rather than anecdotal — and it

functions as a case study agents and press will cite, not just watch once.

Production Requirements. Approved transaction detail, then/now photography if available [NEEDS: confirm any

renovation/repositioning specifics with client before scripting], ledger graphic continuity from Episode 01.

11 The Palazzo Tapes — Episode 03: "Then Mark Wahlberg's Team Entered
the Story"

BEHIND THE DEAL - REEL

The Big Idea. The moment outside, high-profile interest enters a deal changes the mechanics of how it's handled — discretion, pace,

verification. Tell that procedurally, not as gossip.
The Hook. "When a name like that gets near a deal, everything about how you handle it changes. Here's what."

The Creative Twist. Deliberately refuses the gossip angle — reframes celebrity-adjacent interest as a case study in discretion and deal-

handling under scrutiny, which is the actual differentiator and the only angle that holds up to compliance.

The Story. Describe, strictly at the level already public via CNBC reporting, how the dynamics shift when a deal draws this kind of
attention — privacy protocols, pacing, verification steps. Close on the $37M closing landing.

The Visual Language. Slightly more restrained, serious visual tone than the earlier episodes. CNBC source tag on screen wherever the

Wahlberg-team detail is referenced ("per CNBC, October 2024"). No invented dialogue or detail.

Why It Works. This is the single most shareable detail in her entire portfolio, used in the only way that's actually safe and credible —
strictly sourced, procedural, not sensationalized — which is exactly what makes it hold up with press and other agents.

Production Requirements. CNBC-sourced material only [NEEDS: legal/compliance review of anything referenced beyond the public

CNBC reporting], on-screen source-tag graphic.

12 The Negotiation Anatomy: The Part Before the Showing

BEHIND THE DEAL - REEL

The Big Idea. An anonymized, structured dissection of the highest-leverage moment in a deal — what happens before a single buyer
walks through the door — told as a labeled case file, not a loose story.

The Hook. "The hardest part of this deal happened before anyone saw the house."

The Creative Twist. Structures the anecdote literally like a case file — Stage 1/ Stage 2 / Stage 3 — giving it an actual anatomy instead
of a vague "negotiations are tough" framing.

The Story. Stage 1 (Setup): what made this deal fragile before it started. Stage 2 (Pressure Point): the anonymized moment of

maximum tension. Stage 3 (Resolution): how it closed, and what it reveals about how she operates at this price point.

The Visual Language. Labeled chapter cards for each stage, seated interview-style footage of Senada as the spine, minimal cutaway B-
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roll, no music under the dialogue.

Why It Works. Hits the Access and Tension triggers the press/agent audience responds to, while staying inside what's actually sharable

— real mechanics, no exposed specifics.

Production Requirements. INTERVIEW PROMPT: "Walk me through a deal where the real negotiation happened before anyone ever
saw the house — what was the pressure point, and how did you resolve it?" Proposed script structure: Stage 1 setup (1-2 sentences) =
Stage 2 pressure point, anonymized (2-3 sentences) — Stage 3 resolution and lesson (1-2 sentences). [NEEDS: her confirmation that all

details are anonymized and cleared to share].

13 Street vs. ZIP Code

NEIGHBORHOOD GUIDE - REEL/CAROUSEL

The Big Idea. At the ultra-luxury level, the ZIP code is marketing — the street is the real value hierarchy. Prove it with a specific

comparison inside one named enclave.
The Hook. "Two houses. Same ZIP code. Millions apart. Here's why."

The Creative Twist. Subverts the way relocating and international buyers are taught to think in ZIP codes, replacing it with the finer-

grained unit that actually determines value.

The Story. Show two streets within one approved enclave. Compare what differentiates them — direct-ocean vs. intracoastal-adjacent,
lot depth, specific gate/HOA terms. Close with a rule of thumb for evaluating a street on its own merits.

The Visual Language. Map graphic zooming from ZIP level down to street level, drone transition into ground-level footage, text
annotations directly on the map.

Why It Works. Hits the Insider Knowledge trigger hard — it's a literacy tool relocating and international buyers will save and reuse the

next time they're evaluating an address.

Production Requirements. Drone and street-level footage of a specific approved enclave, her commentary on the two streets. [NEEDS:
confirm the specific streets/examples used don't breach any listing confidentiality].

14 The Town Behind the $90M Record

NEIGHBORHOOD GUIDE - REEL

The Big Idea. Most people have never heard of Manalapan. In December 2021 it set South Florida's highest recorded single-residence

sale. Use the record as evidence of the town's case, not as the headline itself.

The Hook. "Most people have never heard of Manalapan. In December 2021, it set a record no other town in South Florida has

broken."

The Creative Twist. Inverts the usual "price-led" real estate narrative into a place-led documentary — the $90M record is a proof point

inside a story about the town, not the other way around.

The Story. Establish the town's scale and scarcity (small, exclusive, limited inventory). Introduce the $90M record (source: Traded.co,
December 2021) as evidence. Explain the structural reasons prices run this high there — land scarcity, privacy, direct ocean-to-

intracoastal lots. Close on what it means for a buyer considering the town today.

The Visual Language. Aerial establishing shots, a map inset showing the town's tiny footprint relative to Palm Beach County, a record-
citation graphic with source tag.

Why It Works. Combines the Place and Money triggers — she becomes the authority on the town that actually holds the record, which

is a much stronger local-authority claim than "I know this neighborhood."
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Production Requirements. Manalapan location footage [NEEDS: drone permissions], $90M record citation (Traded.co), map and data

graphics.

15 What You're Actually Paying For Behind the Gates

NEIGHBORHOOD GUIDE - CAROUSEL

The Big Idea. The gate isn't the product. Unpack the specific, nameable mechanisms a gated-enclave premium is actually buying —

control of visibility, exclusivity of the resale pool, deed restrictions — instead of the vague idea of "privacy."
The Hook. "The gate isn't what you're paying for. This is."

The Creative Twist. De-mystifies the cliché "gated = private = expensive" into concrete, nameable mechanics — teaching literacy

instead of repeating the aspirational line everyone else uses.

The Story. Name two or three specific mechanisms (who can see you arrive, who else can buy into the pool, covenants protecting long-
term value), tie each to an approved enclave example, close with how to tell a gated community worth paying for from one that's just
gates.

The Visual Language. Gate/entry footage opening the carousel, numbered callout graphics for each mechanism, a confident direct-to-

camera close.

Why It Works. Pure "Invisible Premium" territory — it rewards buyers who want substance over cliché, which is exactly the audience
this pillar is meant to hold onto.

Production Requirements. Footage of an approved gated enclave (e.g., Stone Creek Ranch) [NEEDS: enclave access approval], her

breakdown of the specific mechanisms.

16 $719M Is Not the Story. This Is.

CLIENT WINS - CAROUSEL

The Big Idea. A large aggregate number means nothing without the structure behind it. $719M+ across 29 deals is 29 decisions made

correctly in a row — break down what that actually required, using the five-step receipts structure.
The Hook. "$719 million sounds like a headline. It's actually 29 decisions made correctly in a row."

The Creative Twist. Refuses to let the big number be the payoff — reframes aggregate volume as evidence of repeatable judgment
rather than a market tailwind or luck.

The Story. Number ($719M+, 29 deals, source: Traded.co) — Context (span of the track record) — Problem (what's structurally hard
about repeating this at this price tier — access, trust, discretion) = Action (what she does consistently across deals) = Outcome (what

it proves to a prospective client: evidence, not promises).

The Visual Language. A ledger/counter graphic ticking toward $719M on the opening card, a serif pull-quote card for each of the five

steps, gold accent reserved only for the headline number.

Why It Works. Directly executes "receipts over adjectives" — it turns a boast into a demonstrated system, which is what press, other
agents, and past clients actually respect.

Production Requirements. Traded.co citation for the figure, her commentary for the Problem/Action steps. INTERVIEW PROMPT (if
her personal framing is needed): "What's actually hard about repeating this at this volume — what has to go right every single time?"
Five-step carousel template.
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17 A Record Isn't a Price. It's a Process.

CLIENT WINS - REEL

The Big Idea. Unpack, via the five-step structure, what actually had to happen — at a publicly shareable level — for the $90M

Manalapan sale to become South Florida's highest recorded single-residence sale. The record is proof of process, not luck.
The Hook. "A $90M record doesn't happen because a house is beautiful. Here's what it actually took."

The Creative Twist. Interrogates the "record" framing instead of just celebrating it — turns a trophy stat into a case study on process,

which is a very different (and more credible) use of the same fact.

The Story. Number ($90M, closed December 2021, South Florida's highest single-residence sale on record) — Context — Problem
(what's uniquely hard about marketing and negotiating at a once-in-a-market price) = Action = Outcome (what this proves to a

prospective seller deciding who should list at this tier).
The Visual Language. A record-plaque-style graphic for the $90M stat, restrained documentary tone throughout, on-screen source tag.

Why It Works. Hits Money and Judgment at once — it speaks directly to the prospective $10M+ seller trying to determine who can
actually handle a listing at the top of the market.

Production Requirements. Verified record citation. INTERVIEW PROMPT: "What's the one thing about marketing a $90M listing that
nobody would guess is the hardest part?" [NEEDS: confirm which process details are public-safe to share before scripting].

18 When the Appraisal and the Market Disagree
CLIENT WINS - REEL/CAROUSEL

The Big Idea. At the ultra-luxury level, the appraisal and the sale price don't always agree — explain the general mechanism of why
that happens and why it doesn't have to kill the deal.

The Hook. "At this price point, the appraisal and the sale price don't always agree. That's not the end of the deal."

The Creative Twist. Reframes a moment buyers and sellers genuinely fear into a navigable, known mechanism she's equipped to
handle — competence as the twist, not drama.

The Story. Context (why this happens more often above a certain price point — comp scarcity) = Problem (what's actually at stake
when the numbers diverge) = Action (the general paths available: cash bridge, renegotiation, documented comps) = Outcome (the

deal still closes at price).

The Visual Language. A simple two-bar graphic — appraisal value vs. contract price — with the gap highlighted, calm and authoritative

delivery, no urgency in the pacing.

Why It Works. Directly addresses a real fear for buyers and sellers at this tier and builds trust through demonstrated competence
rather than reassurance alone.

Production Requirements. [NEEDS: confirm whether this runs as a general mechanism explainer or ties to a specific client-approved

example — do not attach to an unapproved specific deal], her on-camera explanation, two-bar comparison graphic.

19 7:03 AM, Palm Beach

LIFESTYLE & LUXURY - REEL

The Big Idea. Treat one specific, unglamorous-sounding minute of the morning as a lens for what the architecture is actually doing —
light angle, material response, sound — before anyone else is awake.

The Hook. "7:03 AM. No one's awake yet. This is when you can actually see what the architect did."
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The Creative Twist. Elevates ambient lifestyle content into design criticism by being absurdly specific about the time and tying it

directly to a design decision, rather than offering mood for its own sake.

The Story. A slow, real-time-feeling sequence through the property at that exact hour. Captions name the specific design choice the

light reveals — stone that only shows its grain in low light, a window oriented for this exact exposure. No sales language anywhere.

The Visual Language. No cuts faster than necessary, natural sound up, minimal or no score, warm color grade, a single caption card —
nothing more.

Why It Works. Pure brand-building for Saturday's reach-only mandate; the "architecture/design criticism" register the brief asks for

shows up visually here more than anywhere else in the calendar.

Production Requirements. Early-morning access to a property [NEEDS: owner/seller permission for off-hours filming], no sales copy in
any caption.

20 The Part of Luxury That Never Makes the Listing Photo

LIFESTYLE & LUXURY - REEL

The Big Idea. Isolate one tactile detail per installment — hardware weight, stone temperature, a door's seal and sound — that defines

felt luxury but is invisible in photography.
The Hook. "You can't photograph this. You have to feel it."

The Creative Twist. Deliberately chooses details that are anti-photogenic — the opposite of what real estate marketing normally leads

with — and that contrarian choice is itself the hook.

The Story. Extreme close-up on one material or mechanism. Slow-motion interaction (a door closing, hardware turning). No wide shot
of the house appears in this installment at all.

The Visual Language. Macro lens, shallow depth of field, sound design built around the actual click/weight/texture (no music needed),

minimal text.

Why It Works. Sharply differentiates from standard real-estate video grammar and rewards design-literate viewers who scroll past
typical property content without stopping.

Production Requirements. Macro-capable camera/lens, property access for close-up filming, careful on-location sound capture.

21 The Five Seconds Before the Front Door
LIFESTYLE & LUXURY - REEL

The Big Idea. Good architecture choreographs arrival as a sequence of reveals. Follow that literal sequence and name what it's doing to
you, psychologically, before you ever reach the door.

The Hook. "The best houses don't show you everything at once. Here's the sequence this one uses."

The Creative Twist. Names and breaks down the choreography — gate, drive curve, first sightline, threshold — as an intentional design

technique rather than a pretty drive-up shot.

The Story. Follow the literal arrival path in real time. A caption appears at each choreographed beat. The sequence ends right at the

threshold — it doesn't go inside. The restraint is the point.

The Visual Language. Continuous tracking shot (gimbal or vehicle mount), captions appearing exactly on each design beat, hard cut to
black at the door.

Why It Works. Reframes a mundane real-estate B-roll staple — the drive-up — as an actual design lesson, which is territory nothing
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else in a standard realtor feed occupies.

Production Requirements. Gimbal or vehicle mount, property and gate access. [NEEDS: owner permission for driveway/gate filming].

22 The Cost of the View

LIFESTYLE & LUXURY - PHOTO EDITORIAL

The Big Idea. Isolate exactly one view and hold it with the attention of a gallery piece — no commentary on price, no adjectives,

nothing but sustained attention. The restraint itself communicates value.
The Hook. Silent open on the view itself, held static for several seconds before anything else happens.

The Creative Twist. Zero explanation, zero price mention, zero adjectives — radical restraint as the luxury signal, which is the direct

opposite of "content that just repeats how expensive a property is."

The Story. A static or slow push-in on the view, ambient sound only. A single spare caption at the very end — just a location name,
nothing else. No CTA.

The Visual Language. Tripod or slider, natural light only, longest held shot anywhere in the content calendar, no score or a single
sustained ambient tone.

Why It Works. In a feed saturated with hard-sell luxury content, stillness reads as the most expensive thing on the page — it's the kind
of frame people screenshot and set as a lock screen, which is a save behavior nothing else in the calendar earns.

Production Requirements. Property/view access at optimal time of day [NEEDS: owner permission], tripod or slider equipment.

23 The Unpopular Assessment

SENADA'S POV - REEL

The Big Idea. A recurring franchise where Senada states one belief about luxury real estate that most people in her position wouldn't

say out loud — delivered as a flat, confident verdict, never a rant.
The Hook. "Here's something most agents in my position won't say."

The Creative Twist. Built as a named, predictable format for contrarian opinions — one sentence, delivered cold, no softening at the

end — which turns "personality content" into something the audience learns to expect and check for.

The Story. Single-take, direct to camera. The statement lands once at the top. Fifteen to thirty seconds of reasoning follows. No walk-

back, no "but obviously it depends" close.

The Visual Language. Tight single-camera framing, no B-roll, minimal edit, a title card stamp — "THE UNPOPULAR ASSESSMENT" —

opening every installment.

Why It Works. Pulls directly from the Judgment and Contrast triggers that already work on TikTok and ports them naturally into the

Sunday pillar; the consistent format builds a habit of checking for her actual opinion.

Production Requirements. INTERVIEW PROMPT: "What's one belief about luxury real estate that most agents at your level wouldn't
say publicly?" Proposed script structure: cold statement (1 line) = reasoning (2-3 beats) — no softening close. [NEEDS: her

confirmation of the final line before publishing].

24 Overrated. Underrated.
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SENADA'S POV - REEL

The Big Idea. A paired-verdict format: one luxury feature she thinks is overrated, one she thinks is consistently worth paying for,

delivered back to back, every time, as a matched pair.
The Hook. "One thing | think is overrated in luxury real estate. One thing | think is always worth it."

The Creative Twist. The fixed pairing — always exactly one overrated, one underrated — becomes a recognizable, repeatable format

the audience can predict and look forward to, instead of a loose, one-off opinion video.

The Story. Two beats of roughly equal screen time, each a flat verdict with one line of reasoning. The tension between the two is never
resolved — no "but it depends" at the end.

The Visual Language. Color-coded caption bars (a muted tone for "overrated," the brand's gold accent for "worth it"), direct to camera

throughout.

Why It Works. Pure Contrast trigger — pairing opposing verdicts invites disagreement in the comments, and the recurring shape builds

appointment behavior around her opinions specifically.

Production Requirements. INTERVIEW PROMPT: "What's one luxury feature you think is overrated, and one you think is consistently
worth paying for?" Proposed script structure: overrated verdict + one line of reasoning, then underrated verdict + one line of

reasoning, no resolution between them. [NEEDS: her confirmation].

25 What $719 Million Taught Me About People

SENADA'S POV - REEL

The Big Idea. Use the verified aggregate figure as a credibility anchor for a reflective statement about buyer and seller psychology at

the ultra-luxury level — the insight is about people, not houses, which is what actually gets saved.
The Hook. "$719 million in transactions doesn't teach you about houses. It teaches you about people."

The Creative Twist. Deliberately refuses the expected lesson (something about real estate) and redirects to psychology — the big

number earns the insight instead of being the point of the video.

The Story. State the number once as the frame. Deliver the actual lesson — her real reflection, drawn from interview, not invented.
One general supporting example, no confidential specifics. Close by restating the insight.

The Visual Language. Direct to camera, single cut, minimal graphics beyond a one-time number overlay at the open.

Why It Works. This pillar's audience is existing followers and past clients — they respond to reflection, not stats. The number lends
weight without becoming the content itself, which is exactly the loyalty objective this day is built for.

Production Requirements. Traded.co-sourced $719M figure. INTERVIEW PROMPT: "What has doing $719M+ in deals actually taught
you about the people on the other side of the table — not the houses?" [NEEDS: her confirmation of the final insight before publishing].

26 The Part of This Job Nobody Sees

SENADA'S POV - REEL

The Big Idea. Directly confront the public's assumption that ultra-luxury real estate is glamorous, with the specific, unglamorous reality
of what actually fills her time — a myth-vs-reality reveal in her own voice.

The Hook. "People think my job is showing beautiful houses. That's maybe ten percent of it."

The Creative Twist. Instead of a generic "it's hard work" platitude, this forces a specific breakdown of the other ninety percent —

specificity is the twist, and it's what keeps this from reading as a banned "day in the life" post.
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The Story. State the myth. Name two or three specific, concrete realities that actually fill her time, drawn from her real input. Close on

why that reality is the actually valuable part for a client to understand.
The Visual Language. Direct to camera, a simple "10% / 90%" graphic appearing once near the top, no further graphics after that.

Why It Works. Humanizes without becoming a generic vlog — the myth-correction structure, backed by real specificity, is what builds
trust and loyalty with an audience that already knows her.

Production Requirements. INTERVIEW PROMPT: "If showing beautiful houses is maybe ten percent of your actual job, what fills the
other ninety percent?" Proposed script structure: myth statement — two to three specific realities = why it matters to clients. [NEEDS:

her confirmation of the specifics before publishing].
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The Hook Library

104 hooks organized by storytelling mechanism, not subject — each one a reusable device a script can be built behind.
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Organized by storytelling mechanism, not by content pillar — each hook is a reusable device (an observation, a contradiction, a
cost, a trade-off, etc.) that any script can be built behind, not a one-time line tied to a single post.

1. The Specific Observation

(Spoken) Manalapan has no stoplights and one $90 million sale on record.

(Visual-first) The portfolio's floor is $3.7 million. The ceiling is $85 million.

(Spoken) This penthouse is listed as unit PH4. That number isn't a coincidence.

(Visual-first) One listing was repriced to exactly $29,995,000. Here's why that number.

(Spoken) The industry average is 1.22% engagement. That number stops mattering above $10M.
(Visual-first) Four sales. Three confirmed prices. One address in Delray Beach.

(Spoken) Between the first and second sale of this house, it was renovated.

(Visual-first) This listing sits on Spanish River Road, not South Ocean Boulevard.

(Spoken) Villa Skyfall is listed at $85 million, on what's called Billionaire's Row.

(Visual-first) Stone Creek Ranch sits inside Billionaire's Row's actual boundary, not beside it.

(Spoken) Three sale prices on this house are confirmed. A fourth is still being verified.

2. The Contradiction

(Spoken) The most expensive sale in South Florida history didn't happen in Miami.

(Visual-first) Zero stoplights. One $90 million sale. Both true at once.

(Spoken) The appraisal came in lower than the list price. That's not a failure.

(Visual-first) A repriced listing looks like a loss. Usually it's a correction.

(Spoken) Old money stopped being quiet. New money stopped being loud.

(Visual-first) Four sales on one house. Not a red flag — a résumé line.

Spoken) Negotiation is supposed to get colder at the top. Mine doesn't.

Visual-first) Palm Beach and Delray Beach sit close together and still don't compete for the same buyer.
Spoken) The least photographed room in a $20 million house sometimes sells it.

Visual-first) The industry average is 1.22% engagement. The deals at this level don't average.

Spoken) A four-time sale on one address isn't suspicious. At this level, it's normal.

—_ e~ o~ o~~~

Visual-first) Social media outranks the MLS as a lead source. Most agents still ignore it.

3. The Hidden Cost
(Spoken) FIRPTA isn't a technicality. For a foreign seller, it's a withholding cost.

(Visual-first) An LLC structure protects privacy. It doesn't always protect the financing timeline.
(Spoken) Renovating before a sale isn't free, and it isn't always optional.

(Visual-first) A repriced listing costs more than money. It costs perceived momentum.
(Spoken) Privacy at this price point has a price of its own.

(Visual-first) The appraisal gap on a $40 million home becomes someone's problem.
(Spoken) Every extra week on market costs a seller leverage, not just time.
(Visual-first) A cash buyer skips financing. They don't skip due diligence.

(Spoken) The real cost of an international purchase shows up after closing, not before.
(Visual-first) Staging an $85 million listing is not the same bill as staging a condo.
(Spoken) A seller who won't negotiate on price still pays for the delay.

(Visual-first) The cost of being wrong about FIRPTA isn't a fine. It's the deal.

4. The Trade-Off

(Spoken) You can have privacy on Billionaire's Row, or you can have exposure. Not both.

(Visual-first) Sell fast, or sell for the number. Pick one.

ESTMA AGENCY - THE INDEX - INSTAGRAM CREATIVE & PRODUCTION PLAYBOOK



(Spoken) An LLC buys privacy. It costs you some financing flexibility.

(Visual-first) Renovate before listing, or price for the buyer who will.

(Spoken) Off-market protects the seller's name. It narrows the buyer pool.
(Visual-first) A quiet enclave like Manalapan trades walkability for zero stoplights.
(Spoken) Paying cash skips the bank. It doesn't skip the paperwork.

(Visual-first) A faster closing timeline usually means a smaller negotiation window.
(Spoken) You can chase the highest comp, or you can chase the right buyer.
(Visual-first) Public listings get more eyes. Off-market gets more control.

(Spoken) International buyers trade a longer closing for currency and tax advantages.

(Visual-first) A seller can hold for the number, or hold the market's patience. Not forever.

5. The Misconception

(Spoken) People assume price per square foot still means something above a certain number. It doesn't.
(Visual-first) Days on market looks like desperation. Past $20 million, it rarely is.

(Spoken) Most people think an appraisal is a formality. At this level, it's a second negotiation.
Visual-first) An LLC doesn't automatically help an international buyer. Sometimes it slows them down.
Spoken) People assume negotiation gets colder at the top. It gets more precise.

Visual-first) A four-time sale reads like a problem. It's usually the opposite.

Spoken) FIRPTA sounds like a line item. It can change whether a deal closes.

Visual-first) People assume a repriced listing failed. Sometimes it just got honest.

—_ e~ e~ o~~~

Spoken) Everyone assumes the loudest street carries the highest price. It doesn't work that way here.
(Visual-first) Most buyers think the list price is the start of the real number.
(Spoken) People think the $106 million figure on this house is settled. It's still being verified.

(Visual-first) Social proof looks optional at the top of the market. The data says otherwise.

6. The Architectural Detail

(Spoken) This listing is unit PH4. The floor number is part of the pitch.

(Visual-first) At this price point, a pool stops being a feature. It becomes a statement.

(Spoken) Villa Skyfall's address puts it on what buyers call Billionaire's Row.

(Visual-first) The finish nobody photographs is usually the one that cost the most.

(Spoken) Some rooms in a $20 million house are built to never be the selling point.

(Visual-first) Oro-Satori closed at $40 million. The number alone doesn't explain the layout.
(Spoken) Stone Creek Ranch was built as an enclave, not a single listing.

(Visual-first) A penthouse unit number can tell you more than the square footage.

(Spoken) An $85 million listing is designed to be photographed from one angle first.

(Visual-first) The difference between a $17M version of this house and a $26M one wasn't the walls.

(Spoken) At the top of this market, the view is underwritten like a structural feature.

7. The Negotiation Dynamic

(Spoken) Nobody negotiates a $37 million closing the way they negotiate a $700,000 one.
(Visual-first) The appraisal didn't end the negotiation. It started a second one.

Spoken) The showing almost didn't happen. The closing almost didn't either.

Visual-first) Silence is a negotiating position at this price point, not a pause.

Spoken) By the time the appraisal came back, the terms had already moved.

Visual-first) At the top of the market, timeline is the real leverage, not price.

Spoken) A buyer's team showing up through counsel changes how the first call goes.

—_ e~ o~ o~~~

Visual-first) The call came in on a Sunday. The house hadn't been listed in years.
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(Spoken) International buyers negotiate differently when the structure is an LLC, not a name.
(Visual-first) Some closings take longer on purpose. The delay is the strategy.

(Spoken) The hardest point in any negotiation here isn't the price. It's the timeline.

8. The Local Insider Edge

(Spoken) Spanish River Road and South Ocean Boulevard get confused constantly. They're not the same street.
(Visual-first) Billionaire's Row isn't a marketing name. It's a specific stretch of real estate.

(Spoken) Palm Beach and Delray Beach aren't competing for the same buyer, and locals know it.

(Visual-first) Boca has an old-money dynamic and a new-money dynamic. They're not the ones outsiders guess.
(Spoken) Fort Lauderdale's ultra-luxury market isn't where most buyers think to look yet.

(Visual-first) Stone Creek Ranch gets mentioned before most buyers can place it on a map.

(Spoken) Miami isn't South Florida's only ultra-luxury market. It's just the loudest one.

(Visual-first) Manalapan has no stoplights, and locals will tell you that's the point.

(Spoken) International buyers ask about the same handful of enclaves before they ever land.

(Visual-first) Delray Beach didn't earn its nickname overnight, and the timeline matters.

(Spoken) There's a reason certain streets never show up on a national map search.

9. The Verified Record

(Spoken) $719 million in tracked transaction volume. Twenty-nine deals. Source: Traded.co.
(Visual-first) $90 million in Manalapan, December 2021 — South Florida's highest single-residence sale on record.
(Spoken) CNBC, Bloomberg, MSNBC, FOX, and The New York Times have all covered this record.
(Visual-first) One house sold four times. Three prices are public. A fourth is still being confirmed.
(Spoken) The buyer's side on the $37 million sale traces to Mark Wahlberg's team.

(Visual-first) Twenty-nine deals and counting isn't a tagline. It's a running, sourced total.

(Spoken) This got press for who closed it, not just the number.

(Visual-first) $17 million in 2020. $26 million in 2023. $37 million in 2024. Same house.

(Spoken) A number this large isn't a claim — it's tracked independently, deal by deal.

(Visual-first) Add up all four sales and you get near $106 million — a number we're still confirming.
(Spoken) The record stands at $719 million tracked, 29 deals, independently sourced.

(Visual-first) When a national outlet checks a deal before running it, that's the proof point.
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The Reels

Twenty-five full production scripts — creative brief, three alternative hooks, a timed storyboard, real dialogue, shot list, post-
production direction, and a complete distribution package for each.
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Nine production-ready Reel scripts for Senada AdZzem / Douglas Elliman

Pillars covered: Listing Spotlight - Market Intel (Market Pulse + The Playbook) - Behind the Deal ("The Palazzo Tapes," 3-episode
Instagram cut)

All figures, listings, and source attributions are drawn only from the approved facts file. The Palazzo di Lago combined ~$106M
figure is flagged unconfirmed everywhere it appears. Lines presenting Senada's personal opinion are marked [DRAFT — confirm
with Senada]. Any production detail not in the facts file (exact sqft, room counts, architect, specific interior finishes) is marked
[PLACEHOLDER — confirm with listing sheet/Senada before filming].

REEL 01

The Dossier

Pillar: Listing Spotlight - Duration: 48s

A. Creative Brief

Concept: Villa Skyfall (800 S Ocean Blvd PH4, Delray Beach, $85M, "Billionaire's Row") is never shown as a walkthrough. It's
shown as a case file — a numbered, partially redacted dossier that Senada "opens" for the camera, one tab at a time. The
property is treated as a record under review, not a home for sale, which is the literal brand platform of THE INDEX.

Objective: Position Villa Skyfall as an asset a small set of qualified buyers are actively circling. Drive qualified DMs/pre-
qualification inquiries — not open-house foot traffic.

Target audience: $10M+ buyers and sellers; secondarily, press and agents tracking Billionaire's Row inventory.

Key insight: Buyers at this level don't respond to adjectives — they respond to scarcity and process. The fewer people who get
to see something, the more they want to be one of them.

Intended reaction: "l want to know if | qualify to see this." Curiosity about access, not aesthetics.

Ideal duration: 45-50s — the dossier structure needs time to build without feeling rushed.

B. Three Hooks

Visual-first: Tight overhead shot of a hand opening a stamped folder reading "FILE 07 — ACTIVE," Villa Skyfall's facade visible
only through the gap as the folder opens.

Spoken: "This file's been open since March. Four people have seen page two."

Contrarian: "I'm not going to show you Villa Skyfall. I'm going to show you why most people never will."

C. Storyboard

TIME VISUAL FRAMING/ DIALOGUE/VO ON-SCREEN TEXT EDIT/TRANSITION
MOVEMENT

0:00-0:04 Desk surface, low Overhead static, VO (Senada): "This  FILE 07 — ACTIVE Hard cut on folder- = Low paper-rustle
warm light. A then folder opens  file's been open open to next shot foley, single low
manila folder toward camera; since March." string note holds
stamped "FILE 07 facade glimpsed under
— ACTIVE" sits through the gap
closed. Hand only.
enters frame.

0:04-0:09 Inside the folder:a  Macro, slow push VO: "Four people PAGE 2 OF 11 Cut String note
single typed index  in on the redacted have seen page sustains, no
card, "ADDRESS: line. two." percussion yet
REDACTED,"
clipped to a photo
corner-cropped so
only a column and
a slice of ocean
show.

0:09-0:16 Senada at a desk, Medium shot, SENADA (to — Cut String resolves into
folder open in static, shallow camera): "Eighty- a single sparse
front of her, depth of field — five million dollars piano note

speaking directly
to camera for the
first time.
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soft in foreground.
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doesn't need a
tour. It needs a
reason." [DRAFT
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TIME VISUAL FRAMING/ DIALOGUE/VO ON-SCREEN TEXT EDIT/TRANSITION SOUND
MOVEMENT
— confirm with
Senada: her actual
phrasing/stance
on why this listing
is handled
differently]
0:16-0:26 Dossier tabs flipin  Flat-lay macro on VO: "South Ocean  Each card's text, Whip-cut flip Page-flip foley on
sequence — each each card, Boulevard. large serif, one line  transition, same beat, piano
one a specific, consistent flip Penthouse four. at atime rhythm each time ~ continues sparse
verifiable fact, not  rhythm, same Eighty-five (0.8s per card)
a feature: light. million."
"BILLIONAIRE'S
ROW — S OCEAN
BLVD." / "PH4." /
"ASKING:
$85,000,000."
0:26-0:34 First and only real Drone or boat- VO: "This is the FOOTAGE 1 OF 1 Hold — no cut Piano drops out;
visual of the mounted shot, only footage mid-shot ambient
property — a slow lateral glide, leaving this file ocean/wind only
single, brief, held wide — no today."
controlled exterior  zoom, no cutting
shot of Villa Skyfall  on beat drops.
from the water,
held, no music
swell.
0:34-0:41 Back to Senada, Medium shot, SENADA: "If you — Cut on folder close  Low string returns,
folder now closing.  same setup as need to see the single sustained
0:09. rest, you already note
know how to reach
me." [DRAFT —
confirm phrasing]
0:41-0:48 Folder closed, Static overhead, — FILE 07 — Fade to black Note resolves and
stamp overlay: same as opening. PENDING REVIEW - fades
"FILE 07 — @[handle]
PENDING
REVIEW."
Logo/handle card.
D. Dialogue

SENADA (to camera, 0:09): "Eighty-five million dollars doesn't need a tour. It needs a reason." [DRAFT — confirm with Senada]

SENADA (to camera, 0:34): "If you need to see the rest, you already know how to reach me." [DRAFT — confirm with Senada]

VO lines (0:00-0:26) are narration/text-driven and can be delivered as voiceover rather than on-camera lines if preferred — see
Alternative Execution.

E. Production Shot List

® Overhead static: folder on desk, closed, consistent warm practical light (tungsten, ~3200K) — no window light that will shift
during the shoot.

® Macro: redacted index card and corner-cropped photo inside folder; shoot at f/2.8 or wider for shallow focus on the
"REDACTED" stamp.

o Medium, locked-off: Senada at desk, two setups (opening line, closing line), same lens/framing both times for match-cut
consistency.

e Flat-lay macro sequence: 3 index cards shot individually, same light/angle, designed to be flipped in edit at consistent rhythm
— shoot each card held 3-4s minimum for clean cut points.

® Exterior: single controlled shot of Villa Skyfall from the water (drone or boat), slow lateral glide, no zoom — this needs

[NEEDS: listing/seller permission for exterior filming and any aerial/drone use, plus brokerage compliance sign-off].
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e Cutaway: folder closing, same overhead framing as open.

® B-roll safety: grab 10-15s extra static of the closed folder with stamp for the outro card and for Stories.

F. Post-Production Notes

Pacing holds deliberately slow through the first 26 seconds — no quick cuts, no music swell — because the entire premise is
restraint; a fast edit would undercut the "this is privileged information" conceit. The one exterior shot (0:26-0:34) is the only
moment the edit opens up, and it should be held a full beat longer than feels comfortable before cutting back to Senada, so it
reads as a reveal rather than b-roll. Color: desaturate the folder/desk sequences slightly toward cool neutral (this is "file room,"
not "home"), then let the single exterior shot run warmer and fuller saturation — the contrast sells the reveal. Captions: serif,
small, document-style (think case-file typewriter aesthetic, not bold Impact-style Reel text) — this is the one Reel in the batch

where loud caption design would work against the concept. Sound: no licensed "cinematic" track — build it from a single
sustained string note and one piano note, both sparse; silence is doing real work here. Avoid trending audio entirely; it breaks the
file-room tone instantly.

G. Distribution Package

e Headlines: 1) "FILE 07: ACTIVE." 2) "Four people have seen this listing. You're about to be the fifth." 3) "The $85M file
nobody's opening."

e Caption: "Not every listing needs a tour. Some need a reason. Villa Skyfall — 800 S Ocean Blvd, Penthouse 4, Delray Beach's
Billionaire's Row — is asking $85M, and it's being shown the way a file gets shown: to the people who've already qualified to
see it. If that's you, the next step isn't a showing request. It's a conversation. South Florida ultra-luxury real estate, handled
the way the inventory deserves. #DelrayBeach #BillionairesRow #SouthFloridaRealEstate #LuxuryRealEstate #DouglasElliman"

o Natural search language used: "Billionaire's Row," "Delray Beach luxury real estate," "South Ocean Boulevard," "$85M listing"
— phrasing that mirrors how buyers and press actually search, not hashtag-stuffing.

e CTA: "DM 'FILE 07' to request the rest of the record."

e Story teaser (posted ~2 hrs before): Static shot of the closed folder, text: "Opening File 07 at [time]. Eighty-five million
reasons to pay attention." Poll sticker: "Think you know which street this is on?" [S Ocean Blvd / Guess]

e Story follow-up (posted after the Reel): Boomerang or short clip of the folder re-closing, text: "File 07 is now pending review.
DMs are open." Link sticker to inquiry form if available.

e Pinned comment: "For context: this is Villa Skyfall, 800 S Ocean Blvd PH4, Delray Beach — asking $85M, part of Billionaire's

Row's current inventory. Serious inquiries, DM me directly."

H. Alternative Execution (no Senada on camera)

Drop the two on-camera lines entirely and run the whole Reel as voiceover over the dossier visuals — the folder, the redacted
cards, the single exterior shot. The closing line becomes on-screen text instead of spoken dialogue: "If you need to see the rest,
you know how to reach this office." This version actually tightens the concept, since a disembodied narrator reading a "file" feels
more procedural and less like a sales pitch — it may be worth testing as the primary cut rather than treating it as the backup.

The Room They Didn't Touch

Pillar: Listing Spotlight - Duration: 30s

A. Creative Brief

Concept: Oro-Satori ($40M) is introduced through a single detail — not a full tour — built around the idea that a serious
renovation or build often leaves exactly one room untouched, and that room tells you more about the house's real character
than the ten rooms that got the full treatment. The Reel never explains "why" fully; it leans into specificity as a flex, not an
adjective.

Obijective: Generate qualified interest and saves/shares among design-literate, aspirational-to-active buyers; reinforce
Senada's positioning as someone who notices detail, not just square footage.

Target audience: $10M+ active buyers plus a secondary design/architecture audience (crossover into Saturday's Lifestyle
pillar's followers).

Key insight: In ultra-luxury, "untouched" and "original" are more credible signals of value than "fully renovated" — restraint
reads as confidence.
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Intended reaction: "I want to know which room, and why it was the one they kept."

e Ideal duration: 28-32s — a single-detail concept with one clean reveal, doesn't need more runway.

B. Three Hooks

e Visual-first: Extreme close-up on a specific architectural detail — a door handle, a stair tread, a window seam [PLACEHOLDER
— confirm the specific detail/room with listing sheet before filming] — held long enough to feel deliberate before pulling
back.

® Spoken: "Everything in this house was redone except one room. That's the room I'd buy it for."

e Contrarian: "The most expensive room in a $40M house isn't the one that got renovated."

C. Storyboard

TIME VISUAL FRAMING/ DIALOGUE/VO ON-SCREEN TEXT EDIT/TRANSITION
MOVEMENT

0:00-0:03 Extreme close-up Macro, static, held — Hold Ambient room
on the untouched — no movement, tone only, no
room's defining deliberately music yet
detail uncomfortable
[PLACEHOLDER: length for a hook.
confirm detail].

0:03-0:07 Slow pull back to Smooth SENADA (VO): — Cut on completion  Single piano chord
reveal the full dolly/gimbal pull- "Everything in this of pull-back enters
room. back, controlled house was

speed. redone."

0:07-0:12 Quick sequence of = Handheld-smooth, = SENADA (VO): RENOVATED / Quick cuts, snap- Light percussive
3 renovated 3 quick shots, "Except this one." RENOVATED / pace tick on each cut
spaces elsewhere ~1.5s each. RENOVATED
in the home —
fast, almost

dismissive pacing.

0:12-0:18 Back to the Static wide, let it SENADA (VO): ORIGINAL Cut, hold Music drops to
untouched room, breathe. "That's the room near-silence
wider shot this I'd buy the house
time, full context. for." [DRAFT —
confirm with

Senada: is this
actually her take,
or does she want a
different framing]

0:18-0:23 Exterior/ Wide establishing, — ORO-SATORI - Cut Music returns, low
establishing shot slow push. $40M
of Oro-Satori.
0:23-0:30 Senada, direct to Medium shot, SENADA: "Some — Fade to black with  Music resolves
camera, closing static. houses get rebuilt. handle card
line. The good ones get
edited.” [DRAFT —
confirm
phrasing/stance
with Senada]
D. Dialogue

SENADA (VO, 0:03): "Everything in this house was redone." (factual framing, not an opinion — safe as written)
SENADA (VO, 0:07): "Except this one." (factual framing — safe as written, pending confirmation of which room)
SENADA (VO, 0:12): "That's the room I'd buy the house for." [DRAFT — confirm with Senada]

SENADA (to camera, 0:23): "Some houses get rebuilt. The good ones get edited." [DRAFT — confirm with Senada]
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E. Production Shot List

® Macro/extreme close-up on the untouched room's key detail — needs a confirmed subject from the listing sheet before
scheduling the shoot; stage 2-3 candidate details as backups.

e Controlled pull-back from macro to full room — gimbal or slider, consistent speed, rehearse the move before recording (this is
the technical anchor shot of the Reel and needs multiple takes).

® Three renovated-space cutaways elsewhere in the home — handheld-smooth (gimbal), fast but not shaky, consistent light
temperature across all three so the cut doesn't feel jarring.

® Wide establishing exterior of Oro-Satori — golden hour preferred for the $40M establishing card. [NEEDS: listing/seller
permission for exterior and interior filming, brokerage compliance sign-off]

e Medium static of Senada for direct-to-camera closing line — same framing/lens as other Listing Spotlight Reels for visual
consistency across the pillar.

F. Post-Production Notes

The entire Reel hinges on the opening hold being uncomfortably long for a Reel — 3 full seconds on an unexplained macro shot is
counter to typical fast-hook editing, and that's deliberate; it signals "this isn't disposable content" before a single word is spoken.
Keep the three "renovated" cutaways genuinely fast and slightly cold in color grade, then let the untouched room run warm,
slightly higher contrast, more saturated — the grade itself should argue the point before the dialogue does. Captions: minimal,
appear only on the words "RENOVATED" and "ORIGINAL" — don't caption every line, let the visual pull-back do the work on the
opening beat. Sound: single sustained piano chord, no percussion build, no drop — this isn't a hype edit. Avoid any trending audio;
the pacing is too specific and controlled to layer over a trend's native rhythm.

G. Distribution Package

o Headlines: 1) "They redid everything except this." 2) "The one room they didn't touch at a $40M property." 3) "Some houses
get rebuilt. The good ones get edited."

e Caption: "Oro-Satori is asking $40M, and almost every room in it has been reworked — except one. That room is the reason
the house works. Renovation tells you what a buyer wanted to change. The one room left alone tells you what was already
right. That's the detail worth paying for. #OroSatori #SouthFloridaRealEstate #LuxuryRealEstate #DouglasElliman
#DelrayBeach"

o Natural search language used: "Oro-Satori," "$40M listing South Florida," "luxury renovation real estate" — phrasing matched
to how buyers and design-interested followers actually search.

CTA: "Want the full walkthrough, including that room? DM me."
Story teaser: Macro still of the untouched detail, text: "Guess the room. New Reel at [time]." with a free-response sticker.

Story follow-up: Quick clip revealing the room again, text: "It's this one. Full story's live — link in bio."

Pinned comment: "For the curious: Oro-Satori, $40M, Delray Beach area — DM for the full spec sheet and showing details."

H. Alternative Execution (no Senada on camera)

Run entirely as VO over the visual sequence — no on-camera lines at all. The closing line ("Some houses get rebuilt. The good ones
get edited.") becomes a typographic card instead of a spoken line: bold serif on black, held for 2 seconds before the handle card.
This version works nearly as well because the concept is visual-first by design; Senada's on-camera presence adds authority but
isn't load-bearing for the hook itself.

REEL 03

The Reprice, Explained

Pillar: Listing Spotlight - Duration: 24s

A. Creative Brief

e Concept: A direct, contrarian myth-bust: a listing was repriced to $29.995M, and most people read a price drop as a red flag.
Senada reframes it in real time — what a reprice actually signals at this tier (recalibration to a sharper, more serious buyer
pool, not desperation), using this specific listing as the receipt rather than speaking in generalities.

® Objective: Neutralize the stigma around price adjustments for this specific listing before a buyer's agent or prospective buyer
brings it up unprompted; reposition Senada as someone who explains mechanics plainly rather than spinning them.

e Target audience: $10M+ active buyers and their agents; secondarily, other agents watching how she frames a reprice publicly.
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e Key insight: Buyers at this level assume a price drop means something is wrong. The agent who explains the real mechanic
first controls the narrative; the one who stays silent lets the market write the story for her.

o Intended reaction: "Oh — that's actually a smart move, not a problem." Reassessment, not suspicion.

e Ideal duration: 22-26s — contrarian, single-point content should be short and land fast.

B. Three Hooks

e  Visual-first: On-screen price ticking down from $32M-range [PLACEHOLDER — confirm original list price before filming; facts
file only confirms the repriced figure of $29.995M] to $29.995M, Senada's face entering frame mid-tick, unbothered.

o Spoken: "This listing just got repriced. Here's what that actually means — and what it doesn't."

e Contrarian: "A price drop isn't the house losing value. It's the agent finally pricing it for the buyer who's actually going to write
the check."

C. Storyboard

TIME VISUAL FRAMING/ DIALOGUE/VO ON-SCREEN TEXT EDIT/TRANSITION SOUND
MOVEMENT

0:00-0:03 Senada, direct to Medium close-up,  SENADA: "Alisting  PRICE UPDATE Hard cutin — no Sharp single tone
camera, no static. I'm working just intro on cut-in
preamble. got repriced to

$29.995 million."

0:03-0:08 Senada continues, = Same framing, SENADA: "Most "SOMETHING'S Text appears and No music yet,
slight lean toward hold. people hear 'price  WRONG" strikes through on  room tone
camera. drop' and think next line

something's wrong
with the house."
[DRAFT — confirm
with Senada: her
actual framing of
the common
misconception]

0:08-0:14 Cut to a simple Graphic overlay, SENADA (VO): WRONG POOL = Cut to graphic, Low synth pulse
two-column full screen, clean "Nothing's wrong RIGHT POOL wipe transition begins
graphic: "WRONG  typography. with the house.
BUYER POOL" vs The price was
"RIGHT BUYER aimed at the
POOL." wrong buyer
pool." [DRAFT —
confirm with
Senada]
0:14-0:20 Back to Senada, Medium close-up,  SENADA: "Asmart  RECALIBRATION, Cut Synth pulse
direct to camera, static. reprice isn't a NOT MARKDOWN resolves
confident close. markdown. It's a

recalibration."
[DRAFT — confirm
phrasing/stance
with Senada]

0:20-0:24 Final card: listing Static graphic card. — $29,995,000 - Fade Tone fades out
price, handle. @[handle]

D. Dialogue

SENADA: "A listing I'm working just got repriced to $29.995 million." (factual statement — safe as written, confirmed figure)
SENADA: "Most people hear 'price drop' and think something's wrong with the house." [DRAFT — confirm with Senada]
SENADA (VO): "Nothing's wrong with the house. The price was aimed at the wrong buyer pool." [DRAFT — confirm with Senada]

SENADA: "A smart reprice isn't a markdown. It's a recalibration." [DRAFT — confirm with Senada]
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E. Production Shot List

o Medium close-up, Senada direct to camera, two setups (opening statement, closing line) — same lens, same light, shoot both
in one sitting for consistency.

e Graphic/motion-overlay sequence built in post (not filmed) — needs copy signed off before animation: "WRONG BUYER
POOL" / "RIGHT BUYER POOL."

®  Final price card — static graphic, built in post, brand type system (serif display for the number).

® No property b-roll needed for this Reel by design — the concept is explicitly about the mechanic, not the house, and showing
the property risks implying this is a promotional push rather than a plain explainer. [NEEDS: confirm with Senada/brokerage
whether the specific property should remain unnamed/unshown in this Reel for discretion, or whether a brief establishing
shot is acceptable]

F. Post-Production Notes

This Reel should feel like Senada is mid-conversation, not performing a script — tight framing, direct eye line, zero wasted setup
time; the hard cut-in with no logo bumper or intro card is the entire point of the hook. Keep the two-column graphic (0:08-0:14)
extremely plain — no gold/plum gradient flourish, just clean type on a dark card, because ornamentation here would undercut the
"I'm just explaining the mechanic" tone. Pacing should be noticeably faster than Reels 01 and 02 — shorter holds, quicker cuts —
because this is a myth-bust, not a documentary beat. Captions: bold, all-caps, appear in sync with the spoken words that matter
("WRONG BUYER POOL," "RECALIBRATION, NOT MARKDOWN") — this Reel is built to work muted on the feed, so the captions are
carrying real weight. Sound: a single low synth pulse, nothing melodic — this is information content, not mood content.

G. Distribution Package

e Headlines: 1) "This listing just got repriced. Here's what that actually means." 2) "A price drop isn't what you think it is." 3)
"Recalibration, not markdown."

e Caption: "Alisting I'm working just got repriced to $29,995,000. If your instinct is to assume something's wrong with the
house — that's not what a reprice means at this level. It means the price was aimed at the wrong buyer pool, and now it isn't.
Context matters more than the number alone. #SouthFloridaRealEstate #LuxuryRealEstate #RealEstateAgent #DouglasElliman
#PriceAdjustment"

e Natural search language used: "price drop luxury real estate," "repriced listing meaning," "why do luxury homes get repriced"
— matched to real buyer-side search behavior around reprices.

e CTA: "Questions about pricing strategy on your own listing? DM me."

e Story teaser: Text-only card: "Everyone assumes a reprice means something's wrong. It doesn't. Explaining in the next Reel."
Quiz sticker: "True or false: a price drop always means a problem."

e Story follow-up: Clip of the final graphic card, text: "The real answer's up now — link in bio."

o Pinned comment: "To be clear — this isn't about any one listing being 'in trouble.' It's about pricing strategy. Happy to walk

through it for your own property."

H. Alternative Execution (no Senada on camera)

Replace both on-camera lines with a single narrator voiceover (can be Senada's voice recorded separately, or a neutral VO) laid
entirely over the graphic sequence — open directly on the "PRICE UPDATE" text card instead of her face, then run the two-column
graphic, then close on the price card with the VO line "A smart reprice isn't a markdown. It's a recalibration." This version is nearly
interchangeable with the on-camera cut since the content is inherently graphic/text-driven, and it's the faster of the two to
produce.

REEL 04

Is Delray Beach the New Palm Beach?

Pillar: Market Intel — Market Pulse - Duration: 40s

A. Creative Brief

e Concept: Answer the exact question buyers are already typing into search bars, using Senada as the on-the-record source —
structured like a measured verdict, not a hot take. Built around real, named streets (Spanish River Road, S Ocean Boulevard)
and real reported price data (the $90M Manalapan sale, the $719M+ tracked volume) as evidence, not adjectives.
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Objective: Capture search-intent traffic (SEO-adjacent discovery) and position Senada as the authoritative, first-to-answer

voice on this specific, real question — ahead of generic market-update content from competitors.

Target audience: Relocating and international buyers researching South Florida submarkets; investors comparing Palm Beach

vs. Delray Beach.

Key insight: The question is already being asked at scale (Google, TikTok, buyer-agent conversations) — nobody credible has
answered it plainly with receipts. Most answers are either real-estate-blog fluff or unsupported opinion.

Intended reaction: "This is the clearest answer I've seen to this question" — saves, shares, and comments from people

actively relocating or investing.

Ideal duration: 38-42s — enough to present a real verdict with evidence, not just a take.

B. Three Hooks

Visual-first: Split screen, Palm Beach estate aesthetic on one side, Delray Beach estate aesthetic on the other, a single word

stamped between them: "VERDICT —"

Spoken: "Is Delray Beach the new Palm Beach? | get asked this every week. Here's the real answer."

Contrarian: "Delray Beach isn't trying to be Palm Beach. That's actually the whole reason it's working."

C. Storyboard

TIME VISUAL FRAMING/ DIALOGUE/VO ON-SCREEN TEXT EDIT/TRANSITION
MOVEMENT
0:00-0:04 Senada, direct to Medium shot, SENADA: "Is Delray = THE QUESTION Hard cut in
camera, static. Beach the new EVERYONE'S
immediate. Palm Beach? I get  ASKING

asked this every
week." [DRAFT —
confirm with
Senada:
frequency/phrasin
g of how often
she's actually

asked this]
0:04-0:10 Split screen Split-screen static SENADA (VO): PALM BEACH / Cut to split
establishing: Palm  wide shots, "Short answer: no.  DELRAY BEACH
Beach-style matched framing Longer answer:
oceanfront / on both sides. that's the wrong
Delray Beach-style comparison."
oceanfront. [DRAFT — confirm
[PLACEHOLDER — with Senada's
confirm specific b- actual stance]
roll
locations/permissi
ons before
filming]
0:10-0:18 Graphic: "$719M+  Full-screen SENADA (VO): "lI've = $719M+ TRACKED  Cut to graphic
tracked graphic, number tracked over $719  VOLUME (Source:
transaction builds in. million in Traded.co)
volume" overlay transaction
on map/area volume across this
graphic. market — and the
growth isn't
coming from
copying Palm
Beach."
0:18-0:26 Graphic: Full-screen SENADA (VO): "The = $90M - Cut
Manalapan $90M graphic, single stat  highest single- MANALAPAN -
sale card. card. residence sale on HIGHEST ON
record in South RECORD (Source:
Florida closed in Traded.co)
Manalapan —

ninety million
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TIME VISUAL FRAMING/ DIALOGUE/VO ON-SCREEN TEXT EDIT/TRANSITION SOUND

MOVEMENT
dollars."
0:26-0:33 Senada back on Medium shot, SENADA: "Delray's  DELRAY BEACH IS Cut Pulse resolves into
camera, building slight push in. not chasing Palm BUILDING ITS single note
to the actual Beach's OWN RECORD
verdict. reputation. It's
building its own
record — and the
numbers are
starting to say so."
[DRAFT — confirm
with Senada: this
is her thesis,
needs her real
voice/stance]
0:33-0:40 Final card: contrast = Static split graphic. — SPANISH RIVERRD  Fade Tone fades
pairing — Spanish vs. S OCEAN BLVD
River Road vs. S — VERDICT: NOT A
Ocean Boulevard, COPY. A SEPARATE
stamped MARKET.

"VERDICT."

D. Dialogue
SENADA: "Is Delray Beach the new Palm Beach? | get asked this every week." [DRAFT — confirm with Senada]

SENADA (VO): "Short answer: no. Longer answer: that's the wrong comparison." [DRAFT — confirm with Senada's actual stance]

SENADA (VO): "I've tracked over $719 million in transaction volume across this market — and the growth isn't coming from
copying Palm Beach." (factual, sourced to Traded.co — safe as written)

SENADA (VO): "The highest single-residence sale on record in South Florida closed in Manalapan — ninety million dollars."
(factual, sourced to Traded.co — safe as written)

SENADA: "Delray's not chasing Palm Beach's reputation. It's building its own record — and the numbers are starting to say so."
[DRAFT — confirm with Senada]

E. Production Shot List
e Medium shot, Senada direct to camera — two setups (opening question, closing verdict line), same lens/light for continuity.

® Split-screen b-roll: two matched wide establishing shots, one reading as Palm Beach-style oceanfront, one Delray Beach-style
oceanfront — confirm actual filming locations and any access permissions before scheduling.

e All stat graphics (volume figure, Manalapan card, final verdict card) built in post — confirm source citations are visibly legible
on screen (Traded.co), not just in caption.

e No interior/listing footage needed — this Reel is market-level, not listing-level, and mixing in a specific property would muddy
the question being answered.

F. Post-Production Notes

This is the Reel in the batch designed to be found, not just watched — treat the on-screen text like a headline a search engine or a
scrolling thumb would stop on, meaning the title card ("THE QUESTION EVERYONE'S ASKING") and the final verdict card need to
be legible as a static image alone, since a meaningful share of the audience will screenshot or pause on them. Keep the graphic
sequence (0:10-0:26) visually restrained — brand gold accent on the number only, everything else in the warm off-white/charcoal
system — so the data reads as credible reporting, not a marketing graphic. Pacing: measured, not rushed; this is an authority
piece, so let each stat card hold a full 6-8 seconds rather than flashing past. Sound: a single low synth pulse that builds very
slightly under the two stat cards and resolves on the verdict line — understated, almost newsroom-adjacent, never triumphant.
Captions: clean sans-serif, appear on every spoken line (this Reel is built to perform with sound off, given the search-intent
audience browsing muted).
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G. Distribution Package

e Headlines: 1) "Is Delray Beach the new Palm Beach? Real answer." 2) "$719M in tracked sales says this isn't a copycat
market." 3) "The question everyone's Googling about Delray Beach — answered."

e Caption: "Is Delray Beach the new Palm Beach? Wrong question. I've tracked over $719M in transaction volume in this
market, including the highest single-residence sale on record in South Florida — $90M in Manalapan. Delray isn't copying
Palm Beach's playbook. It's writing its own. If you're comparing South Florida submarkets before you buy, this is the context
that actually matters. Sources: Traded.co. #DelrayBeach #PalmBeach #SouthFloridaRealEstate #LuxuryRealEstate #Manalapan
#DouglasElliman"

o Natural search language used: "Is Delray Beach the new Palm Beach," "Delray Beach vs Palm Beach real estate," "South
Florida luxury real estate market" — direct mirrors of real search phrasing, per the facts file's framing of this exact question.

® CTA: "Relocating or investing in South Florida? DM me your target area — I'll give you the real read."

e Story teaser: Text card: "Is Delray Beach the new Palm Beach? Answering this at [time] with real numbers, not vibes." Poll
sticker: "Yes / No — vote before you see my answer."

e Story follow-up: Clip of the $719M graphic, text: "The data's up. Full Reel — link in bio."

o Pinned comment: "Sources for the numbers above: Traded.co (transaction volume and Manalapan sale). Happy to go deeper
on any submarket comparison — just ask."

H. Alternative Execution (no Senada on camera)

Run the entire Reel as a graphics-and-VO explainer with no face on camera at all — open directly on the "THE QUESTION
EVERYONE'S ASKING" title card, narrate the same script as voiceover over the split-screen b-roll and stat graphics, and close on
the verdict card. This version is strong for this specific Reel because the content is fundamentally a data-and-answer format, closer
to a researched explainer than a personal story — it could even run as the primary version with a shorter on-camera cutaway only
at the very end for a personal sign-off.

REEL 05

The Tax Form Nobody Mentions Until Closing

Pillar: Market Intel — The Playbook - Duration: 36s

A. Creative Brief

e Concept: An evergreen, plainly explained walkthrough of FIRPTA (Foreign Investment in Real Property Tax Act) withholding —
a real mechanic that surprises international buyers and sellers specifically because it's rarely explained before it becomes
urgent. Structured as "the thing nobody tells you until it's already a problem," which is a genuinely useful, non-generic angle
versus a standard "5 tips for buyers" list.

e Objective: Build authority with international and investor buyers specifically; seed the educational content that eventually
supports a paid Masterclass (per the Playbook's stated long-term purpose).

e Target audience: International buyers/sellers (especially non-US persons selling US real property), investors, and buyer's
agents working with foreign clients.

o Key insight: FIRPTA isn't obscure to professionals, but it is consistently a surprise to the actual buyers and sellers it affects,
usually surfacing at the worst possible moment — closing.

e Intended reaction: "l didn't know this — | need to ask my agent/attorney about this before I'm mid-transaction."

e Ideal duration: 34-38s — enough to explain the mechanic accurately without oversimplifying into something misleading.

B. Three Hooks
e Visual-first: Close-up on a closing-document stack, a specific line highlighted in gold marker as the camera finds it.

o Spoken: "If you're not a US citizen and you're selling property here, there's a tax form that can withhold 15% of your sale price
at closing — before you even file a return."”

e Contrarian: "The biggest surprise at closing isn't usually the price. It's a tax form most people have never heard of."
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C. Storyboard

TIME VISUAL FRAMING/ DIALOGUE/VO ON-SCREEN TEXT EDIT/TRANSITION
MOVEMENT

0:00-0:04 Close-up on closing  Macro, slow reveal = SENADA: "If you're = FIRPTA Hard cut in Single tone, sharp
document stack, via rack focus. not a US citizen
gold marker selling property
underlines a here, there's a
specific clause as form that can
it's found. withhold 15% of
your sale price at
closing."
0:04-0:10 Senada, direct to Medium shot, SENADA: "It's THE FOREIGN Cut Low pad enters
camera. static. called FIRPTA. INVESTMENT IN

Most international ~ REAL PROPERTY
sellers have never ~ TAXACT

heard of it until it's

already happening

to them." [DRAFT

— confirm with

Senada:

frequency/framing

of how often she

sees this surprise

clients]
0:10-0:18 Simple graphic: Full-screen SENADA (VO): "Sell = SALE PRICE — 15%  Cut to graphic Pad continues,
sale price = 15% animated graphic, = USreal estateasa ~ WITHHELD AT steady
withheld at closing  numbers/arrows non-US person, CLOSING = HELD
— held by IRS build in sequence.  and the IRS can PENDING RETURN
pending return. require 15% of the
gross sale price
withheld — at
closing,

automatically,
regardless of your

actual gain."
0:18-0:25 Graphic continues: ~ Same graphic style, SENADA (VO): "It PLAN BEFORE Cut Pad holds
"Can be reduced checklist items can often be CLOSING, NOT
with advance appear one at a reduced — AFTER
planning" with a time. sometimes
checklist-style significantly —
reveal with the right
(withholding planning before
certificate, you're at the
structuring, closing table, not
timing). after." [DRAFT —
confirm with
Senada/tax

counsel: exact
mechanisms and
limits, this must
be reviewed for
accuracy before

publishing]
0:25-0:32 Senada, direct to Medium shot, SENADA: "If you're — Cut Pad resolves
camera, closing. static. a foreign seller,

this is the first
conversation to
have — not the

last." [DRAFT —
confirm phrasing
with Senadal
0:32-0:36 Final card: "THE Static graphic card. — THE PLAYBOOK - Fade Tone fades
PLAYBOOK — Ep. FIRPTA, EXPLAINED
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TIME VISUAL FRAMING/ DIALOGUE/VO ON-SCREEN TEXT EDIT/TRANSITION SOUND
MOVEMENT

[X]: FIRPTA" with
handle.

D. Dialogue

SENADA: "If you're not a US citizen selling property here, there's a form that can withhold 15% of your sale price at closing."
(factual mechanic — accuracy review required before filming, see note below)

SENADA: "It's called FIRPTA. Most international sellers have never heard of it until it's already happening to them." [DRAFT —
confirm with Senada]

SENADA (VO): "Sell US real estate as a non-US person, and the IRS can require 15% of the gross sale price withheld — at closing,
automatically, regardless of your actual gain." [NEEDS: tax/legal compliance review before publishing — withholding mechanics
and rate must be verified current and accurately stated]

SENADA (VO): "It can often be reduced — sometimes significantly — with the right planning before you're at the closing table, not
after." [NEEDS: tax/legal compliance review — specific mechanisms must be verified, not just implied]

SENADA: "If you're a foreign seller, this is the first conversation to have — not the last." [DRAFT — confirm with Senada]

E. Production Shot List

® Macro close-up on a (non-confidential, sample/mock) closing document stack with a highlighted clause — use a clean mock-
up, not an actual client closing document.

e Medium shot, Senada direct to camera — two setups (opening/mid statement, closing line).

® Animated graphic sequence built in post: withholding flow diagram and planning checklist — copy must be reviewed by
tax/legal counsel before animation begins, not after.

e Final "The Playbook" series card — establish this as a recurring template now (consistent card design) since more Playbook
episodes will follow.

F. Post-Production Notes

Treat this exactly like a trustworthy explainer, not a flashy Reel — the credibility of the Playbook franchise depends on it reading
as careful and accurate rather than punchy. Hold each graphic card long enough to actually read (6+ seconds minimum), and resist
the urge to speed up the withholding-flow animation for "energy" — clarity outranks pace here. Typography: this is the moment
to use the premium serif display type on the key terms (FIRPTA, 15%, THE PLAYBOOK) against the clean sans body for supporting
text, reinforcing the editorial, documentary feel the brand bible calls for. Color: keep the restrained gold accent reserved
specifically for numbers and the withheld-percentage figure, so the eye is trained to associate gold with "the number that
matters" across the whole Playbook series. Sound: a single low pad, no percussion at all — this should feel closer to a briefing than
a Reel. Caption style: precise, no slang, no emoji — this episode in particular needs to read as something a tax attorney wouldn't
wince at.

G. Distribution Package
o Headlines: 1) "The tax form that surprises every foreign seller." 2) "15% withheld at closing — before you've even filed a
return.”" 3) "FIRPTA, explained in under a minute."

e Caption: "If you're not a US citizen selling real estate in the US, there's a federal withholding requirement — FIRPTA — that
can hold back 15% of your gross sale price at closing, regardless of your actual gain, unless it's addressed in advance. This is
the conversation to have before you list, not after you've accepted an offer. This is general information, not tax or legal advice
— talk to your tax attorney or CPA about your specific situation. #FIRPTA #InternationalBuyers #RealEstatelnvesting
#SouthFloridaRealEstate #DouglasElliman #ThePlaybook"

e Natural search language used: "FIRPTA explained," "foreign seller US real estate tax," "withholding tax real estate closing" —
matched to how international sellers and their advisors actually search this topic.

@ CTA: "Selling as a non-US person? DM me before you list — timing matters here."

® Story teaser: Text card: "The tax form most foreign sellers don't hear about until closing day. New episode of The Playbook
dropping at [time]."

e Story follow-up: Clip of the withholding-flow graphic, text: "FIRPTA, explained — full episode live now."
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Pinned comment: "Quick disclaimer: this is educational, not tax/legal advice — every situation is different, so please talk to
your CPA or tax attorney directly. Happy to point you to resources if needed."

H. Alternative Execution (no Senada on camera)

Run the whole explainer as narrated graphics with no on-camera appearance — open on the macro document shot, narrate over
the two graphic sequences, and close on a text-only sign-off card rather than a spoken closing line. Given the subject matter is
compliance-sensitive, this version has a real practical advantage: it's easier to update or re-record the voiceover alone if legal/tax
review requires a wording change, without needing to reshoot Senada on camera.

REEL 06

The Number the Appraisal Never Asks For

Pillar: Market Intel — The Playbook - Duration: 30s

A. Creative Brief

Concept: An evergreen explainer on a genuinely underexplained mechanic at the ultra-luxury tier: appraisals rely on
comparable sales, and at the top of the market, true comparables are often scarce or nonexistent — meaning the appraised
value and the agreed price can diverge in ways that surprise buyers expecting a routine confirmation. Framed as "the gap
nobody explains," continuing the Playbook's evergreen-education mandate.

Objective: Build authority specifically with buyers and investors operating at price points where this gap is most common
($20M+); differentiate from generic "how appraisals work" content aimed at typical buyers.

Target audience: $10M+ buyers, especially those financing (even partially) rather than paying all-cash; investors.

Key insight: Standard appraisal education assumes a liquid comp pool. At the very top of the market, that assumption breaks
down, and almost nobody explains what happens next.

Intended reaction: "This is something my lender/attorney should have told me, and didn't."

Ideal duration: 28-32s — single-mechanic explainer, doesn't need more runway than Reel 05.

B. Three Hooks

Visual-first: A simple graphic — a cluster of comparable-sale dots on a price axis, then a single dot far above the cluster,
isolated.

Spoken: "At a certain price point, there's no such thing as a normal comp. Here's what that actually means for your appraisal."

Contrarian: "The hardest part of a $30M deal usually isn't negotiating the price. It's finding an appraiser who can justify it."

C. Storyboard

TIME VISUAL FRAMING/ DIALOGUE/VO ON-SCREEN TEXT EDIT/TRANSITION SOUND
MOVEMENT
0:00-0:04 Graphic: cluster of  Full-screen SENADA: "At a NO COMP ABOVE Hard cut in Single tone
dots on a price animated graphic,  certain price point, = THIS LINE
axis, one isolated isolated dot pulses = there's no such
dot far above. once. thing as a normal
comp."
0:04-0:10 Senada, direct to Medium shot, SENADA: — Cut Low pad enters
camera. static. "Appraisals are
built on

comparable sales.
Above a certain
number, there
usually aren't
enough of them."
[DRAFT — confirm

phrasing with
Senada]
0:10-0:17 Graphic: "AGREED  Full-screen SENADA (VO): "So  THE GAP Cut Pad continues
PRICE: $X" vs graphic, two bars,  the agreed price
"APPRAISED gap highlighted. and the appraised
VALUE: $Y" with a number can land in
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TIME VISUAL FRAMING/ DIALOGUE/VO ON-SCREEN TEXT EDIT/TRANSITION SOUND

MOVEMENT
visible gap different places —
illustrated. and that gap is the
[PLACEHOLDER — moment deals
use illustrative either get
round numbers, renegotiated or
not a real client get creative."
figure, clearly [DRAFT — confirm
labeled as an with Senada: her
example] actual framing of
what happens
next]
0:17-0:24 Senada, direct to Medium shot, SENADA: "It'snota — Cut Pad holds
camera. slight push in. flaw in the deal.
It's math catching
up to a market
that doesn't have
enough data
points at the top."
[DRAFT — confirm
phrasing/stance
with Senada]
0:24-0:30 Final card: "THE Static graphic card. — THE PLAYBOOK - Fade Tone fades
PLAYBOOK — THE APPRAISAL
Appraisal Gaps, GAP

Explained."

D. Dialogue
SENADA: "At a certain price point, there's no such thing as a normal comp." [DRAFT — confirm with Senada]

SENADA: "Appraisals are built on comparable sales. Above a certain number, there usually aren't enough of them." [DRAFT —
confirm with Senada]

SENADA (VO): "So the agreed price and the appraised number can land in different places — and that gap is the moment deals
either get renegotiated or get creative." [DRAFT — confirm with Senada]

SENADA: "It's not a flaw in the deal. It's math catching up to a market that doesn't have enough data points at the top." [DRAFT —
confirm with Senada]

E. Production Shot List
e Animated comp-cluster graphic (built in post) — isolated dot above the cluster, simple and legible as a standalone still.
e Medium shot, Senada direct to camera — two setups.

e "Agreed Price vs. Appraised Value" bar graphic (built in post) — use clearly illustrative/round numbers labeled "EXAMPLE,"
never a real transaction figure not already in the facts file.

e Final Playbook series card, consistent with Reel 05's template for franchise recognition.

F. Post-Production Notes

This episode should visually echo Reel 05's Playbook template closely — same card design, same restrained gold-on-key-numbers
treatment, same pacing — because franchise consistency is the point of a named, recurring series; a viewer should recognize "The
Playbook" instantly from the typography alone before reading a word. Keep the illustrative price-gap graphic genuinely abstract
(rounded, clearly example-style numbers, maybe even using "$X" and "$Y" rather than fabricated dollar figures) so there's no risk
of it being mistaken for a real deal's numbers. Pacing: measured, same register as Reel 05 — this is authority content, not a hook-
driven Reel, so resist adding a punchy edit rhythm that doesn't match the subject. Sound: single low pad, no percussion,
consistent with the Playbook sonic identity being established across this sub-series.

G. Distribution Package

o Headlines: 1) "The part of a $30M deal nobody explains." 2) "Why luxury appraisals don't always match the price." 3) "The
Playbook: the appraisal gap."

ESTMA AGENCY - THE INDEX - INSTAGRAM CREATIVE & PRODUCTION PLAYBOOK



Caption: "Above a certain price point, appraisals run into a real problem: there usually aren't enough comparable sales to
build a clean valuation from. That's not a flaw in your deal — it's a market with too few data points at the top. If you're buying
or financing above $20M, this is a conversation to have with your lender early, not after the appraisal comes back.
#ThePlaybook #LuxuryRealEstate #RealEstateFinance #SouthFloridaRealEstate #DouglasElliman"

Natural search language used: "luxury home appraisal gap,
luxury homes" — mirrors real buyer/lender search behavior.

appraisal below purchase price," "how do appraisers value

CTA: "Financing above $20M? DM me before the appraisal, not after."

Story teaser: Graphic still of the isolated dot above the comp cluster, text: "Why there's no such thing as a 'normal comp' at
this price point. New Playbook episode at [time]."

Story follow-up: Clip of the "agreed price vs. appraised value" graphic, text: "The appraisal gap, explained — full episode live."

Pinned comment: "This is general market education, not financial advice specific to any transaction — always loop in your
lender and attorney early on anything above this price tier."

H. Alternative Execution (no Senada on camera)

Run as a fully narrated graphic sequence with no on-camera appearance — the comp-cluster graphic, the gap graphic, and a
closing text card carry the entire explainer. Given this episode and Reel 05 together are meant to establish "The Playbook" as a
recognizable franchise, consider alternating formats deliberately across the series (some face-forward, some graphics-only) so the
franchise reads as a system rather than two isolated Reels, rather than treating the no-camera version as strictly a fallback.

REEL 07

Palazzo Tapes, Episode One: "I've Sold This House Four Times."

Pillar: Behind the Deal — The Palazzo Tapes (Instagram 3-episode cut) - Duration: 15s

A. Creative Brief

Concept: The cold open. No context, no setup — just the single sentence that makes the entire Palazzo di Lago story worth
following, delivered directly and without embellishment. This episode's only job is to make someone follow the account or
come back for Episode Two; it resolves nothing.

Objective: Maximize reach and account follows; establish "The Palazzo Tapes" as a named, serialized franchise from the very
first frame.

Target audience: Press and other agents first (per the pillar's stated audience), but engineered for broad reach given the
hook's inherent shareability.

Key insight: A documentary hook doesn't need three acts in 15 seconds — it needs one sentence delivered with total
confidence and zero resolution.

Intended reaction: "Wait — four times? | need to see the rest of this."

Ideal duration: 12-15s — this is a cold-open teaser by design, not a full episode; brevity is the format.

B. Three Hooks

Visual-first: Senada walking toward camera along a waterfront property line, stops exactly on frame, says nothing for a beat
before speaking.

Spoken: "I've sold this house four times."

Contrarian: "Most agents sell a house once. I've sold the same one four times — to four different stories."

C. Storyboard

TIME VISUAL FRAMING/ DIALOGUE/VO ON-SCREEN TEXT EDIT/TRANSITION SOUND
MOVEMENT
0:00-0:02 Senada walking Slow walking shot, — — Hold Ambient
along a camera static, she water/wind only
dock/waterfront walks into frame
line toward and stops.

camera, property
visible behind her
but not identified.

0:02-0:06 She stops, looks Medium close-up, — — Hold on the pause  Silence — no
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TIME VISUAL FRAMING/ DIALOGUE/VO ON-SCREEN TEXT EDIT/TRANSITION SOUND

MOVEMENT
directly into the static, held. music
lens, beat of
silence before
speaking.
0:06-0:10 She speaks, no Same medium SENADA: "I've sold =~ THE PALAZZO Text stamps in on Single sharp low
movement, no close-up. this house four TAPES the line, hard tone on the stamp
cutaway. times." (factual —
confirmed by facts
file: four reported
sales)
0:10-0:15 Hard cut to black. Static title card. — EPISODE ONE Hard cut, no fade Tone cuts dead —
Episode marker true silence to
card. close

D. Dialogue

SENADA: "I've sold this house four times." (factual statement directly supported by the facts file — safe as written verbatim, no
draft flag needed)

E. Production Shot List

e Walking approach shot along a waterfront/dock line — property should be recognizable as premium waterfront without
needing to confirm it as Palazzo di Lago in this episode (the reveal can build across the series); confirm with Senada/brokerage
whether filming at or near the actual Palazzo di Lago property requires separate permission. [NEEDS: confirm filming
location/permission — current owner's consent required if filming at or near the actual property]

e Medium close-up, static, held through the silent beat and the line itself — this needs to be shot in very few takes to preserve
the "unscripted confidence" feel; avoid over-rehearsing to the point it looks performed.

e Title card "EPISODE ONE" — establish the card design now; it will repeat (with episode number changing) across Reels 08 and
09.

F. Post-Production Notes

The two seconds of silence before she speaks (0:02-0:06) are the entire craft of this Reel — resist any instinct to cut that down for
"pacing," because the pause is what makes the line land like a confession rather than a tagline. No music at all until the hard
stamp-in of "THE PALAZZO TAPES," and even that should be a single low tone, not a sting or swell. The cut to black at the end
should be genuinely abrupt — no fade, no lingering — because the entire point of a cold open is that it ends before the viewer is
ready, which is what drives the follow/return behavior. Typography: "THE PALAZZO TAPES" stamp should use the premium serif
display type, large, and the "EPISODE ONE" card should look like a series bug that will recur identically in Episodes Two and Three
— establish this now since consistency across the arc matters more than any single episode's design.

G. Distribution Package

o Headlines: 1) "I've sold this house four times." 2) "The Palazzo Tapes: Episode One." 3) "One house. Four sales. This is the
record."

e Caption: "I've sold this house four times. This is the first time I'm telling the story. The Palazzo Tapes — Episode One. More
coming. #ThePalazzoTapes #DelrayBeach #SouthFloridaRealEstate #LuxuryRealEstate #DouglasElliman"

o Natural search language used: "sold the same house multiple times real estate," "Delray Beach luxury resale," "Palazzo di
Lago" (used only once the property is identified later in the series — for Episode One, keep search language general to
preserve the reveal).

CTA: "Follow for Episode Two."
Story teaser: Text-only card: "Episode One of something I've never told publicly. Dropping at [time]." No visual reveal yet.
Story follow-up: Repost of the Reel's final frame ("EPISODE ONE"), text: "It's live. Episode Two next week."

Pinned comment: "This is real — more of the story in Episode Two. Follow so you don't miss it."
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H. Alternative Execution (no Senada on camera)

This episode is one of the few in the batch where the on-camera cold open is genuinely load-bearing — a text-only or VO-only
version loses most of its power, since the entire hook is a human being pausing before she speaks. If an on-camera version is truly
not possible, the next-best version replaces her with a single static shot of the property's gate or dock (unidentified) and the line
delivered as voiceover with the same silent pause preserved before it — weaker, but salvageable, and should only be used as a
last resort for this specific episode.

REEL 08

Palazzo Tapes, Episode Two: "$17M to $26M. Three Years. One

Renovation.

Pillar: Behind the Deal — The Palazzo Tapes (Instagram 3-episode cut) - Duration: 40s

A. Creative Brief

o Concept: The first real chapter of the arc — the documented jump from the 2020 sale ($17M) to the 2023 sale ($26M),
framed around the renovation story between them. This is the "receipts" episode: real reported figures, no embellishment,
structured like a case study a journalist would write, not a flex.

e Obijective: Build authority and press/agent credibility (the pillar's stated audience) by demonstrating documented value
creation over time, not just transaction volume.

e Target audience: Press and other agents, secondarily investors interested in value-add real estate strategy.

® Key insight: A $9M increase in three years sounds like a headline; showing the actual mechanism (what changed between the
two sales) is what makes it credible rather than just impressive-sounding.

e Intended reaction: "This is a real case study, not a brag" — saves/shares from an investor or journalist audience specifically.

o Ideal duration: 38-42s — enough to walk the two data points and the renovation framing without padding.

B. Three Hooks

e Visual-first: Two price cards side by side, "$17M — 2020" and "$26M — 2023," with a three-year calendar wipe between
them.

e Spoken: "In 2020, this house sold for $17 million. Three years later, it sold again — for $26 million. Here's what happened in
between."

e Contrarian: "A $9 million jump in three years isn't luck. It's usually the most boring explanation in real estate — and the most
reliable one."

C. Storyboard

TIME VISUAL FRAMING/ DIALOGUE/VO ON-SCREEN TEXT EDIT/TRANSITION SOUND
MOVEMENT

0:00-0:05 Title card: "THE Static title card, SENADA: "Episode  EPISODE TWO Hard cut from title  Single low tone
PALAZZO TAPES —  then medium shot.  Two. In 2020, this carries from card
EPISODE TWO," house sold for $17 into shot
then hard cut to million."
Senada.

0:05-0:11 Price card: "$17M Full-screen graphic ~ SENADA (VO): $17M (2020) = Wipe transition, Tick sound on the
— 2020" building transition. "Three years later,  $26M (2023) calendar-style time-wipe
into "$26M — it sold again.
2023"viaa Twenty-six
wipe/calendar-flip million."
effect.

0:11-0:18 Senada, direct to Medium shot, SENADA: "That'sa  +$9M IN 3 YEARS Cut Low pad enters
camera. static. nine-million-dollar

jump in three
years. People
assume that's just
the market."
[DRAFT — confirm
with Senada: her
actual framing of
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TIME VISUAL FRAMING/ DIALOGUE/VO ON-SCREEN TEXT EDIT/TRANSITION SOUND

MOVEMENT
the common
assumption]
0:18-0:27 Cutaway Quick sequence, 3 SENADA (VO): THE RENOVATION  Quick cuts Pad continues
sequence: generic  shots. "Some of it was STORY
renovation- the market. Most
adjacent visuals — of it was the work
materials, design that happened
detail, between the two
construction- sales." [DRAFT —
adjacent imagery. confirm with
[PLACEHOLDER — Senada: accuracy
confirm actual of renovation's
renovation role, must be
scope/details with verifiable, not
Senada/document assumed]
ation before
filming; do not
fabricate specific
renovation line
items]
0:27-0:34 Senada, direct to Medium shot, SENADA: "The — Cut Pad holds
camera, building slight push in. houses that
to the thesis. appreciate like this
aren't lucky.
They're
maintained like an
asset, not just a
home." [DRAFT —
confirm
phrasing/stance
with Senada]
0:34-0:40 Final card: teaser Static card. — EPISODE THREE: Fade Tone resolves,
for Episode Three. SOMEONE YOU'VE slight suspense
HEARD OF ENTERS note
THE STORY.

D. Dialogue
SENADA: "Episode Two. In 2020, this house sold for $17 million." (factual, confirmed figure — safe as written)

SENADA (VO): "Three years later, it sold again. Twenty-six million." (factual, confirmed figure — safe as written)
SENADA: "That's a nine-million-dollar jump in three years. People assume that's just the market." [DRAFT — confirm with Senada]

SENADA (VO): "Some of it was the market. Most of it was the work that happened between the two sales." [DRAFT — confirm
with Senada; also NEEDS: verification of actual renovation scope before this claim airs]

SENADA: "The houses that appreciate like this aren't lucky. They're maintained like an asset, not just a home." [DRAFT — confirm
with Senada]

E. Production Shot List
e Title card "EPISODE TWO" — same series template established in Reel 07.

e Medium shot, Senada direct to camera — three setups across the episode (opening, mid-thesis, closing line), consistent
lens/light with Episode One for series continuity.

® Price-card wipe graphic ($17M 2020 = $26M 2023) — built in post, calendar-flip or time-lapse style transition.

e Renovation-adjacent cutaway sequence — needs sourcing: either real, confirmed documentation of the actual renovation
(preferred, if available) or clearly generic/stock-style material/design imagery that doesn't claim to depict the actual work if
specifics can't be confirmed. [NEEDS: confirm with Senada whether real renovation documentation/photos exist and are
clear to use, before defaulting to generic imagery]
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® Episode Three teaser card — must not reveal the $37M figure or name Wahlberg yet; keep the tease vague ("someone you've
heard of") to preserve the arc's structure.

F. Post-Production Notes

This episode needs to read as a case study, which means the graphic treatment of the two price points should look closer to a
credible data visualization than a flashy Reel graphic — clean serif numerals, a simple wipe, no particle effects or dramatic zooms
on the dollar figures themselves. The renovation cutaway sequence is the riskiest part of this episode from an accuracy standpoint
— if real documentation isn't available, keep the visuals and the voiceover both deliberately general ("the work that happened
between the two sales") rather than inventing specific renovation claims (new kitchen, added square footage, etc.) that aren't
confirmed. Pacing should pick up slightly from Episode One's stillness — this is a chapter with real content to deliver, not a cold
open — but keep it well short of the fast-cut energy used in Reel 03's contrarian explainer; this is documentary pacing, unhurried
but purposeful. Sound: continue the low-pad sonic identity from the Playbook episodes but add a single "tick" sound effect on the
calendar-wipe transition specifically, since that's the moment the episode's core fact lands. End on a genuine cliffhanger tone — a
slight rise or suspended note under the Episode Three teaser card, not a resolved one.

G. Distribution Package

o Headlines: 1) "$17M to $26M. Three years. Here's what happened." 2) "The Palazzo Tapes, Episode Two: the renovation
story." 3) "A $9M jump in three years isn't luck."

e Caption: "Episode Two of The Palazzo Tapes. In 2020, this house sold for $17M. Three years later, it sold again for $26M. The
jump wasn't the market doing all the work — it was what happened to the property in between. Episode Three: someone
you've definitely heard of enters the story. #ThePalazzoTapes #DelrayBeach #SouthFloridaRealEstate #LuxuryRealEstate
#DouglasElliman"

e Natural search language used: "Delray Beach home resale value," "luxury renovation ROI," "Palazzo di Lago" (can be
introduced by name starting this episode, since the property identity is now part of the reveal).

® CTA: "Follow for Episode Three — it's the one with the name you'll recognize."

® Story teaser: Price-card graphic still, text: "$17M — $26M. Three years. Episode Two is live." Countdown sticker to the post
time.

e Story follow-up: Clip of the Episode Three teaser card, text: "You're going to want to see who shows up next. Episode Three
— soon."

e Pinned comment: "For transparency: these are the two publicly reported sale prices for this property in 2020 and 2023.
Episode Three continues the story."

H. Alternative Execution (no Senada on camera)

Run as a narrated documentary-style cut with no face on camera: title card, then VO over the price-card graphic, the renovation
cutaways, and a text-only thesis card in place of the spoken line ("Houses that appreciate like this aren't lucky. They're maintained
like an asset."), closing on the same Episode Three teaser card. This works reasonably well for a mid-series "data" episode, though
the series loses some of its personal, documentary-host feel if both Episode One and Episode Two run without her on camera — if
choosing a no-camera version for this episode, consider keeping Episode One or Three on-camera to anchor the arc's human
presence.

REEL 09

Palazzo Tapes, Episode Three: "Then Mark Wahlberg's Team
Entered the Story."

Pillar: Behind the Deal — The Palazzo Tapes (Instagram 3-episode cut) - Duration: 50s

A. Creative Brief

e Concept: The arc's biggest reveal within the Instagram 3-episode cut — the 2024 sale at $37M, with the buyer side traced to
Mark Wahlberg's team, a story that reached CNBC. The episode closes on a deliberate cliffhanger: the four sales are tallied, a
combined figure is floated with an explicit, unmissable "unconfirmed" caveat, and the card "Episode Four: unwritten" closes
the Instagram cut — honoring the facts file's instruction that this is four reported sales across a longer editorial arc, not a
closed five-transaction tally.

® Objective: Maximize authority and press-adjacent credibility — this episode has the clearest celebrity-and-media hook in the
entire batch, and should be the highest-reach Reel in the series by design.
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e Target audience: Press and other agents primarily; broad general reach secondarily given the recognizable name involved.

e Key insight: The Wahlberg connection is already publicly reported (CNBC) — the content value isn't breaking news, it's being
the credible, first-person source who can tell the story with authority and restraint instead of tabloid excess.

o Intended reaction: "This is a real documented story, told by the person who actually lived it" — follows, shares, and
press/agent attention.

o Ideal duration: 46-52s — the climactic episode of the arc needs the most runway in the series.

B. Three Hooks

e Visual-first: A CNBC-style lower-third graphic animates onto screen reading "Delray Beach estate, buyer side traced to Mark
Wabhlberg's team" before cutting to Senada.

e Spoken: "In 2024, this house sold again. This time, the buyer's side traced back to Mark Wahlberg's team. CNBC picked it up.
Here's the part they didn't have room for."

e Contrarian: "The CNBC headline was the easy part of this story. The hard part was the eighteen years before anyone famous
was involved."

C. Storyboard

TIME VISUAL FRAMING/ DIALOGUE/VO ON-SCREEN TEXT EDIT/TRANSITION
MOVEMENT

0:00-0:05 Title card: "THE Static title card, EPISODE THREE Hard cut Low tone from
PALAZZO TAPES —  then full-screen series template
EPISODE THREE," graphic.
hard cut to a
stylized CNBC-style

lower-third
graphic.
0:05-0:11 Lower-third-style Full-screen SENADA (VO): "In SOURCE: CNBC, Cut from graphic News-ticker-style
graphic: "DELRAY graphic, builds in 2024, this house OCTOBER 2024 to Senada tick sound
BEACH ESTATE — like a news chyron.  sold again — for
BUYER SIDE $37 million. The
TRACED TO MARK buyer's side traced
WAHLBERG'S back to Mark
TEAM" with source Wabhlberg's team."
tag.
0:11-0:17 Senada, direct to Medium shot, SENADA: "CNBC — Cut Pad enters
camera. static. covered it. That
part's public."
0:17-0:25 Senada continues,  Same framing, SENADA: "What SALE #4 Cut Pad continues
slight lean in — held. they didn't have
this is the room for is that
personal/authority this was sale
beat. number four. Not
the first big
number this house
has seen — the
latest." [DRAFT —
confirm with
Senada: her actual
framing/perspecti
ve on being the
through-line
across all four
sales]
0:25-0:33 Recap montage: Quick sequence, 3 SENADA (VO): $17M = $26M —> Quick cuts, Tempo increases
quick flash of shots, building "Seventeen $37M building tempo slightly with each
Episode One and rhythm. million. Twenty-six card
Two's key cards — million. Now
"$17M (2020)," thirty-seven."
"$26M (2023)" —
then "$37M
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TIME VISUAL FRAMING/ DIALOGUE/VO ON-SCREEN TEXT EDIT/TRANSITION SOUND
MOVEMENT

(2024)" lands.

0:33-0:41 Senada, direct to Medium shot, SENADA: "Add it ~$106M ACROSS Cut Pad holds,

camera, the tally static, serious up across all four FOUR SALES — suspended, no
moment. tone. sales this house UNCONFIRMED, resolution chord

has seen, and the PENDING

number being VERIFICATION

talked about is

around $106

million — and |

want to be straight

with you, that

combined figure

still needs to be

verified, not

treated as

confirmed."

[DRAFT — confirm

with Senada: her

exact phrasing;

the unconfirmed

caveat itself is

mandatory and

non-negotiable

per compliance]

0:41-0:50 Senada, closing, Medium shot, SENADA: "Four EPISODE FOUR: Fade to black, no Pad cuts to silence

direct to camera —  static. sales. One house. UNWRITTEN resolution — deliberately
the cliffhanger. What that actually unresolved

adds up to — and

what it taught me

— is Episode Four.

And | haven't

written it yet."

[DRAFT — confirm

with Senada: this

is her authorial

choice to make,

not a line to put in

her mouth

without her sign-

off]

D. Dialogue
SENADA (VO): "In 2024, this house sold again — for $37 million. The buyer's side traced back to Mark Wahlberg's team." (factual,
confirmed figure and sourcing per facts file — safe as written, source CNBC/Elliman Insider per facts file convention)

SENADA: "CNBC covered it. That part's public." (factual — safe as written)

SENADA: "What they didn't have room for is that this was sale number four. Not the first big number this house has seen — the
latest." [DRAFT — confirm with Senada]

SENADA (VO): "Seventeen million. Twenty-six million. Now thirty-seven." (factual recap of confirmed figures — safe as written)

SENADA: "Add it up across all four sales this house has seen, and the number being talked about is around $106 million — and |
want to be straight with you, that combined figure still needs to be verified, not treated as confirmed." [DRAFT — confirm with
Senada; the "unconfirmed/pending verification" framing is a compliance requirement and must remain in whatever final
phrasing she approves]

SENADA: "Four sales. One house. What that actually adds up to — and what it taught me — is Episode Four. And | haven't written
it yet." [DRAFT — confirm with Senada: this frames a future episode as her own authorial decision; requires her sign-off before
implying a commitment to produce Episode Four]

ESTMA AGENCY - THE INDEX - INSTAGRAM CREATIVE & PRODUCTION PLAYBOOK



E. Production Shot List
o Title card "EPISODE THREE" — series template, consistent with Reels 07-08.

® CNBC-style lower-third/chyron graphic — built in post; must clearly cite "Source: CNBC, October 2024" per the facts file's
approved source-tag convention, and should be styled as a clear homage/reference, not a reproduction of CNBC's actual on-
air graphics package. [NEEDS: legal/compliance review of the news-graphic homage style before publishing, to ensure it
reads as reference/attribution rather than implying CNBC's endorsement or involvement]

e Medium shot, Senada direct to camera — four setups across the episode (public-fact beat, personal-authority beat, the
$106M tally line, the Episode Four cliffhanger line); the $106M line in particular should be shot with care — unhurried
delivery, since the unconfirmed caveat needs to land clearly, not as a mumbled afterthought.

® Recap montage cards ($17M / $26M / $37M) — built in post, should visually echo the exact card styles used in Reels 07 and
08 for series continuity.

o  Final "EPISODE FOUR: UNWRITTEN" card — static, understated, no handle/CTA overlay competing with it; let the cliffhanger
stand alone on screen before any outro branding.

F. Post-Production Notes

This is the episode where the unconfirmed-figure caveat is non-negotiable and must be both spoken and on-screen
simultaneously (0:33-0:41) — do not let the on-screen text carry the caveat while the spoken line omits it, or vice versa; both
channels need the qualifier clearly present, per the facts file's explicit instruction that this figure "must be flagged 'unconfirmed'
everywhere it appears." Pacing builds deliberately across the episode — measured through the CNBC-graphic reveal and the
personal-authority beat, then noticeably faster through the three-card recap montage (0:25-0:33), then slows hard and holds for
the $106M tally line, which should feel like the most careful, least rushed moment in the entire nine-Reel batch. The final cut to
the "EPISODE FOUR: UNWRITTEN" card must land as a genuine incomplete thought, not a marketing teaser — no upbeat
resolution, no "stay tuned!" energy; the silence on the cut is doing the same job it did at the end of Reel 07, bringing the arc's
sonic identity full circle. Typography on the CNBC-style graphic should be clearly distinguishable from an actual news broadcast
graphic (different type system, clearly bearing the brand's own serif/sans combination) — homage, not imitation. Color grade: let
this episode run slightly warmer and higher-contrast than Episodes One and Two, since it's the arc's emotional and informational
peak.

G. Distribution Package

o Headlines: 1) "Then Mark Wahlberg's team entered the story." 2) "CNBC covered part of this story. Here's the rest." 3) "Four
sales. One house. The number isn't confirmed yet — but it's being talked about."

e Caption: "Episode Three of The Palazzo Tapes. In 2024, this house sold for $37M — and the buyer's side traced back to Mark
Wahlberg's team. CNBC covered that part. What they didn't have room for: this was the fourth sale this property has seen
since 2020 ($17M — $26M — $37M), and the combined figure across all four sales is being reported around $106M — a
number | want to be upfront still needs verification, not something to treat as confirmed. What that adds up to, and what it
taught me, is Episode Four. | haven't written it yet. Source: CNBC, October 2024. #ThePalazzoTapes #PalazzodiLago
#DelrayBeach #LuxuryRealEstate #SouthFloridaRealEstate #DouglasElliman"

o Natural search language used: "Mark Wahlberg Delray Beach house," "Palazzo di Lago sale," "Delray Beach $37 million home'
— mirrors real press/search interest already established by the CNBC coverage.

CTA: "Follow — Episode Four is coming, and | don't know yet exactly what it says."
Story teaser: CNBC-style graphic still, text: "The name in this story is one you'll recognize. Episode Three — live at [time]."
Story follow-up: Clip of the "$17M — $26M — $37M" recap card, text: "Four sales. One house. The full story's live now."

Pinned comment: "To be clear on the numbers: $17M (2020), $26M (2023), and $37M (2024, CNBC/Traded.co) are the three
publicly reported sale prices. The ~$106M combined figure across all four sales is still unconfirmed and pending verification —
treating it as a confirmed number wouldn't be accurate, so I'm not going to do that here."

H. Alternative Execution (no Senada on camera)

Run as a fully narrated documentary cut: title card, then the CNBC-style graphic, then VO carrying every line (including the $106M
caveat line, which must still be both spoken and on-screen together), closing on a text-only "Episode Four: unwritten" card instead
of a spoken cliffhanger line. This version is viable and nearly as strong, since the episode's power comes mostly from the factual
reveal and the recap montage rather than from Senada's face specifically — though the climactic nature of this particular episode
in the arc makes the on-camera version the stronger recommendation if only one can be produced with her on camera.
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Summary — Reel Titles by Pillar

I S ™
01

The Dossier Listing Spotlight 48s
02 The Room They Didn't Touch Listing Spotlight 30s
03 The Reprice, Explained Listing Spotlight 24s
04 Is Delray Beach the New Palm Market Intel — Market Pulse 40s
Beach?
05 The Tax Form Nobody Mentions Market Intel — The Playbook 36s
Until Closing
06 The Number the Appraisal Never Market Intel — The Playbook 30s
Asks For
07 Palazzo Tapes, Episode One: "I've Behind the Deal 15s
Sold This House Four Times."
08 Palazzo Tapes, Episode Two: "$17M  Behind the Deal 40s
to $26M. Three Years. One
Renovation."
09 Palazzo Tapes, Episode Three: Behind the Deal 50s
"Then Mark Wahlberg's Team
Entered the Story."
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Pillars covered: Client Wins (Friday) - Neighborhood Guide (Thursday)

Client: Senada AdZem, Douglas Elliman — South Florida

Prepared by: ESTMA Agency

Status: Production-ready drafts. Every line sourced from "FACTS-AND-BRAND-BIBLE.md". Flags noted inline — nothing below
should be filmed before those flags are cleared.

REEL 10

Entry No. 90

Pillar: Client Wins - Duration: 45s

A. Creative Brief

Concept: The Index isn't a brag account, it's a ledger — so we open the ledger on camera. A single number, $90,000,000, is
treated the way a notary or an archivist would treat it: entered, dated, stamped, cross-checked. The record is South Florida's
highest single-residence sale, closed Manalapan, December 2021 — and the entire Reel is built around the restraint of not
celebrating it, just filing it correctly.

Objective: Authority + Loyalty. Anchor Senada as the agent whose numbers don't need adjectives — they need a filing system.

Target audience: $10M+ buyers and sellers evaluating who to trust with a confidential, high-stakes sale; press/other agents
assessing credibility.

Key insight: In ultra-luxury, the agents who talk about commissions and celebration read as junior. The agents who treat a record
sale like a matter of public record read as the one who's actually closed it before.

Intended reaction: "She's not selling me a vibe. She's showing me a receipt." Quiet respect, not excitement.

Ideal duration: 45s — long enough to let the ledger device build (date, place, figure, source) without rushing the reveal.

B. Three Hooks

e  Visual-first: Close-up on a hand stamping "VERIFIED" over a printed record card reading "$90,000,000 — MANALAPAN — DEC
2021" in a plain serif typewriter font, no music yet, just the stamp sound.

® Spoken: Senada, flat and matter-of-fact, direct to camera: "In December 2021, a house in Manalapan sold for ninety million
dollars. I was on that deal. Let me show you why that number still matters."

e Contrarian/curiosity: On-screen text only, no VO for the first 3 seconds: "This is not a celebration post." Beat. Then: "It's a

filing."

C. Storyboard

TIME

0:00-0:04

0:04-0:09

0:09-0:15

VISUAL

Macro shot: a plain
cream index card
on a dark walnut
desk, nothing else
in frame

The card now
reads "ENTRY NO.
90 — $90,000,000"
in typewriter serif;
Senada's hand
slides it into frame

Wide aerial or
ground-level shot
of Manalapan's
quiet, tree-lined,
signless streets (no
specific residence
identified)

FRAMING/
MOVEMENT

Static top-down
macro, shallow
depth of field, slow
rack focus from
blur to sharp

Static macro, hand
enters from
screen-right

Slow push-in,
handheld-smooth
gimbal

DIALOGUE/VO

(silence, then
stamp SFX)

SENADA (VO): "In
December 2021, a
house in
Manalapan sold
for ninety million
dollars."

SENADA (VO, on
camera now, mid-
shot, seated at the
same desk): "No
other single
residence in South
Florida has sold for
more. It's still the

ON-SCREEN TEXT

"This is not a
celebration post."

"MANALAPAN -
DEC 2021"

"SOUTH FLORIDA'S
HIGHEST SINGLE-
RESIDENCE SALE
ON RECORD"

EDIT/TRANSITION

Hard cut on the
stamp sound

Cut to a wide of
Manalapan
coastline
(stock/establishing
, ho specific
property shown)
Cut on the word

"record" — text
punches in sync
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SOUND

Single mechanical
stamp thud, then
silence

Low string drone
begins, almost
subliminal

Drone swells
slightly under
"record"



TIME VISUAL

Cut to the index
card again, now a
second card is laid
beside it reading
"SOURCE:
TRADED.CO"

0:15-0:22

0:22-0:30 Senada on camera,
medium shot, desk
setting, calm and

direct

0:30-0:38 Quick montage:
press logos
appearing one at a
time in clean type
(CNBC, Bloomberg,
MSNBC, FOX, The
New York Times)
over a dark
charcoal

background

0:38-0:45 Return to the
index card, now
stamped
"VERIFIED" fully,
resting closed on
the desk; Senada's
hand rests beside
it, then the
ESTMA/Elliman
end card

D. Dialogue

FRAMING/
MOVEMENT

Macro, static, two
cards side by side,
soft overhead light

Static medium
shot, slight
handheld
breathing

Static type-on-
black cards, each
on screen 1.5s

Static macro pull-
back to a wide of
the full desk

DIALOGUE/VO

record."

SENADA (VO): "I
don't say that
because it sounds
good. | say it
because it's
tracked — publicly,
by a third party —
and it's been
verified."

SENADA (on
camera): "Most
agents will tell you
what a house is
worth. I'd rather
show you what
one actually sold
for, and let
someone else
confirm it."
[DRAFT — confirm
with Senada]

(no VO — on-
screen text only)

SENADA (VO):
"That's Entry
Number Ninety.
There are twenty-
nine more behind
it."

ON-SCREEN TEXT

"SOURCE:
TRADED.CO"

"RECEIPTS, NOT
ADJECTIVES."

"CNBC -
BLOOMBERG -
MSNBC - FOX - THE
NEW YORK TIMES"

"$719M+ TRACKED
+ 29 DEALS AND
COUNTING"

EDIT/TRANSITION

Slide transition,
card-to-card

Cut to black for
one frame, then
into montage

Quick cut,
metronomic
pacing, one per
beat of a soft pulse

Fade to end card

SENADA (VO, opening): "In December 2021, a house in Manalapan sold for ninety million dollars."

SENADA (VO): "No other single residence in South Florida has sold for more. It's still the record."

SOUND

A single page-
turn/paper SFX

Drone fades out,
room tone only

A single low piano
note per logo,
rising slightly each
time

Drone resolves to
a single sustained
low tone, then
silence

SENADA (VO): "I don't say that because it sounds good. | say it because it's tracked — publicly, by a third party — and it's been
verified."

SENADA (on camera): "Most agents will tell you what a house is worth. I'd rather show you what one actually sold for, and let
someone else confirm it." [DRAFT — confirm with Senada: this is a proposed line reflecting her documented "receipts over
adjectives" positioning; needs her voice and approval before filming.]

SENADA (VO, close): "That's Entry Number Ninety. There are twenty-nine more behind it."

INTERVIEW PROMPT (for an authentic alternate close, if time allows): "When that Manalapan deal closed, what was the first
phone call you made — and who was it to?" Use her real answer as a possible replacement for the final on-camera line; do not
substitute a fabricated anecdote if she declines to answer on camera.
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E. Shot List
® Macro overhead, index card on walnut desk, 50mm equivalent, shallow DoF (f/2.0), soft single-source side light.
® Macro, hand entering frame to place second card — shoot at 2x normal speed for a slight slow-motion weight to the gesture.

e Wide establishing of Manalapan's public streetscape (trees, gates, no specific house identified) — drone or gimbal, golden
hour.

® Medium on-camera interview setup: Senada seated, 3/4 desk angle, warm key light, cool charcoal backdrop, 85mm equivalent
for compression.

® Type-on-black press-logo cards — built in post, not filmed; see Post-Production.
o Closing wide of desk with closed, stamped card — static, symmetrical frame for the end card overlay.

[NEEDS: brokerage/compliance sign-off before using the exact $90M Manalapan figure and "South Florida's highest single-
residence sale on record" framing in a paid/boosted post — confirm current standing of the record with Traded.co has not been
superseded since original source date.]

F. Post-Production Notes

Grade: desaturate 15% from baseline, push blacks toward true charcoal (not blue-black), keep the cream index card slightly warm
so it reads as paper, not plastic. Typeface for all on-screen text: a serif display face (e.g., a Canela/Georgia-adjacent serif) for
numbers and place names, paired with a clean grotesque sans for labels like "SOURCE: TRADED.CO" — this mirrors the brand's
serif-display/sans-body system. Pacing: hold every macro shot a half-second longer than instinct says to — this Reel earns
attention through stillness, not speed; the only "fast" moment is the press-logo montage, which should feel like a drumroll, not a
highlight reel. Sound: no licensed luxury-brand strings — use a single sustained cello or double-bass drone, mixed low enough that
it's felt more than heard, with the stamp and page-turn SFX doing the emotional work. Caption burn-in: none needed in the edit
beyond what's listed in on-screen text — keep the frame clean for native platform captions to layer on top.

G. Distribution Package

e Headlines: 1) "Entry No. 90: The $90M Record, Filed." 2) "She Doesn't Celebrate the Record. She Files It." 3) "South Florida's
Highest Sale On Record — By the Numbers."

e Caption: "December 2021. Manalapan. $90,000,000 — South Florida's highest single-residence sale on record, tracked by
Traded.co. I'm not posting this for applause. I'm posting it because the record should be easy to check. This is Entry No. 90.
There are 29 more behind it, totaling $719M+ in tracked volume. Receipts, not adjectives. #SouthFloridaRealEstate
#ManalapanRealEstate #LuxuryRealEstate #DouglasElliman #Thelndex"

e CTA: "Want the full record? Link in bio — every tracked deal, dated and sourced."

e Story teaser (pre-post): Boomerang-style loop of the stamp hitting the card, text overlay: "Filing something tomorrow. Not a
listing. A record." Sticker: countdown to post time.

e Story follow-up (post-post): Screenshot of the Traded.co source citation with text: "Verified, not vibes. Swipe up for the full
breakdown." Poll sticker: "Did you know South Florida's record sale was in Manalapan?" Yes / No.

e Pinned comment: "For anyone asking — yes, this is independently tracked (Traded.co), not self-reported. Happy to walk
through how the tracking works if you're curious."

H. Alternative Execution (no Senada on camera)

Run the entire Reel as the ledger device with VO-only narration (a measured, neutral-gender-ambiguous or Senada pre-recorded
VO track if she's available for audio but not camera) over the macro card sequence, the Manalapan establishing shots, and the
press-logo montage. Replace the on-camera line (0:22-0:30) with a text card: "She'd rather show you the receipt than describe
the house." Hold on the stamped, closed index card for the full remaining runtime instead of cutting to a person. This version is
fully producible with a desk, two printed cards, a stamp, stock-safe establishing footage of public Manalapan streetscape, and a
licensed or production-music drone track — no talent day required.

REEL 11

The Street That Prices Itself

Pillar: Neighborhood Guide - Duration: 30s
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A. Creative Brief

Concept: South Ocean Boulevard — "Billionaire's Row" — is treated not as a pretty street but as a trading floor. The camera
moves down the corridor the way a ticker scrolls, with price bands appearing over real, publicly known listing tiers (Oro-Satori at
$40M, Villa Skyfall at $85M) to show that this single stretch of road has its own internal pricing logic, distinct from the rest of
Delray Beach.

Objective: Authority + Loyalty. Position Senada as the agent who can read a street like a market, not just describe its curb appeal.

Target audience: Relocating and international buyers trying to understand where their budget actually places them within a
market they don't yet have local literacy in.

Key insight: Buyers new to the area assume "oceanfront" is one price tier. It isn't — a single boulevard can span a $45M range,
and knowing where you land on it is the actual expertise being sold.

Intended reaction: "I didn't know a street could have that much internal range. | need someone who knows exactly where on it I'd
fit."
Ideal duration: 30s — a brisk, ticker-paced walk, not a leisurely tour.

B. Three Hooks

e  Visual-first: A literal stock-ticker-style price band scrolling left to right along the bottom of the frame as the camera glides
down South Ocean Boulevard, numbers updating as the camera passes each price tier.

® Spoken: Senada, walking toward camera at a measured pace: "This one street has a $45 million spread on it. Let me show you
where that comes from."

e Contrarian/curiosity: On-screen text cold open: "Everyone calls this 'Billionaire's Row.' That's not a price. Here's what the
actual range looks like."

C. Storyboard

TIME VISUAL FRAMING/ DIALOGUE/VO ON-SCREEN TEXT EDIT/TRANSITION SOUND
MOVEMENT

0:00-0:03 Drone shot gliding  Slow forward SENADA (VO): "'BILLIONAIRE'S Hard cut on VO Low synth pad
low over South drone push, "Everyone calls ROW' — S OCEAN beat enters
Ocean Boulevard's  horizon level this 'Billionaire's BLVD, DELRAY
tree line toward Row."" BEACH"
the water

0:03-0:07 Ground-level Lateral tracking SENADA (VO): "THAT'S NOT A Ticker graphic A soft ticking SFX
gimbal shot move, eye-level "That's not a price. =~ PRICE." begins sliding in starts, like a
moving along the That's a zip code." from bottom edge  market open bell,
boulevard, gates subtle
and hedges
passing

0:07-0:13 Ticker bar now Static wide, ticker SENADA (VO): "At "$40M — ENTRY Ticker number Ticking sound
fully visible along animates over it the entry point, TIER (e.g., Oro- counts up to syncs to the
the bottom third; you're near forty." = Satori)" "$40M" counting number
first data point
locks in over a
wide shot of a
gated entry (no
specific address
called out —
generic frontage)

0:13-0:19 Camera continues Lateral tracking SENADA (VO): "By "$85M — Ticker number Tick accelerates
down the continues, slightly  the timeyou're at  BILLIONAIRE'S counts up to slightly, pitch rises
boulevard, cuttoa faster pace the water's edge, ROW PEAK (e.g., "$85M"
different gated on the Row's most  Villa Skyfall, 800 S
frontage further requested stretch Ocean Blvd)"
along — you're near

eighty-five."
0:19-0:24 Senada now on Static medium SENADA (on "ONE STREET. A Cut to black ticker Market-close bell

camera, standing
streetside,

shot, boulevard as
backdrop

camera): "That's a
forty-five-million-

$45M RANGE."

card
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TIME VISUAL FRAMING/ DIALOGUE/VO ON-SCREEN TEXT EDIT/TRANSITION SOUND

MOVEMENT

boulevard visible dollar range on
behind her one street. My job

is knowing exactly

where in that

range you actually

belong." [DRAFT

— confirm with

Senada]

0:24-0:30 Final ticker card, Static graphiccard ~ SENADA (VO): "S OCEAN BLVD - Fade to end card Synth pad resolves

full black "Know your $40M-$85M+ - and fades
background, both number before DELRAY BEACH"
price points and you walk the
the street name block."

locked in frame
like a closing
market summary

D. Dialogue
SENADA (VO): "Everyone calls this 'Billionaire's Row.' That's not a price. That's a zip code."

SENADA (VO): "At the entry point, you're near forty. By the time you're at the water's edge, on the Row's most requested stretch,
you're near eighty-five."

SENADA (on camera): "That's a forty-five-million-dollar range on one street. My job is knowing exactly where in that range you
actually belong." [DRAFT — confirm with Senada: reflects documented inventory range; her phrasing should replace this draft
before filming.]

SENADA (VO, close): "Know your number before you walk the block."

E. Shot List

® Drone, low forward glide over the boulevard's tree canopy toward the ocean — golden hour, avoid identifying any single
residence's address or gate signage in frame beyond what's already public (Villa Skyfall's address is approved for reference per
the facts file, but confirm the listing is still active before naming a live price on camera).

e Gimbal lateral tracking at eye level along the public right-of-way — no entry onto private property, no specific house singled
out except where already publicly cited (Villa Skyfall as example).

® Wide static of a generic gated frontage for the "$40M entry tier" card — can be a representative, non-identified property if
Oro-Satori access/permission isn't cleared.

® On-camera medium shot of Senada streetside, boulevard visible but out of focus behind her (avoid implying any specific
property is for sale unless it currently is).

® Ticker graphic: built in post as a motion-graphics overlay, not filmed practically.

[NEEDS: confirm Oro-Satori ($40M) and Villa Skyfall ($85M, 800 S Ocean Blvd PH4) listing status is current before naming live
prices on camera — if either has sold or repriced, update the ticker figures or swap to "illustrative range" framing. Confirm no
filming occurs on private property without owner/HOA permission.]

F. Post-Production Notes

The ticker bar is the entire visual signature of this Reel — build it once as a reusable template (dark charcoal bar, warm off-white
numerals in the sans body font, a thin gold rule separating it from the live footage) so it can be reused across future Market Intel
and Neighborhood Guide Reels as a recognizable device. Pacing should feel like a brisk walk-and-talk, not a lingering tour — cut
tighter than instinct on the boulevard shots; the ticker counting up is the payoff, so don't let the footage around it drag. Color:
keep the boulevard lush and true-green, resist pushing it teal/desaturated — this Reel sells abundance and scale, unlike the
restrained ledger tone of Reel 10. Sound: a single soft market-bell chime at the close is the only "sound effect" that should be loud
enough to notice; everything else sits under dialogue.
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G. Distribution Package

o Headlines: 1) "One Street. A $45M Range. Here's the Math." 2) "'Billionaire's Row' Isn't a Price — Here's What Is." 3) "The
Street That Prices Itself: S Ocean Blvd, Delray Beach."

e Caption: "Billionaire's Row' gets thrown around like it's one price point. It isn't. On South Ocean Boulevard in Delray Beach,
the entry tier sits near $40M — the Row's most requested oceanfront stretch runs toward $85M. That's a $45M spread on a
single street. Knowing where your number lands before you start touring is the actual work. #DelrayBeach #BillionairesRow
#SouthOceanBoulevard #SouthFloridaRealEstate #DouglasElliman #Thelndex"

® CTA: "Not sure where your budget lands on this street? DM 'ROW' and I'll walk you through the actual tiers."

® Story teaser: Drone still frame of the boulevard with text: "Tomorrow: the street that has its own stock ticker." Countdown
sticker.

e Story follow-up: Repost the ticker end-card graphic with a poll: "Guess the entry price on Billionaire's Row" — options
under/over $40M.

e Pinned comment: "Prices referenced are illustrative of current market tiers on this corridor and subject to change — always
confirm live listing status before assuming availability at these price points."

H. Alternative Execution (no Senada on camera)

Run the full Reel as pure drone/gimbal footage with the ticker graphic and VO only — no on-camera appearance required. Replace
the 0:19-0:24 on-camera beat with a text card over a slow-motion wave shot: "A $45M range, on one street. Know your number."
This version needs only drone/gimbal footage of the public boulevard and the motion-graphics ticker build — no talent day, no
interview setup.

REEL 12

Exhibit A: The House Sold Four Times

Pillar: Client Wins - Duration: 60s

A. Creative Brief

Concept: Palazzo di Lago is presented as a literal case file — an evidence board with pinned photographs, string, and dated cards
— walking through its four reported sales ($17M in 2020, $26M in 2023, $37M in 2024 with the buyer side traced to Mark
Wabhlberg's team) like a detective assembling a timeline, not a realtor recapping a listing. This is the Instagram "receipts" cut of the
Palazzo Tapes story — shorter and more procedural than the full documentary arc, built for Friday Client Wins rather than
Wednesday's Behind the Deal franchise.

Objective: Authority + Loyalty. Demonstrate pattern-recognition and market timing expertise across years, not just a single
transaction.

Target audience: Press, other agents, past and prospective sellers evaluating long-term representation (not just a single sale).

Key insight: Nobody sells the same house four times by accident. The story isn't the Wahlberg detail — it's that she canread a
property's value cycle better than the market can.

Intended reaction: "This isn't luck. This is someone who understood exactly when this house would be worth more, four separate
times."

Ideal duration: 60s — the full five-step Client Wins structure (Number — Context = Problem — Action = Outcome) needs room
to land properly, especially with the required unconfirmed-figure caveat given real visual weight.
B. Three Hooks

e Visual-first: Overhead shot of a cork evidence board, three photographs pinned with red string connecting them, each
stamped with a year and a price — before any voice is heard.

o Spoken: Senada, direct to camera, almost conspiratorial: "I've sold this house four times. Let me show you the file."

e Contrarian/curiosity: On-screen text only: "This house didn't just sell four times. It got smarter every time it did."
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C. Storyboard

TIME VISUAL FRAMING/ DIALOGUE/VO ON-SCREEN TEXT EDIT/TRANSITION
MOVEMENT

0:00-0:04 Overhead on a Static overhead SENADA (VO): "I've = "CASE FILE: Hard cut on pin Single pin-click
cork evidence macro, hand sold this house PALAZZO DI LAGO"  sound SFX, then quiet
board: a single pin  enters to place pin  four times."
goes into a photo
labeled "PALAZZO

DI LAGO —
DELRAY BEACH"
0:04-0:10 Second pin, witha  Static overhead, SENADA (VO): 2020 - $17M" String pulled taut, Low tension string
card: "SALE 1 — hand places "First sale: 2020. snap SFX note
2020 — $17M", second card Seventeen
red string connects million."

to first photo

0:10-0:17 Third pin, card: Static overhead to ~ SENADA (VO): "2023 - $26M" Cut on the word String snap SFX
"SALE 2 — 2023 —  wide cutaway, "Three years later, "value" repeats
$26M"; wide shot quick after real
of generic Delray renovation work —
Beach waterfront twenty-six million.
architecture (not Nine million
the specific dollars of value, in
residence, to avoid three years,
identifying a because the house
private address) changed, not just
intercut for texture the market."
0:17-0:26 Fourth pin, card: Static overhead, SENADA (VO): "2024 - $37M - Hold two beats A single low
"SALE 3 — 2024 —  hand places final "Then, in 2024, it BUYER SIDE: before cut "reveal" chord
$37M — BUYER card slowly, sold again — WAHLBERG'S
SIDE: MARK deliberate pause thirty-seven TEAM — SOURCE:
WAHLBERG'S before placing million. The buyer ~ CNBC"
TEAM" side traced back to

Mark Wahlberg's
team. That part

made CNBC."
0:26-0:34 Camera pulls back  Slow pull-back, SENADA (VO): "~$106M ACROSS Cut to Senada on Tension string
to show all three overhead to a "Add up all four 4 SALES — FIGURE = camera resolves to silence
cards connected slightly elevated sales, and you're TO CONFIRM /
by string, with a 3/4 angle near a hundred SOURCE
fourth, larger card and six million. VERIFICATION
beneath reading That number is still REQUIRED"
"COMBINED being verified — so
ACROSS ALL FOUR I'm not going to
SALES: ~$106M" hand it to you as
stamped fact. I'm going to
diagonally in red hand it to you as a
"FIGURE TO case that's still
CONFIRM — open."
SOURCE
VERIFICATION
REQUIRED"
0:34-0:44 Senada on camera, Static medium, SENADA (on "FOUR SALES. ONE  Cut back to the Room tone only
medium shot, board visible but camera): "What | PATTERN." board
seated near the out of focus actually did four
(prop) evidence behind her times wasn't sell a
board, calm and house. It was read
precise the exact moment

each time the
market was ready
to pay more for it
than it had
before." [DRAFT —
confirm with
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TIME VISUAL FRAMING/ DIALOGUE/VO ON-SCREEN TEXT EDIT/TRANSITION SOUND

MOVEMENT
Senada]
0:44-0:52 Overhead on the Static overhead, SENADA (VO): "17 526 > 37 — Slow fade Low string swells
full board one wide "That's not luck. AND A FOURTH once, gently
more time, now all That's reading a SALE THAT PUT A
four cards clearly property's cycle PERIOD ON THE
laid outin a better than the SENTENCE"
timeline, string market does."
connecting all of
them
0:52-0:60 End card: "EXHIBIT  Static graphiccard  SENADA (VO): "The "THE PALAZZO Fade to black Final chord
A: PALAZZO DI full file — Episode  TAPES — EP. 01 resolves
LAGO" over a One, up now." LINK IN BIO"

closed folder
graphic, with the
Index and Elliman
branding

D. Dialogue
SENADA (VO): "I've sold this house four times."

SENADA (VO): "First sale: 2020. Seventeen million."

SENADA (VO): "Three years later, after real renovation work — twenty-six million. Nine million dollars of value, in three years,
because the house changed, not just the market."

SENADA (VO): "Then, in 2024, it sold again — thirty-seven million. The buyer side traced back to Mark Wahlberg's team. That part
made CNBC."

SENADA (VO): "Add up all four sales, and you're near a hundred and six million. That number is still being verified — so I'm not
going to hand it to you as fact. I'm going to hand it to you as a case that's still open."

SENADA (on camera): "What | actually did four times wasn't sell a house. It was read the exact moment each time the market was
ready to pay more for it than it had before." [DRAFT — confirm with Senada: this is a proposed interpretive line, not a verbatim
quote. Replace with her actual framing before filming, or use the INTERVIEW PROMPT below to source a real line.]

SENADA (VO, close): "That's not luck. That's reading a property's cycle better than the market does." [DRAFT — confirm with
Senada]

INTERVIEW PROMPT: "Of the four sales, which one taught you the most about timing — and what did you see that told you it was
the right moment?" Use her real answer verbatim where possible in place of the drafted closing lines.

E. Shot List

e Overhead macro of a cork/felt evidence board — built as a practical prop (board, string, printed cards), lit with a single soft
overhead source to avoid glare on the pins/string.

® Macro insert shots of each card being placed — shoot each at a slightly different angle for edit variety, same lighting setup
throughout for continuity.

®  Wide cutaway of generic Delray Beach waterfront architecture for texture during the 2023 beat — must not visually identify
the actual Palazzo di Lago property or any specific address; use a representative, non-identifying angle or stock-safe footage.

® On-camera medium shot of Senada near the board, 85mm equivalent, warm key, board visible but soft-focused behind her.

e Final closed-folder end card — built in post as a graphic, not filmed practically.

[NEEDS: Legal/compliance review before using Mark Wahlberg's name and the $37M/2024 detail — confirm this remains safe

to state as previously reported by CNBC and does not require additional clearance given it involves a third party's name.

Confirm the property is not visually identified on camera beyond what CNBC has already made public, to protect current owner

privacy. The ~$106M combined figure MUST carry the on-screen "figure to confirm / source verification required" caveat in

every cut of this Reel — do not post a version without it.]
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F. Post-Production Notes

This is the one Reel in the batch that should feel the most like a short documentary — borrow the visual language of a true-crime
case-file cold open (muted amber overhead lighting on the board, slight film grain, a lens vignette) without borrowing the tone;
the voice stays measured and professional, never sensational. The red string and pin device should recur exactly this way if a
future "Palazzo Tapes" Episode 2-5 cut is produced for Instagram, so it reads as a recognizable franchise device, not a one-off
gimmick. Typography on the cards: typewriter serif for the price/date data (reinforces "record," ties back to the Reel 10 ledger
device), clean sans for the caveat stamp so it reads as an official disclaimer rather than decoration — the red diagonal "FIGURE TO
CONFIRM" stamp should look like a real document stamp, not a meme-style warning graphic. Sound: tension strings building
through the sales timeline, resolving only once the caveat is stated — the resolution should feel like relief/honesty, not anticlimax.
Pacing: slow on the board (this is the evidence), quicker on the on-camera interpretive beat (this is the takeaway) — don't let
Senada's on-camera moment run long; the board is the star.

G. Distribution Package
o Headlines: 1) "Exhibit A: The House That Sold Four Times." 2) "$17M — $26M — $37M — The File on One House." 3) "Mark
Wabhlberg's Team Bought This House. It Wasn't the First Time It Sold."

e Caption: "One property in Delray Beach. Four reported sales. 2020: $17M. 2023: $26M, after real renovation work. 2024:
$37M, with the buyer side traced to Mark Wahlberg's team (CNBC). Add up all four and you're near $106M — a figure we're
still verifying, so I'm not posting it as settled fact. This isn't a luck story. It's a timing story. Full case file: The Palazzo Tapes,
Episode 1, link in bio. #DelrayBeach #SouthFloridaRealEstate #DouglasElliman #Thelndex #PalazzoTapes"

® CTA: "Episode 1 of the full case file is live — link in bio."

® Story teaser: Macro video loop of the pin going into the first card, text: "Opening a case file tomorrow. One house. Four
sales." Countdown sticker.

e Story follow-up: Screenshot of the CNBC source line with text: "The Wahlberg detail — sourced, not speculated. Full story in
the Reel." Quiz sticker: "How many times do you think this house sold?"2/3/4/5.

e Pinned comment: "To be clear on the math: the ~$106M combined figure across all four sales is still being verified and should
be treated as approximate until confirmed — the three individual sale prices ($17M, $26M, $37M) are independently
reported."

H. Alternative Execution (no Senada on camera)

The entire Reel can run as the evidence-board sequence with VO only (Senada's voice if available in audio-only form, or a neutral
documentary-style narrator VO if not) — the board is the main character throughout. Replace the 0:34-0:44 on-camera beat with
a text card over a slow overhead pull-back on the full board: "Four sales. One pattern. The file is still open." This version requires
only the practical board prop, macro camera work, and the generic waterfront cutaway — no interview setup, no talent day.

REEL 13

The Neighborhood With No Signs

Pillar: Neighborhood Guide - Duration: 24s

A. Creative Brief

Concept: Manalapan — the town where South Florida's $90M record sale happened — is introduced through its most
counterintuitive feature: there are no "For Sale" signs. Driving through, the camera notices gates, hedges, and silence, and the
absence of signage becomes the actual story about how this market operates: entirely on discretion, relationship, and off-market
knowledge.

Objective: Authority + Loyalty. Establish hyper-local, named-enclave expertise for a town most national audiences have never
heard of, in a way that signals Senada operates inside its actual culture, not just its listings.

Target audience: Relocating and international ultra-high-net-worth buyers who equate visible signage/marketing with market
activity and need to understand that in this tier, visibility works in reverse.

Key insight: The buyers most likely to afford this market are the ones most likely to assume "no activity" means "nothing's
happening" — when the opposite is true.

Intended reaction: "If | want in here, | need someone already inside the relationship layer, not someone searching the MLS."
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Ideal duration: 24s — a short, atmospheric, curiosity-driven piece; it should feel like a secret being shared quickly, not a leisurely
explainer.

B. Three Hooks

e Visual-first: A slow driving shot past gate after gate, hedge after hedge — zero signage anywhere in frame — before a single
word of text or VO appears.

o Spoken: Senada, low and direct, almost like letting the viewer in on something: "You will not see a single 'For Sale' sign in this
town. That's not an accident."

e Contrarian/curiosity: On-screen text cold open: "This town sold a $90M house. You'd never know it from the street."”

C. Storyboard

TIME VISUAL FRAMING/ DIALOGUE/VO ON-SCREEN TEXT EDIT/TRANSITION SOUND
MOVEMENT
0:00-0:04 Driving POV shot Smooth forward (silence, ambient "This town sold a Hold on silence Wind/ambient
(dash-mounted or  tracking, car POV only) $90M house." before VO road tone only, no
gimbal from a height music yet
moving vehicle)
along a quiet,
hedge-lined
Manalapan street
— no signage, no
people
0:04-0:08 Continue driving Same tracking SENADA (VO): "YOU'D NEVER Text punchesinon Low ambient pad
shot, passing a move, continuous "You'd never know KNOW IT FROM VO fades in under VO
second and third it from the street." THE STREET."
gated entry
0:08-0:14 Cut to a slow pan Static slow pan, SENADA (VO): "No  "NO SIGNS. NO Hard cut A single soft chime
across a closed, left to right signage. No open OPEN HOUSES." marks each "no"
unmarked gate — houses. No listing
no name plate, no photos circulating
sign, nothing before a deal is
already
structured.”
0:14-0:19 Senada on camera, = Static medium SENADA (on "MANALAPAN" Cut to final card Ambient pad holds
standing roadside, = shot camera): "This is steady
Manalapan Manalapan. It's
greenery behind where discretion
her, calm isn't a preference
— it's the entire
operating system."
[DRAFT — confirm
with Senada]
0:19-0:24 Final text card over = Static graphic card ~ SENADA (VO): "If "MANALAPAN - Fade to end card Ambient pad
a still frame of the you want in, you WHERE THE resolves to silence
quiet street: town need to already be  RECORD SALE
name, one-line inside the DOESN'T NEED A
positioning relationship." SIGN TO PROVE IT
HAPPENED"
D. Dialogue

SENADA (VO): "You'd never know it from the street."

SENADA (VO): "No signage. No open houses. No listing photos circulating before a deal is already structured."

SENADA (on camera): "This is Manalapan. It's where discretion isn't a preference — it's the entire operating system." [DRAFT —

confirm with Senada]

SENADA (VO, close): "If you want in, you need to already be inside the relationship."
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E. Shot List

e Dash-mounted or gimbal-stabilized driving POV, continuous forward motion, low-contrast midday or early-evening light so the
hedges and gates read as calm, not ominous.

e  Static slow pan across a single unmarked, unidentified gate — do not film close enough to capture a house number, security
camera, or any identifying detail without owner permission.

® On-camera medium shot, Senada roadside, public right-of-way only, greenery as soft-focus backdrop.

e Final still-frame card, built in post from a selected driving-shot frame, with graphic text overlay.

[NEEDS: confirm all driving/filming in Manalapan stays on public roads and does not linger on any single residence long enough

to identify it — this town's buyers specifically value the absence of exposure, so the Reel's execution must respect that same

discretion it's describing. Legal/compliance check on filming near private gated communities generally.]

F. Post-Production Notes

Keep the color grade warm and still — this isn't a moody or secretive grade, it's a calm, confident one; too much shadow/contrast
would undercut the "this is simply how it's done here" tone with something that reads as covert or sinister. Pacing is deliberately
slow for a 24-second Reel — resist the urge to cram more cuts in; the stillness of the driving shot is the point, and the whole piece
should feel like one unbroken breath until the on-camera beat. Sound: no percussive music at all — an ambient pad only, letting
road/wind tone carry most of the emotional texture. Typography: minimal — this Reel should feel like it has fewer graphic
elements than any other in the batch, reinforcing the "nothing to see here, and that's exactly the point" idea.

G. Distribution Package

o Headlines: 1) "The Town With No For-Sale Signs." 2) "This Town Sold a $90M House. You'd Never Know It From the Street." 3)
"Manalapan: Where Discretion Is the Entire Market."

e Caption: "Manalapan is where South Florida's highest single-residence sale on record closed — $90M, December 2021,
tracked by Traded.co. Drive through today and you won't see a single 'For Sale' sign. No open houses. No listing photos
circulating before a deal is structured. In this town, discretion isn't a preference — it's the operating system. If you want in,
you need to already be inside the relationship. #Manalapan #SouthFloridaRealEstate #DouglasElliman #Thelndex"

® CTA: "Looking in Manalapan? This isn't an MLS search. DM to start the actual conversation."

®  Story teaser: Driving-shot clip with text: "Tomorrow: the town with no signs." Countdown sticker.

e Story follow-up: Still frame of the unmarked gate with text: "No signage. No open houses. That's the whole story." Question
sticker: "What do you want to know about Manalapan?"

o Pinned comment: "For anyone relocating to this market — the 'no signage' culture is real and it's worth understanding before
you start looking, not after."

H. Alternative Execution (no Senada on camera)

Run the entire piece as the driving POV sequence with VO-only narration and text cards, dropping the 0:14-0:19 on-camera beat
entirely and replacing it with an extended hold on the unmarked-gate pan with the text: "This is Manalapan. Discretion isn't a
preference here — it's the operating system." This version is fully producible with a single driving pass and a drone or gimbal — no
talent day needed, and arguably reinforces the "no exposure" theme even more by keeping the piece entirely observational.

REEL 14

The Verification Call

Pillar: Client Wins - Duration: 40s

A. Creative Brief

Concept: Instead of presenting $719M+ in tracked volume and 29 deals as a flex, the Reel is structured around the moment a
journalist or producer calls to fact-check those numbers before running a story — dramatizing the actual mechanics of "receipts
over adjectives": a phone rings, a source gets named (Traded.co), a number gets confirmed, and only then does the piece run. The
entire Reel is about the discipline of being independently verifiable, not about the size of the number itself.

Objective: Authority. Build press and industry credibility by showing the verification process as the real differentiator, not the
dollar figure alone.
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Target audience: Press, other agents, and sophisticated sellers who have been burned by agents overstating production numbers
and want proof of rigor before proof of scale.

Key insight: In a market full of unverifiable "top producer" claims, the agent who volunteers to be checked — rather than simply
asserting — is the one worth trusting with a confidential listing.

Intended reaction: "She wants to be fact-checked. That's rarer than the number itself."

Ideal duration: 40s — enough to dramatize a small "scene" (the call) before resolving into the number.

B. Three Hooks

e Visual-first: Close-up on a phone screen lighting up with an incoming call labeled simply "FACT CHECK — [PRODUCER]" before
any dialogue starts.

e Spoken: Senada, mid-phone-call reenactment, calm: "You want to verify the number before you run it? Good. Call Traded.co
directly — don't take my word for it."

e Contrarian/curiosity: On-screen text only: "A journalist once asked us to prove the number before they'd print it. Here's what
happened."

C. Storyboard

TIME VISUAL FRAMING/ DIALOGUE/VO ON-SCREEN TEXT EDIT/TRANSITION SOUND
MOVEMENT
0:00-0:04 Close-up on a Static macro (phone ring SFX "A journalist once Cut onring Phone ring, then
ringing phone only) asked us to prove cut to silence
screen, this number
"INCOMING — before they'd print
FACT CHECK" it."
visible
0:04-0:09 Senada on camera, Medium shot, SENADA "RECEIPTS > Cut to desk/screen  Room tone
picking up, mid- phone to ear (reenacted, on ADJECTIVES"
conversation tone camera): "You
(reenactment, not want to verify the
areal recorded number before
call) you run it? Good.
Call Traded.co
directly — don't
take my word for
it." [DRAFT —
confirm with
Senada; thisis a
staged
reenactment of a
type of
interaction, not a
real recorded
quote from an
actual journalist
exchange.]
0:09-0:16 Over-the-shoulder = Static over-the- SENADA (VO): "INDEPENDENTLY  Cut on the word A single data-ping

"That's the whole
point of tracking

TRACKED. NOT "inflate" SFX

SELF-REPORTED."

or screen-capture
style shot of a

shoulder, slight
push-in

laptop/tablet
showing a
simplified
"Traded.co" style
record lookup
(built as a clean
graphic, not an
actual live site
capture unless
permission to
screen-record is
cleared)

ESTMA AGENCY -

through a third
party. It's not my
number to inflate.”
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TIME VISUAL FRAMING/ DIALOGUE/VO ON-SCREEN TEXT EDIT/TRANSITION SOUND

MOVEMENT
0:16-0:24 Graphic card: Static graphic card ~ SENADA (VO): "$719M+ TRACKED  Number count-up Rising tone synced
"$719M+ TRACKED "Seven hundred VOLUME" animation to the count
VOLUME" building nineteen million,
on screen humber and counting, in
by number tracked volume."
(counting
animation)
0:24-0:30 Graphic card: "29 Static graphic card ~ SENADA (VO): "29 DEALS" Cut Single confirming
DEALS" appears "Twenty-nine chime
beneath the deals. Every one of
volume figure them checkable."
0:30-0:36 Senada back on Medium shot SENADA (on "IF IT CAN'T BE Cut to end card Room tone fades
camera, direct, camera): "If a CHECKED, IT'S NOT
calm close number can't be A CREDENTIAL."
checked, it's not a
credential. It's a
claim." [DRAFT —
confirm with
Senada]
0:36-0:40 End card: Index Static graphic SENADA (VO): "SOURCE: Fade to black Final chime
branding with "Check it yourself. = TRADED.CO - resolves
"Source: That's the CHECK IT
Traded.co" credit invitation." YOURSELF"

line

D. Dialogue

SENADA (reenacted, on camera): "You want to verify the number before you run it? Good. Call Traded.co directly — don't take my
word for it." [DRAFT — confirm with Senada: this dramatizes a type of real interaction (press fact-checking before publication)
but is not a verbatim transcript of an actual call. Replace with a real anecdote from an actual press interaction if Senada can
confirm one, or keep as a labeled stylized reenactment in the final edit's disclosure.]

SENADA (VO): "That's the whole point of tracking through a third party. It's not my number to inflate."

SENADA (VO): "Seven hundred nineteen million, and counting, in tracked volume. Twenty-nine deals. Every one of them
checkable."

SENADA (on camera): "If a number can't be checked, it's not a credential. It's a claim." [DRAFT — confirm with Senada]
SENADA (VO, close): "Check it yourself. That's the invitation."

INTERVIEW PROMPT: "Has a journalist or producer ever actually asked you to verify your numbers before running a story? What
did that conversation look like?" If she has a real instance she can discuss without breaching any confidentiality, replace the
staged reenactment with her real account, clearly framed as a real recollection rather than a dramatization.

E. Shot List

® Macro close-up on a phone screen — can be a prop/mockup screen built in post to avoid showing any real contact's name or
number.

e Medium on-camera shot, Senada with phone to ear, naturalistic lighting, desk/office setting.

e Over-the-shoulder shot of a laptop screen — if not using a real site capture, build a simplified, clearly original-design graphic
that evokes a "verification record" without impersonating Traded.co's actual interface or branding.

®  Graphic cards for the $719M+ and 29-deals count-up — built in post.
e Final on-camera medium close, same setup as the opening phone-call beat for visual continuity.

[NEEDS: legal/compliance check on reenacting a "fact-check phone call" — the edit and/or caption must make clear this is a
stylized dramatization of a real category of interaction, not a recorded real conversation, to avoid implying a specific journalist
said specific words they didn't. Confirm correct current figures for tracked volume/deal count with Traded.co before publishing,
since these figures update over time ("and counting").]
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F. Post-Production Notes

This Reel should feel like it's letting the audience in on "how the sausage gets made" — slightly faster cutting than Reels 10 and 13,
with a procedural, almost newsroom energy (think: the pacing of a fact-checking montage in a journalism documentary, not a
real-estate ad). The phone-call reenactment must be visually signaled as a reenactment — consider a subtle on-screen label like
"(illustrative)" in small type during that beat if platform/legal guidance requires it, so nothing is misread as a real recorded call.
Typography: same serif/sans system as Reels 10 and 12 for the number cards, reinforcing that these three Reels are all part of the
same "ledger" visual family even though they're different stories. Sound: data-ping and chime SFX should feel clean and modern,
not cheesy — pull references from financial-news graphics packages (a confirming tone, not a game-show "ding").

G. Distribution Package

o Headlines: 1) "A Journalist Asked Us to Prove the Number First." 2) "$719M, Independently Tracked. Check It Yourself." 3) "If a
Number Can't Be Checked, It's Not a Credential."

e Caption: "A number is only a credential if someone else can check it. $719M+ in tracked transaction volume, 29 deals and
counting — tracked independently by Traded.co, not self-reported. If a journalist or another agent wants to verify it, the
invitation is standing: check it yourself. #SouthFloridaRealEstate #DouglasElliman #Thelndex #LuxuryRealEstate"

e CTA: "Want the full tracked record? Link in bio."

e Story teaser: Phone-ringing clip with text: "Tomorrow: what happens when a journalist asks us to prove it." Countdown
sticker.

e Story follow-up: Screenshot of the "$719M+ / 29 deals" end card with text: "Independently tracked. Not self-reported. That's
the difference." Poll: "Would you trust a number more if it was third-party verified?" Yes / Always.

e Pinned comment: "To be precise: $719M+ and 29 deals reflects tracked volume as of our most recent Traded.co confirmation
— these figures are 'and counting' and will continue to update.”
H. Alternative Execution (no Senada on camera)

Replace the phone-call reenactment entirely with a text-message-style visual sequence (a stylized chat thread showing a
"Producer" asking for verification and a response pointing to Traded.co, built as a graphic, not implying any real exchange) leading
into the same graphic count-up cards for $719M+ and 29 deals, closing on the same "Source: Traded.co — Check it yourself" end
card. This version requires zero on-camera talent and can be built almost entirely in motion graphics plus one
stock/representative office B-roll shot for texture.

REEL 15

Same Zip Code, Different Buyer

Pillar: Neighborhood Guide - Duration: 20s

A. Creative Brief

Concept: A tight, split-screen comparison of Spanish River Road and South Ocean Boulevard — two addresses that read as
interchangeable to an outsider ("oceanfront, Delray/Boca-area, ultra-luxury") but attract genuinely different buyer psychologies.
The Reel's entire value is the contrast, delivered fast.

Objective: Authority + Loyalty. Demonstrate granular, street-level buyer-behavior expertise that a generic "oceanfront luxury"
search can't surface.

Target audience: Relocating and international buyers comparing specific streets/corridors who don't yet know these two read
completely differently to locals.

Key insight: Two streets can share a price tier and a zip code and still sell to two different kinds of people — buyers need someone
who can tell them which one actually matches how they want to live, not just what they can afford.

Intended reaction: "l would have assumed these were basically the same street. They're not even close."

Ideal duration: 20s — this is a quick-hit comparison Reel, built for rapid, rewatchable consumption, not a slow narrative.

B. Three Hooks

e Visual-first: True split-screen opens immediately — left side Spanish River Road, right side South Ocean Boulevard — before
any text or voice.

e Spoken: Senada, fast and confident: "Same price range. Same ten-minute drive. Completely different buyer. Here's the split."
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e Contrarian/curiosity: On-screen text cold open: "These two streets get confused constantly. They shouldn't be."

C. Storyboard

TIME VISUAL FRAMING/ DIALOGUE/VO ON-SCREEN TEXT EDIT/TRANSITION SOUND
MOVEMENT

0:00-0:03 Split-screen opens:  Static split, each SENADA (VO): "SPANISH RIVER Hard cut from A single low synth
left = Spanish River = side a slow "Same price range. ROAD vs. SOCEAN  black tone
Road streetscape, independent push-  Same ten-minute BOULEVARD"
right =S Ocean in drive."
Blvd streetscape,
both moving
slowly

0:03-0:07 Left side (Spanish Left side push-in SENADA (VO): "SPANISH RIVER Wipe left-to-right Soft ambient pad
River Road) continues, right "Spanish River RD: PRIVACY- on left side
brightens/takes side slows Road buyers want  FIRST"
focus, right dims privacy that

doesn't announce
itself — deep lots,
mature
landscaping, no
see-and-be-seen."

0:07-0:11 Right side (S Ocean = Right side push-in  SENADA (VO): "S "S OCEAN BLVD: Wipe right-to-left Slightly brighter
Blvd) continues, left Ocean Boulevard STATEMENT- pad on right side
brightens/takes slows buyers want to be  FIRST"
focus, left dims exactly where the

attention is — the
Row, the name,
the view everyone

recognizes."
0:11-0:16 Full split-screen Static split with SENADA (on "SAME BUDGET. Cut to full card Both pads blend
returns, both sides  center insert camera, insert): DIFFERENT LIFE."
equal, Senada's "Same budget.
on-camera insert Completely
appears center, different life.
small, overlaid on That's the actual
the split question before

you pick a street."
[DRAFT — confirm

with Senadal
0:16-0:20 End card: both Static graphic card ~ SENADA (VO): "PRIVACY-FIRST OR = Fade to end card Pad resolves to
street names side "Know which one STATEMENT-FIRST silence
by side with a one- you actually are." — WHICH ARE
line distinction You?"

under each

D. Dialogue
SENADA (VO): "Same price range. Same ten-minute drive."

SENADA (VO): "Spanish River Road buyers want privacy that doesn't announce itself — deep lots, mature landscaping, no see-and-
be-seen."

SENADA (VO): "S Ocean Boulevard buyers want to be exactly where the attention is — the Row, the name, the view everyone
recognizes."

SENADA (on camera, insert): "Same budget. Completely different life. That's the actual question before you pick a street." [DRAFT
— confirm with Senada]

SENADA (VO, close): "Know which one you actually are."
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E. Shot List

® Spanish River Road: gimbal or drone, slow push-in on mature tree canopy and deep-set gated frontages, warm late-afternoon
light, no specific address identified.

® S Ocean Boulevard: drone, slow push-in toward the open oceanfront stretch, brighter/wider light to contrast visually with the
Spanish River side.

e Small on-camera insert: Senada framed tight, simple background, shot separately and composited as a picture-in-picture over
the split screen.

e End card: built in post as a two-column graphic.

[NEEDS: confirm filming locations stay on public roads/right-of-way for both corridors; no specific residence identified in either

shot.]

F. Post-Production Notes

The split-screen is the entire mechanism here — invest the post time in making the "focus shift" (one side brightening/sharpening
while the other dims) feel seamless and almost architectural, like a transition in a design magazine spread, not a cheap template
effect. Color: let the two sides have genuinely different temperature — Spanish River Road slightly warmer/greener (privacy,
shade, intimacy), S Ocean Boulevard slightly cooler/brighter (openness, visibility, status) — the color contrast should do half the
storytelling. Pacing: this is the fastest Reel in the batch — no shot holds longer than 4 seconds; the whole point is a quick, clean,
rewatchable comparison people will send to a partner with "which one are we."

G. Distribution Package

o Headlines: 1) "Spanish River Road vs. S Ocean Blvd — Same Zip, Different Buyer." 2) "These Two Streets Get Confused
Constantly. They Shouldn't Be." 3) "Privacy-First or Statement-First: Which Street Are You?"

e Caption: "Spanish River Road and South Ocean Boulevard sit in roughly the same price tier and a ten-minute drive from each
other — and attract completely different buyers. One wants privacy that doesn't announce itself. One wants to be exactly
where the attention is. Same budget, different life. Which one are you? #DelrayBeach #BocaRaton #SpanishRiverRoad
#SouthOceanBoulevard #SouthFloridaRealEstate #DouglasElliman #Thelndex"

CTA: "Not sure which street matches how you actually want to live? DM and let's figure it out."
Story teaser: Quick split-screen clip with text: "Tomorrow: the street comparison everyone gets wrong." Countdown sticker.

Story follow-up: Poll sticker over the end card: "Privacy-first or statement-first?" with the two street names as options.

Pinned comment: "Both corridors span a wide range of price points depending on the specific property — this is about buyer
psychology, not a claim that every house on either street costs the same."
H. Alternative Execution (no Senada on camera)

Remove the on-camera insert at 0:11-0:16 entirely and replace it with a text card over the full split-screen: "Same budget.
Completely different life. Know which one you are." The rest of the Reel — both street sequences and the VO — can run with
Senada's voice only or a neutral narrator VO, making this fully producible from B-roll and a voice track alone.

REEL 16

Five Networks, One Record

Pillar: Client Wins - Duration: 35s

A. Creative Brief

Concept: Rather than naming the press coverage as a trophy case, the Reel treats it as a credibility stress-test: five separate,
competing national outlets — CNBC, Bloomberg, MSNBC, FOX, The New York Times — independently covering the same
underlying record. The question posed on-screen is not "look how famous" but "why would five outlets with nothing in common
all check the same story." The answer is the record itself, not the attention.

Objective: Authority. Convert press mentions into evidence of a verifiable record rather than a vanity metric.

Target audience: Press, other agents, and sophisticated sellers assessing whether a public profile reflects a real track record or
just visibility.

Key insight: Media coverage from ideologically and editorially different outlets covering the same facts is a stronger credibility

signal than coverage from any single outlet — the agreement across competitors is the real proof.
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Intended reaction: "These outlets don't agree on much. They agreed on this."

Ideal duration: 35s — enough to let the "why would five different outlets..." question breathe before resolving.

B. Three Hooks

e Visual-first: Five static type cards, one per outlet name, flashing up fast in silence before any voice — CNBC, Bloomberg,
MSNBC, FOX, NYT — then a hard stop.

® Spoken: Senada, direct to camera: "CNBC, Bloomberg, MSNBC, FOX, and The New York Times don't agree on much. They
agreed on this."

e Contrarian/curiosity: On-screen text cold open: "Five outlets. Zero overlap in audience. One story they all ran."

C. Storyboard

TIME VISUAL FRAMING/ DIALOGUE/VO ON-SCREEN TEXT EDIT/TRANSITION SOUND
MOVEMENT
0:00-0:05 Five quick type Static type-on- (silence) "CNBC. Rapid cut, one per  Five quick,
cards flash, one black, fast cuts BLOOMBERG. 1 second identical "tick" SFX,
per outlet name, MSNBC. FOX. THE one per card
black background, NEW YORK
no footage TIMES."
0:05-0:10 Hard stop on black  Static black SENADA (VO): "THEY DON'T Hold, no cut Silence
screen, full beat of "Five outlets. They =~ AGREE ON MUCH."
silence don't agree on
much."
0:10-0:15 Senada on camera, = Static medium SENADA (on "THEY AGREED ON  Cut to montage Low drone enters
direct, still shot camera): "They THIS."
agreed on this: the
record sale in
Manalapan, and
the story behind a
house in Delray
Beach that sold
four times."
[DRAFT — confirm
with Senadal
0:15-0:22 Quick montage: Static graphic SENADA (VO): "A "$90M Quick cut Rising tone
the $90M ledger cards, quick cuts ninety-million- MANALAPAN -
card (reused from dollar record sale. PALAZZO DI LAGO,
Reel 10's visual A house that sold 4 SALES"
system) and the four times, with
Palazzo evidence- Mark Wahlberg's
board card (reused team involved in
from Reel 12's one of them."
visual system)
flash briefly
0:22-0:28 Senada on camera = Static medium SENADA (on "IT CHECKS OUT." Cut to end card Drone resolves
again, calm close shot camera):
"Coverage like that
doesn't happen
because a story
sounds good. It
happens because it
checks out."
[DRAFT — confirm
with Senada]
0:28-0:35 End card: all five Static graphic card ~ SENADA (VO): "FIVE OUTLETS. Fade to black Final tone
outlet names "That's the record. =~ ONE VERIFIED
arranged cleanly Check it yourself."  RECORD."
with "SOURCE
VERIFIED

COVERAGE" and
Index branding
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D. Dialogue
SENADA (VO): "Five outlets. They don't agree on much."

SENADA (on camera): "They agreed on this: the record sale in Manalapan, and the story behind a house in Delray Beach that sold
four times." [DRAFT — confirm with Senada]

SENADA (VO): "A ninety-million-dollar record sale. A house that sold four times, with Mark Wahlberg's team involved in one of
them."

SENADA (on camera): "Coverage like that doesn't happen because a story sounds good. It happens because it checks out." [DRAFT
— confirm with Senada]

SENADA (VO, close): "That's the record. Check it yourself."

E. Shot List

® Type-on-black outlet-name cards — built in post, plain sans-serif, no outlet logos/trademarks used without clearance (use
outlet names as plain text only, not reproduced logos, to avoid any trademark/clearance issue).

e Two on-camera medium shots, same setup, same desk/backdrop as Reels 10, 12, and 14 for visual continuity across the
"ledger family" of Client Wins Reels.

e Reused graphic assets from Reel 10 (the $90M ledger card) and Reel 12 (the Palazzo evidence-board card) — repurpose rather
than re-shoot, reinforcing franchise continuity.

e End card: built in post.

[NEEDS: legal/compliance review before using any outlet names — confirm plain-text reference to "has been covered by
[outlet]" is compliant without implying endorsement by the outlet, and confirm no logo/trademark reproduction is used
without permission. Re-confirm the Palazzo/Wahlberg detail clearance noted in Reel 12 applies here as well, since it's
referenced again.]

F. Post-Production Notes

This Reel is the "capstone" of the Client Wins batch and should visually quote the other three (the ledger typography from Reel

10, the evidence-board card from Reel 12, the count-up graphic language from Reel 14) rather than inventing new visual language
— the effect should be "oh, these are all the same record," reinforcing the brand's central idea that The Index is one continuous
ledger, not four disconnected brag posts. Pacing: fast and clipped for the outlet-name cards (almost aggressive), then a full,
uncomfortable beat of silence on the black screen at 0:05-0:10 — that silence is the most important edit decision in the Reel; do
not rush it. Sound: avoid any triumphant horn/brass stabs on the outlet names — keep it dry, almost clinical, so the moment reads
as fact-stating, not trophy-collecting.

G. Distribution Package
e Headlines: 1) "Five Outlets. They Don't Agree on Much. They Agreed on This." 2) "CNBC, Bloomberg, MSNBC, FOX, The New
York Times — One Shared Record." 3) "Why Five Competing Outlets Covered the Same Story."

e Caption: "CNBC, Bloomberg, MSNBC, FOX, and The New York Times don't have much in common editorially. They've each
covered the same underlying record: the $90M Manalapan sale — South Florida's highest single-residence sale on record —
and the story of a Delray Beach house that's sold four times, including a sale with Mark Wahlberg's team on the buyer side.
Coverage like that isn't about a good story. It's about a story that checks out. #SouthFloridaRealEstate #DouglasElliman
#Thelndex #LuxuryRealEstate"

e CTA: "Want the sourcing on every claim in this video? Link in bio."

® Story teaser: Fast cut of the five type cards with text: "Tomorrow: the five outlets that don't agree on much." Countdown
sticker.

e  Story follow-up: End-card repost with text: "Every claim in that video is sourced. Ask me which outlet covered what." DM-me
sticker.

e Pinned comment: "Specific attributions for anyone asking: the Manalapan record is tracked via Traded.co; the Palazzo di
Lago / Wahlberg detail was reported via CNBC / Elliman Insider coverage."
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H. Alternative Execution (no Senada on camera)

Run the full Reel as type-on-black cards and reused ledger/evidence-board graphics with VO only (Senada's voice track or a
neutral narrator), dropping both on-camera beats and replacing them with extended holds on the black screen and the end card
respectively. Text cards can carry the exact same lines currently marked as on-camera dialogue. This version needs zero new
filming — it is a fully re-cuttable "clip show" from assets already built for Reels 10, 12, and 14.

REEL 17

The Enclave You've Never Heard Of

Pillar: Neighborhood Guide - Duration: 15s

A. Creative Brief

Concept: A rapid-fire reveal of Stone Creek Ranch — a gated enclave within the Billionaire's Row cluster that most relocating
buyers researching "Delray Beach luxury real estate" will never surface in a general search, because it operates below the radar by
design. The entire Reel is built as a quick "insider fact drop," built for curiosity and shareability rather than a full tour.

Objective: Authority + Reach. Demonstrate depth of hyper-local knowledge beyond the famous street names, positioning Senada
as someone whose knowledge goes a layer deeper than what's publicly searchable.

Target audience: Relocating and international buyers doing their own research online who are about to assume they've already
found "the" enclave (the famous street) without knowing a quieter, equally significant one exists adjacent to it.

Key insight: The buyers who most need an insider aren't the ones who don't know Billionaire's Row exists — they're the ones who
think that's the whole map.

Intended reaction: "Wait, there's a whole other enclave | didn't know to search for."

Ideal duration: 15s — this is a single-idea, high-velocity curiosity hook, not a guide; it should feel like a fact dropped mid-
conversation.

B. Three Hooks

e  Visual-first: A map graphic zooms into the Billionaire's Row area, then a second, smaller gated boundary highlights just beside
it — before any text appears.

o Spoken: Senada, fast, almost under her breath: "Everyone searches Billionaire's Row. Almost nobody searches the enclave
right next to it."

e Contrarian/curiosity: On-screen text cold open: "If you've only heard of one enclave here, you're missing the second one."

C. Storyboard

TIME FRAMING/ DIALOGUE/VO REEN TEXT EDIT/TRANSITION
MOVEMENT

0:00-0:03 Simple map Animated zoom, SENADA (VO): "IF YOU'VE ONLY Zoom continues Single rising tone
graphic, zooming built in post "Everyone HEARD OF ONE
from a wide South searches ENCLAVE HERE..."
Florida view into Billionaire's Row."
the Delray
Beach/Billionaire's
Row area
0:03-0:06 Map highlights a Animated highlight SENADA (VO): "...YOU'RE Hard cut to live Tone resolves
second, adjacent reveal "Almost nobody MISSING THE footage
gated boundary in searches the SECOND ONE."
a contrasting color enclave right next
toit."
0:06-0:11 Live gimbal shot, Lateral tracking, SENADA (VO): "STONE CREEK Cut to on-camera Ambient enters
slow glide past a eye level "Stone Creek RANCH"
gated entry into a Ranch. Same
quiet, private Billionaire's Row
enclave (Stone cluster. A fraction
Creek Ranch, of the search
public-facing traffic."

exterior only)
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TIME VISUAL FRAMING/ DIALOGUE/VO ON-SCREEN TEXT EDIT/TRANSITION SOUND

MOVEMENT
0:11-0:15 Senada on camera, = Static medium SENADA (on "ONE STREET TOO  Fade to end card Ambient resolves
quick, direct close  shot camera): "If your EARLY."

research stopped
at the famous
name, you stopped
one street too
early." [DRAFT —
confirm with
Senada]

D. Dialogue

SENADA (VO): "Everyone searches Billionaire's Row. Almost nobody searches the enclave right next to it."
SENADA (VO): "Stone Creek Ranch. Same Billionaire's Row cluster. A fraction of the search traffic."

SENADA (on camera): "If your research stopped at the famous name, you stopped one street too early." [DRAFT — confirm with
Senada]

E. Shot List

® Map graphic sequence: built in post as a clean, branded motion-graphics zoom (no need for real proprietary map data — use
a simple, stylized illustrated map in the brand's charcoal/gold palette).

e Live gimbal shot, exterior-only glide past the public entrance of the enclave, no specific residence identified, public right-of-
way only.

® On-camera close, same setup as other Neighborhood Guide Reels in this batch for visual consistency.

[NEEDS: confirm Stone Creek Ranch is an appropriate enclave to name publicly in this context (it's listed in the approved facts

file as a reference), and confirm filming stays strictly on public right-of-way at the entrance, with no HOA/gate footage that

could be read as implying access beyond what's public.]

F. Post-Production Notes

This is the shortest, punchiest piece in the batch — treat it like a single sentence, not a story: one idea (there's a second enclave),
one reveal (the map highlight), one close (the line about stopping too early). The map graphic should be simple enough to read
clearly even muted with sound off, since a 15-second curiosity Reel lives or dies on whether the visual alone makes sense.
Typography: slightly larger/bolder than the other Reels in this batch, since the whole piece needs to read instantly on a scroll-by.
No music swell or big resolve — this is a quick, confident fact-drop, and it should end almost as abruptly as it began.

G. Distribution Package

o Headlines: 1) "The Enclave You've Never Heard Of (It's Right Next to the Famous One)." 2) "If You've Only Heard of
Billionaire's Row, You've Stopped One Street Too Early." 3) "Stone Creek Ranch: The Quiet Neighbor to Billionaire's Row."

e Caption: "Everyone searches Billionaire's Row. Almost nobody searches Stone Creek Ranch — the gated enclave sitting right
next to it, inside the same cluster, with a fraction of the search traffic. If your research into South Florida luxury real estate
stopped at the famous name, you stopped one street too early. #DelrayBeach #BillionairesRow #StoneCreekRanch
#SouthFloridaRealEstate #DouglasElliman #Thelndex"

e CTA: "Want the full list of enclaves most searches miss? DM 'MAP' and I'll send it."
e Story teaser: Map-zoom clip with text: "There's a second enclave nobody searches for. Tomorrow." Countdown sticker.

e  Story follow-up: Repost the map highlight frame with text: "This is the one everyone misses." Question sticker: "What enclave
should I cover next?"

o Pinned comment: "For anyone relocating and researching from out of state — this is exactly the kind of detail a map search
won't surface. Happy to walk through others like it."
H. Alternative Execution (no Senada on camera)

Drop the 0:11-0:15 on-camera beat and replace it with a final text card over the live gimbal shot: "If your research stopped at the
famous name, you stopped one street too early." The entire Reel then runs as map graphic + live gimbal footage + VO/text only,
fully producible without a talent day — appropriate for a quick-turn posting week where Senada isn't available to film.
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Summary — Reels 10-17 at a Glance

S S

11

12

13

14

15

16

17

Entry No. 90 Client Wins Index-card ledger, stamped
and filed

The Street That Prices Itself =~ Neighborhood Guide 30s Stock-ticker overlay on a
boulevard glide

Exhibit A: The House Sold Client Wins 60s Cork evidence board, pins

Four Times and string

The Neighborhood With No = Neighborhood Guide 24s Driving POV, zero signage

Signs

The Verification Call Client Wins 40s Reenacted fact-check
phone call

Same Zip Code, Different Neighborhood Guide 20s True split-screen contrast

Buyer

Five Networks, One Record  Client Wins 35s Type-on-black outlet roll

call + franchise callback

The Enclave You've Never Neighborhood Guide 15s Map zoom-and-highlight
Heard Of reveal

Open flags requiring sign-off before production (consolidated):

1. Reel 10 — brokerage/compliance confirmation that the $90M/Manalapan record framing is still current.

2. Reel 11 — confirm Oro-Satori ($40M) and Villa Skyfall ($85M) listing status before naming live prices; property-access
permissions for filming.

3. Reel 12 — legal review on naming Mark Wahlberg's team; the ~$106M figure must always carry the on-screen "figure to
confirm" caveat; privacy of the current owner.

4, Reel 13 — filming discretion in Manalapan matching the privacy culture being described.

5. Reel 14 — clear labeling that the fact-check phone call is a stylized reenactment, not a real transcript; current tracked-
volume/deal-count figures reconfirmed at time of posting.

6. Reel 16 — trademark/clearance review on referencing outlet names; reconfirms the Reel 12 Wahlberg clearance.

7. Reel 17 — confirm Stone Creek Ranch can be named publicly in this context; public-right-of-way-only filming.

All Senada on-camera opinion/personality lines across all 8 Reels are marked [DRAFT — confirm with Senada] and paired with an
INTERVIEW PROMPT where a real quote would strengthen the piece — none should be treated as her actual words until she has
reviewed and approved them.
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Client: Senada AdZem - Douglas Elliman - South Florida — Agency: ESTMA

Pillars covered: Saturday — Lifestyle & Luxury (reach only, never a sales ask) - Sunday — Senada's POV (loyalty only, her own
candid words)

Mix: 4 Lifestyle & Luxury (18, 20, 22, 24) - 4 Senada's POV (19, 21, 23, 25)

All facts, figures, and listing examples below are sourced only from the approved facts file. No new transaction figures, addresses,
or client identities are introduced. Every line that would represent Senada's personal opinion, instinct, or story is marked [DRAFT
— confirm with Senada] and is paired with a real INTERVIEW PROMPT — none of it is a fabricated quote. Where a production
detail needs confirmation before filming, it is flagged [NEEDS: ...] or [PLACEHOLDER — ...].

REEL 18

The Six-Minute Light

Pillar: Lifestyle & Luxury - Duration: 24s

A. Creative Brief

Concept: A single unbroken sensory study of the exact six minutes each morning when direct sunrise light crosses a glass-walled
great room — tracked in real time from first glint to full flood. No people, no narration, no address named.

Objective: Pure reach / brand-world content. Establishes Senada's visual register as design-literate, not "another agent with a nice
view." No sales ask, no listing identified.

Target audience: Design-minded, architecture-literate, aspirational followers — the audience that follows a space, not a listing.

Key insight: Ultra-luxury buyers are shopping for a feeling before square footage. That feeling rarely gets filmed because agents
default to wide static shots. A time-literal study of light is a feeling, not a pitch.

Intended reaction: A slowed pulse. "l want to be inside that." Saved, not skipped.

Ideal duration: 24s.

B. Three Hooks

®  Visual-first: Hard cut from black into a single thread of light hitting a marble floor seam at a diagonal — no text, no sound for
1.5s before the score starts.

® Spoken/text: On-screen text only — "6:14 AM. The light hasn't found the room yet."

e Contrarian: On-screen text — "Nobody tells you the best feature of a house like this happens before anyone's awake to see
it."

C. Storyboard

TIME VISUAL FRAMING/ DIALOGUE/VO ON-SCREEN TEXT EDIT/TRANSITION SOUND
MOVEMENT

0:00-0:02 Black frame, hold Static, no None "6:14 AM" (small, Hard cut in from Silence, then a
movement bottom-left, serif) black single low ambient
tone fades in

0:02-0:06 First thread of light = Static low tripod, None none Slow dissolve as Ambient room
breaches the floor-level light builds tone — AC hum,
window seam, distant gulls
lands on marble
floor

0:06-0:10 Light crawls across ~ Slow motorized None none Match cut on Tone swells
the floor seam slider, left to right, light's leading edge  slightly; a single
toward a stone floor level piano note enters
staircase

0:10-0:14 Light climbs the Static, waist None "6:17 AM" (small, Hard cut Piano motif, two
staircase riser, height, slight rack bottom-left) notes
catching dust in focus on dust
the air motes

0:14-0:18 Full flood — glass Wide static, None none Slow push-in Piano motif
wall lit edge to centered resolves, swells

ESTMA AGENCY - THE INDEX - INSTAGRAM CREATIVE & PRODUCTION PLAYBOOK



TIME VISUAL FRAMING/ DIALOGUE/VO ON-SCREEN TEXT EDIT/TRANSITION SOUND
MOVEMENT

edge, ocean with reverb
outline visible

through it, no

furniture/people

0:18-0:21 Macro on a single Macro lens, static None none Hard cut Score peaks, held
surface —
travertine texture
lit gold

0:21-0:24 Pull back to the Static None "6:20 AM. Six Cut to black, text Score cuts to
same black frame minutes. Gone." holds, fade silence
as the open, light
gone again

D. Dialogue

None by design. The only "voice" is the on-screen timestamp text. If a future edit wants a single closing VO line from Senada, the
only safe content is a factual, non-opinion line such as "This is the view | show up early for" — [DRAFT — confirm with Senada] if
ever added. Default execution carries zero dialogue.

E. Shot List

Floor-level static, light hitting marble seam (tripod, wide-normal lens)
Motorized slider, floor level, tracking light left to right across 4-6 ft
Waist-height static with rack focus on dust motes inside the light shaft

Wide static on the glass wall, centered composition, ocean visible through glass

Macro shot on stone/travertine texture

Repeat the opening black frame for the bookend close

F. Post-Production Notes

Cut on light, not on count — every transition is triggered by where the light physically lands, not a fixed beat. Grade warm and
high-contrast; let shadows go near-black and allow the light to clip slightly at its peak — this is the one Reel in the batch allowed
to blow out highlights on purpose. Sound carries the edit: one sustained ambient tone underneath, then a simple two-to-three-
note piano motif that enters and resolves exactly with the light's arc — no drums, no build-drop structure. No subtitle track; the
absence of captions is itself a signal in a feed where most Reels talk.

G. Distribution Package
® Headlines: 1) "6:14 AM" 2) "The Six Minutes Nobody's Awake For" 3) "Light, Timed"

e Caption: "6:14 to 6:20 AM. Every morning, in that order, whether anyone's in the room or not. Filmed in real time — no speed
ramp. Save this for the next time someone tells you light doesn't matter in a floor plan."

CTA: Save it. Share it with someone who'd sit through all six minutes. (No sales ask — save/share/comment only.)
Story teaser: "Filmed this at 6:14 AM. Didn't speed anything up." + countdown sticker to post time.
Story follow-up: Poll sticker — "Did you watch the whole 24 seconds?" Yes / | rewound it.

Pinned comment: "No color-grade trick — this is real time, one take, one room."

H. Alternative Execution (no Senada on camera)

Already executes without her by design — she's never in this concept. If the brand wants her presence without breaking the no-
people rule, the only option is her hand entering frame once at 0:18-0:21, touching the lit stone — optional, not necessary.

REEL 19

What She Actually Looks For

Pillar: Senada's POV - Duration: 38s
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A. Creative Brief

Concept: Senada, unscripted, walking through what she's actually assessing in the first ninety seconds of seeing a home for the
first time — not the marketing version ("the light," "the flow") but her real mental checklist, delivered like she's talking to another
agent, not a camera.

Objective: Loyalty — deepens trust with existing followers/past clients by showing judgment and process instead of polish. Signals

expertise without lecturing (that's Tuesday's job).

Target audience: Existing followers, past clients, other agents watching for signs of real expertise.

Key insight: Everyone claims "attention to detail." Almost no one says what they're actually checking. Specificity is the premium
signal, not confidence.

Intended reaction: "She's not performing for the algorithm — she actually thinks like that." Trust, not desire.

Ideal duration: 38s.

INTERVIEW PROMPT (for Senada): "Walk me through the first 90 seconds you're in a house you're considering listing. What are
you actually noticing, in what order, before you say anything to the seller?"

Proposed SCRIPT STRUCTURE (for her to fill — not a transcript):

1. Cold open — the myth she's rejecting ("People think I'm looking at the kitchen island.")

2. What she's actually checking first, and why

3. The one thing that makes her say yes to a listing without hesitation

4. The one thing that's a quiet dealbreaker

5. Close — what this process actually protects

B. Three Hooks

® Visual-first: Close on Senada's eyes scanning a room left to right before she's said a word — hold 2 full seconds before any

audio.

e® Spoken: "People think I'm looking at the kitchen island. I'm not." [DRAFT — confirm with Senada]

e Contrarian: On-screen text — "The thing every listing agent says they check — she says it's the last thing she looks at."

C. Storyboard

All substantive dialogue is a placeholder pending the interview above.

TIME VISUAL FRAMING/ DIALOGUE/VO ON-SCREEN TEXT EDIT/TRANSITION
MOVEMENT

0:00-0:03 Senada standingin = Medium shot, None none Hold Room tone only
an entryway, eyes  handheld, slight
moving across the  drift
space, not yet
speaking
0:03-0:08 She turns to Medium, static "People think I'm "WHAT SHE Cut on her turn Soft score begins
camera looking at the ACTUALLY LOOKS under
kitchen island. I'm  FOR" (lower third,
not." [DRAFT] on last word)
0:08-0:14 She walks the Walking two-shot,  "[DRAFT — her none Match cut on her Score continues,
room, camera handheld follow real first hand gesture low
trailing, gesturing checkpoint, from
ata interview]"
window/sightline
0:14-0:20 She stops at a Medium, static "[DRAFT — second = none Cut Score
specific feature checkpoint]"
(doorway, hallway
junction)
0:20-0:27 Close on her face, Close-up, static "[DRAFT — her "THE QUIET Hold on pause, Score drops out
candid, a pause dealbreaker, DEALBREAKER" then cut briefly for the
before speaking — delivered plainly]" pause

the dealbreaker
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TIME VISUAL FRAMING/ DIALOGUE/VO ON-SCREEN TEXT EDIT/TRANSITION SOUND

MOVEMENT

beat

0:27-0:33 She walks away Wide, static, she "[DRAFT — what none Slow cut Score returns,
from camera, back = exits toward this process builds slightly
toward the light window actually protects]"
source

0:33-0:38 Final look to Medium close, "[DRAFT — closing  "THE INDEX" Hold, cut to black Score resolves
camera, no big static line, understated]" = (small, bottom
smile, a direct nod corner)

D. Dialogue

Every line of substance above is [DRAFT — confirm with Senada] and must be replaced with her actual words before filming. The
opening framing device ("People think I'm looking at the kitchen island. I'm not.") also needs her sign-off as accurate to her real
process before it's treated as scripted — otherwise it needs her own phrasing too.

E. Shot List

e Entryway medium shot, handheld, slow drift (scanning, not performing)

® Turn-to-camera medium, static, clean sync audio

e  Walking two-shot following her through the room (gimbal preferred over handheld)
e Static medium on the specific architectural feature she stops at

® Close-up on her face for the dealbreaker beat — needs to feel unguarded

®  Wide shot of her walking toward the window/light

e Final medium close, direct look to camera

F. Post-Production Notes

Cut for breath, not pace — let her pauses live rather than tightening every beat; the unscripted tone is the entire value
proposition. No music swell under the dealbreaker line — let it sit in near-silence for a beat before the score returns. Captions
burned-in, understated, lower-third only, never covering her face. Color slightly desaturated and warm, closer to how the room
actually looked under ambient light — this Reel should not look as glossy as the Lifestyle pillar; the visual contrast between
"polished" and "candid" is part of the brand system.

G. Distribution Package
o Headlines: 1) "What She Actually Looks For" 2) "Not the Kitchen Island" 3) "The Quiet Dealbreaker"

e Caption: "People assume I'm looking at finishes. By the time | say anything to a seller, I've already made up my mind about
three things — and none of them are the kitchen. [full caption pending interview, to center her actual checkpoints before
publish]"

® CTA: Comment if you want to know what the dealbreaker actually is. Save this if you're in the business and know exactly what
she means. (No sales ask — loyalty engagement only.)

® Story teaser: "Filming something I've never actually said out loud before." + question sticker: "Guess what | look at first?"
e Story follow-up: "Here's what | actually said" + link to the Reel once live.

® Pinned comment: "To be clear — this isn't a buyer checklist. This is what I'm doing before | ever say yes to representing a
house."
H. Alternative Execution (no Senada on camera)

N/A — this Reel's entire value is her unscripted voice and unguarded delivery. A no-Senada version isn't a POV piece, it's generic
realtor-advice content, which defeats the pillar's purpose. A single cutaway to room B-roll under her VO is acceptable within the
Reel, but the piece cannot exist without her voice as its spine.
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REEL 20

Built for Weather No One Sees

Pillar: Lifestyle & Luxury - Duration: 33s

A. Creative Brief

Concept: Treats hurricane engineering — impact glass, concealed storm shutters, reinforced construction — as a design feature,
not a disclaimer. Frames invisible engineering as the real luxury flex in South Florida, against the visual-only luxury most content
shows.

Objective: Pure reach/differentiation — positions Senada's content as substantive and regionally literate rather than generic
"pretty house" content. No sales ask, no address identified.

Target audience: Design/aspirational followers; quietly interesting to serious buyers without pitching them.

Key insight: In South Florida specifically, the real premium signal isn't what's visible — it's what was engineered to survive a storm
and still look effortless. No one else is making this the subject of content.

Intended reaction: "I never thought about that" — genuine new information, filed as surprising and specific, not promotional.
Ideal duration: 33s.

[NEEDS: fact-check on any specific wind-load/impact rating numbers before publish. The script below uses general, non-
property-specific language to stay safe without current verification.]

B. Three Hooks

Visual-first: Close-up on a concealed shutter track recessed into a window frame, revealed slowly as a hand runs along it.
® Spoken: "This glass wall can take a hurricane. It just doesn't want to look like it can."

e Contrarian: On-screen text — "The most expensive part of this house isn't visible from the pool."

C. Storyboard

TIME VISUAL FRAMING/ DIALOGUE/VO ON-SCREEN TEXT EDIT/TRANSITION
MOVEMENT

0:00-0:03 Wide shot, glass- Static wide None "This looks like a Hold Ambient room
walled room, normal window." tone
ocean beyond —
looks like any high-
end living room

0:03-0:07 Slow push-in on Slow push VO (neutral "It's not." Push continues Low tone enters
the glass editorial tone):
edge/frame "It's rated to take a
hurricane."
0:07-0:12 Ahandruns along  Macro, static, hand VO: "Most of what = none Cut Tone builds
a concealed enters frame makes a house like
shutter track this expensive is
recessed into the stuff you're not
frame supposed to
notice."
0:12-0:17 Exterior — a Wide exterior VO: "This lineisn't  "HIDDEN IN PLAIN  Cut Score motif enters,
seamless static decorative. It's a SIGHT" minimal
architectural line hurricane shutter,
that's actually a closed into the
hidden shutter wall."
housing
0:17-0:22 Reinforced Medium static VO: "South Florida  none Cut Score continues
structural detail luxury isn't just
(column/slab edge, palm trees and
if accessible) marble. It's

engineered to
survive the thing
that makes the
view worth

ESTMA AGENCY - THE INDEX - INSTAGRAM CREATIVE & PRODUCTION PLAYBOOK



TIME VISUAL FRAMING/ DIALOGUE/VO ON-SCREEN TEXT EDIT/TRANSITION SOUND

MOVEMENT
having."
0:22-0:27 Return to the Static wide, match ~ VO: "Same room. none Match cut to Score swells
opening wide shot, to opener You just know opening frame slightly
same frame what you're
looking at now."
0:27-0:33 Text-only close Static None "The engineering is Hold, fade to black  Score resolves, cut

the luxury." to silence

D. Dialogue

Runs on neutral editorial voiceover stating general regional building facts, not Senada's personal opinion — no [DRAFT] tags
required for the VO as written. If she records it herself (recommended for brand voice consistency), delivery should stay
observational, not promotional. If a personal closing line is added in her own words, that line becomes [DRAFT — confirm with
Senada].

E. Shot List

Wide static establishing shot of a glass-walled living space (no address disclosed)
Slow push-in on window frame edge

Macro on hand tracing a concealed shutter track

Wide exterior shot isolating a seamless architectural line (hidden shutter housing)
Medium detail shot on a structural element, if accessible and approved

Return to the opening wide shot for the bookend

Clean text card for the closing line

F. Post-Production Notes

Keep the VO dry and matter-of-fact — the information carries the surprise, not the inflection. Pacing is measured; cuts land on
clause breaks in the VO, not a beat grid. Color natural, slightly cooler than Reel 18 — this should read observational/documentary,
not dreamy. On-screen text is punctuation, not subtitles.

G. Distribution Package
o Headlines: 1) "The Real Luxury You Can't See" 2) "Built for the Storm, Not Just the View" 3) "Hidden in Plain Sight"

e Caption: "The glass, the sightline, the seamless wall — that's the part everyone photographs. The part that actually costs the
most is the part you're not supposed to notice. South Florida luxury real estate at this level is engineered first, styled second."

e CTA: Save this if you didn't know hurricane engineering could be this invisible. Share with someone who still thinks "luxury”
means marble. (No sales ask.)

® Story teaser: "Most people don't notice this when they walk into a house like this." + arrow sticker.
e Story follow-up: "Here's the part nobody points out" + link to the Reel.

® Pinned comment: "To be clear — exact ratings vary by property and permit; this is about the category of engineering, not a
spec sheet for any one house."

H. Alternative Execution (no Senada on camera)

Works natively without her. The VO can be read by Senada or replaced entirely by on-screen text with no voice at all —
recommended as a muted-viewing alt cut, since the information is simple enough to carry fully in text.

REEL 21

The Tell

Pillar: Senada's POV - Duration: 22s
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A. Creative Brief

Concept: A short, almost confessional Reel where Senada names the one specific, early behavior that tells her how a buyer/seller
relationship is actually going to go — delivered fast and dry, no dramatization, no identifying details.

Objective: Loyalty — humanizes her judgment and rewards long-time followers with an "insider" read on how she reads people,
without disclosing any client identity or deal specifics.

Target audience: Existing followers, past clients, other agents.

Key insight: People want to know what agents "really think." The content gap isn't gossip — it's pattern recognition, delivered
with restraint.

Intended reaction: A laugh of recognition, or "oh no, is that me" from past clients — binding, not alienating.
Ideal duration: 22s.
INTERVIEW PROMPT: "Is there one small, specific thing — something a client says or does early on — that tells you how working

together is actually going to go? No need to name anyone or any deal."

Proposed SCRIPT STRUCTURE:
1. Cold open — the premise ("There's one thing | notice in the first meeting.")
2. The tell itself, no identifying details
3. What she does differently once she's noticed it

4. Dry, short close — no moralizing

B. Three Hooks
e Visual-first: Senada mid-reaction before she says anything, camera already rolling, caught mid-thought.
e Spoken: "There's one thing | notice in the first fifteen minutes with a new client." [DRAFT — confirm with Senada]

@ Contrarian: On-screen text — "She didn't say 'l love it when buyers move fast.' She said the opposite."

C. Storyboard

TIME VISUAL FRAMING/ DIALOGUE/VO ON-SCREEN TEXT EDIT/TRANSITION SOUND
MOVEMENT

0:00-0:03 Senada, caught Close, handheld, None, just reacting  none Hold, no cut Ambient only —
mid-expression, slight shake car hum or office
car or office, sound

unstyled setting

0:03-0:08 She turns fully to Close, static "There's one thing ~ "THE TELL" Cut Score enters,
camera | notice in the first minimal, low
fifteen minutes
with a new client."

[DRAFT]
0:08-0:15 Slight shift in Close, static, "[DRAFT — her none Hold through the Score holds
energy, she unmoving actual tell, specific, line
delivers the actual no client
tell identifiers]"
0:15-0:19 A short Close, static "[DRAFT — what none Cut Score
beat/reaction — she does once she
small laugh or notices it]"
shrug
0:19-0:22 Final look, dry/flat  Close, static "[DRAFT — short "THE INDEX" (small = Hold, cut to black Score cuts
delivery, no big dry closer]" mark)
finish

D. Dialogue

The entire script is [DRAFT — confirm with Senada] pending the interview; this is a structure for her real answer, kept free of any
client-identifying detail per the confidentiality rule.
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E. Shot List
Caught-candid close-up, handheld, unstyled location (car, office doorway, between showings)
Direct-to-camera close for "the tell"

Reaction beat close-up

Final flat-delivery close-up

F. Post-Production Notes

The fastest, least produced-feeling Reel in the batch on purpose — handheld, no slider, no color-graded gloss, natural light. Keep
it near-unedited: four cuts total, no music swell, a low ambient bed under the whole thing so it reads as "caught," not staged.
Captions burned-in, plain, no animation — the opposite register of the Lifestyle pillar.

G. Distribution Package
o Headlines: 1) "The Tell" 2) "Fifteen Minutes In" 3) "What She Actually Notices First"

e Caption: "Fifteen minutes into a first meeting, | already know something. [full caption pending her actual line] No names, no
deals — just the pattern."

CTA: Comment if you think you know what it is. (No sales ask — loyalty engagement only.)
Story teaser: "About to say something I've never said on camera." + countdown.

Story follow-up: Quiz sticker — "What do you think the tell was?"

Pinned comment: "For the record — this isn't about any specific client, past or current. It's a pattern, not a person."

H. Alternative Execution (no Senada on camera)

N/A — this piece is entirely her unscripted voice; removing her removes the content.

REEL 22

A Taxonomy of Pools

Pillar: Lifestyle & Luxury - Duration: 28s

A. Creative Brief

Concept: A fast, rhythmic visual "index" of pool typologies — infinity edge, reflecting, lap, courtyard/grotto — cut together as a
catalog with one-word labels, treating pools the way a design magazine treats typefaces: categorized, compared, named.

Objective: Pure reach. Reinforces the "Index" brand idea (the cataloguing, record-keeping sensibility) in a purely visual, shareable
format. No sales ask, no specific property identified.

Target audience: Design/aspirational followers; audiences who respond to "types of ___ " reference formats.

Key insight: "Types of" content is inherently saveable because it functions as reference, and it lets Senada show range across her
price band without pitching any single listing.

Intended reaction: "I didn't know there were this many kinds" — immediate save for inspiration-board use.
Ideal duration: 28s.
[NEEDS: confirm which active/approved listings' pools can be filmed for B-roll before production. Use placeholder footage

sourcing until a shot list of approved locations is confirmed.]

B. Three Hooks
e® Visual-first: Four pool shots in instant rapid-fire succession before any text appears, so the eye has to catch up.
e Spoken (if a voiced version is used): "Not all pools are the same bet." (Default execution is text-only, no dialogue.)

e Contrarian: On-screen text — "Most people can only name one kind of pool. There are at least four doing very different jobs.

C. Storyboard

TIME VISUAL FRAMING/ DIALOGUE/VO ON-SCREEN TEXT EDIT/TRANSITION SOUND
MOVEMENT
0:00-0:03 Infinity-edge pool,  Static wide, water-  None "01 — INFINITY Hard cut in Beat drop starts
water meeting the  level EDGE" track
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TIME VISUAL FRAMING/ DIALOGUE/VO ON-SCREEN TEXT EDIT/TRANSITION SOUND

MOVEMENT
horizon line
0:03-0:07 Reflecting pool, Static, slightly None "02 — Hard cut on beat Track continues,
still water, elevated REFLECTING" steady rhythm
architecture
mirrored
0:07-0:11 Lap pool, long Slow lateral pan None "03 — LAP" Cut on beat Track
straight line, along the length
geometric
0:11-0:15 Courtyard/grotto-  Static, slightly low  None "04 — Cut on beat Track
style pool, angle COURTYARD"
enclosed, lush
0:15-0:19 Rapid 1-sec flashes =~ Mixed static shots, None none Fast cuts on beat Track builds
of all four in quick cuts (4 cuts in 4 sec)
sequence, no
labels
0:19-0:24 Hold on the Static wide, water-  None "They're not Cut, slower Track settles
infinity-edge shot level interchangeable."
again, longer this
time
0:24-0:28 Text card close Static None "THE INDEX — a Hold, fade Track resolves to a

visual record" single note

D. Dialogue

None — fully visual/text-driven, no VO or on-camera dialogue required. If Senada wants a one-line sync-sound cameo (e.g.,
walking past one of the pools), any spoken line would need [DRAFT — confirm with Senadal]; the format works entirely without
her voice.

E. Shot List

Infinity-edge pool, water-level wide static

Reflecting pool, elevated static, architecture visible in reflection
Lap pool, slow lateral pan along full length

Courtyard/grotto pool, low angle static

Rapid-cut compilation reusing all four clips at 1-second intervals

Return hold on the infinity-edge shot

Closing text card

F. Post-Production Notes

Cut strictly to a music beat grid — this is the one Reel in the batch built like a fashion-week recap, not an architecture
documentary. Keep the four category cards typographically identical (same font, size, position) so the "index" feeling reads as
systematic, not decorative. Grade consistently across all four pool clips even if shot on different days/locations, so they read as
one catalog rather than four unrelated clips.

G. Distribution Package
e Headlines: 1) "A Taxonomy of Pools" 2) "Four Kinds of Pool, Four Different Jobs" 3) "Not All Pools Are the Same Bet"

e Caption: "Infinity edge. Reflecting. Lap. Courtyard. Four different design decisions, four different experiences of the same
square footage. Save this the next time 'nice pool' is as specific as the conversation gets."

CTA: Save for your inspiration board. Share with someone designing a backyard right now. (No sales ask.)
Story teaser: "Making an index of pools. Yes, really." + poll: "Which kind would you pick?"

Story follow-up: Results-style follow-up sharing which pool type got the most reaction + link to the Reel.

Pinned comment: "Clips pulled from a range of properties — not all currently listed, shown for design reference only."
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H. Alternative Execution (no Senada on camera)

Already fully executable without her — the format is B-roll plus typography by design. If a version with her is wanted, add a 2-3
second closing cameo of her walking past one pool as the final shot before the text card, no dialogue required.

REEL 23

The Lesson Buried in One Address

Pillar: Senada's POV - Duration: 45s

A. Creative Brief

Concept: Not a recap of the Palazzo di Lago deal — that's "The Palazzo Tapes," Wednesday's franchise. This is Senada, alone,
reflective, talking about what selling the same house four times actually taught her about the business, her clients, and her own
judgment. The house is mentioned once, briefly, as context — then the Reel leaves the deal behind entirely.

Objective: Loyalty — gives existing followers the emotional/intellectual payoff the harder-news Wednesday series doesn't have
room for. Deepens the parasocial relationship: she's telling us what she actually learned, not presenting a case study.

Target audience: Existing followers, past clients.

Key insight: Followers who already know the Palazzo di Lago headline (from press or the Wednesday series) don't need the facts
repeated — they want her interior read on it. The content gap is reflection, not recap.

Intended reaction: A moment of real connection — "that's not what | expected her to say." Followers feel like they got something
private.

Ideal duration: 45s.

INTERVIEW PROMPT: "When people ask you about selling that same house four times, the headline they want is the numbers.
What's the thing you actually took away from it that has nothing to do with the sale price?"

Proposed SCRIPT STRUCTURE:
1. Cold open — a brief, factual anchor (one sentence, confirmed facts only): "I've sold the same house in Delray Beach four
times."
2. Explicit pivot: "That's not actually what | think about when people ask me about it."

3. Her real lesson/takeaway (her words — patience, a seller's attachment, timing, her own earlier judgment — unknown until
she answers)

4. How that lesson shows up in how she works now

5. Close — quiet, not a mic-drop line

B. Three Hooks
e Visual-first: Senada seated, still, unstyled setting, looking slightly past camera before she starts — several seconds of stillness.

e Spoken: "I've sold the same house in Delray Beach four times. That's not actually the part | think about." [DRAFT — confirm
with Senada; "four times" and "Delray Beach" are the only verified facts in this line, her reflection is TBD]

e Contrarian: On-screen text — "Everyone asks about the $37M sale. She says that's the least interesting part of the story."

C. Storyboard

TIME VISUAL FRAMING/ DIALOGUE/VO ON-SCREEN TEXT EDIT/TRANSITION
MOVEMENT

0:00-0:04 Senada seated, Medium close, None none Hold Silence, then faint
still, unstyled static, long hold room tone
setting, looking
down/away before

she looks up
0:04-0:10 She looks up, Medium close, "I've sold the same  "ONE ADDRESS. Cut on her look-up = Score, single
direct to camera static house in Delray FOUR SALES." sustained note
Beach four times." enters
(verified fact, safe
as scripted)
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TIME VISUAL FRAMING/ DIALOGUE/VO ON-SCREEN TEXT EDIT/TRANSITION SOUND

MOVEMENT
0:10-0:15 Slight head tilt, the  Medium close, "That's not actually none Hold Score continues
pivot static the part I think
about." [DRAFT —
confirm this
framing matches
her real view]
0:15-0:24 She shifts, more Medium close, "[DRAFT — her none Hold through the Score, minimal,
thoughtful — this slight handheld actual takeaway, full thought, no stays out of the
is her real lesson drift from interview, 2- cuts way
3 sentences]"
0:24-0:33 She continues, Medium close, "[DRAFT — how "WHAT IT Cut on topic shift Score holds
connecting it to static the lesson shows CHANGED"
how she works up in her process
today now]"
0:33-0:40 A longer pause Close-up, static "[DRAFT — quiet none Hold on the pause = Score drops to
before the close — closing line, near silence
let it breathe understated, not a
mic-drop]"
0:40-0:45 She looks away Medium close, None "THE INDEX" (small = Slow fade Score resolves
from camera static mark) softly, fade to
again, same as the silence

open — bookend

D. Dialogue

The only confirmed, scriptable fact is "I've sold the same house in Delray Beach four times." Do not use the combined ~$106M
figure here — that number carries the required unconfirmed-figure caveat and belongs to the Wednesday deal-mechanics series,
not this reflective piece. If a dollar figure is wanted, use only the individually confirmed sale prices with sourcing ($17M 2020,
$26M 2023, $37M 2024), never the combined total without its caveat. Every other line is [DRAFT — confirm with Senada]
pending her real answer to the interview prompt — none of it may be filmed as written.

E. Shot List

® Opening still medium close, unstyled setting, several seconds of silence before she speaks

e Direct-to-camera medium close for the factual anchor line

e Same framing, static, for the pivot line

e Slight handheld drift during her real reflection (subtle movement, not a locked-off interview frame)
® Medium close for the "what it changed" beat

o Close-up, static, for the quiet closer — tightest frame in the Reel

e Bookend wide/medium matching the open

F. Post-Production Notes

The slowest-paced Reel in the batch, and it should be — no jump cuts, minimal score, real silence left around her pauses rather
than trimmed tight. Resist adding captions-as-graphics; keep on-screen text to two cards total (open and "WHAT IT CHANGED") so
nothing competes with her face during the actual reflection. Color natural, unstyled — this should look like it was filmed because
she had something to say, not because a shoot was scheduled.

G. Distribution Package
® Headlines: 1) "The Part Nobody Asks About" 2) "Four Sales, One Lesson" 3) "What | Actually Think About When People Ask"

e Caption: "I've sold the same house in Delray Beach four times. Everyone wants the numbers. [full caption pending her
recorded reflection — should center her takeaway, not restate the deal]"

e CTA: Save this if you needed the reminder today. Tag someone who'd get it. (No sales ask — loyalty content.)
® Story teaser: "Someone asked me about that house again today. Here's what | actually told them." + link sticker once live.

e Story follow-up: "A lot of you asked what | meant by this" + a short text expansion card, pending her actual answer.
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® Pinned comment: "For context on the house itself, the full story is in 'The Palazzo Tapes.' This one's just what it taught me."

H. Alternative Execution (no Senada on camera)

N/A — the most purely POV piece in the batch; her unscripted reflection is the entire content. A non-Senada version would simply
be a different, generic Reel.

REEL 24

What $85 Million Sounds Like at Rest

Pillar: Lifestyle & Luxury - Duration: 18s

A. Creative Brief

Concept: A short, sound-first Reel capturing the ambient acoustic signature of an empty mega-estate — HVAC hum, the particular
echo of footsteps on stone under a vast ceiling, wind through an open pocket door, water somewhere distant. No music, no voice
— just the sound a house like this makes when no one's performing for a camera inside it.

Objective: Pure reach/novelty — an ASMR-adjacent format genuinely differentiated from anything else in a luxury real estate
feed, built for sound-on viewing and high rewatch/loop value. No sales ask, no address, no price stated on screen.

Target audience: Design/aspirational followers; ASMR/sensory-content audiences who wouldn't normally follow a real estate
account.

Key insight: Scale is usually shown, never heard. The specific quality of silence/echo in an enormous room is a sensory experience
nobody else in this category is capturing.

Intended reaction: Visceral, slightly eerie calm — "I've never thought about what an empty mansion sounds like." High
loop/rewatch behavior.

Ideal duration: 18s.

[PLACEHOLDER — specific filming location not yet confirmed; must be a vacant property with permission to film ambient
sound. This Reel must never name an address, price, or "for sale" status — it is a sensory piece, not a listing promotion.]
B. Three Hooks

e Visual-first: A single static wide shot of an empty, vast room, held 2 full seconds with ambient sound already playing before
any cut.

® Spoken/text: On-screen text only — "No music. Just the room."

e Contrarian: On-screen text — "Nobody plays you the sound of a house this size. On purpose."

C. Storyboard

TIME VISUAL FRAMING/ DIALOGUE/VO ON-SCREEN TEXT EDIT/TRANSITION SOUND
MOVEMENT

0:00-0:03 Wide static shot, Static wide None "No music. Just the  Hold Raw ambient —
vast empty room, room." HVAC hum, faint
no furniture echo

0:03-0:06 Footsteps enter Static wide, same None none No cut, continuous = Footstep echo,
frame from off- frame distinct and loud in
camera, walking the mix
across stone floor

0:06-0:10 Cut to a hallway, Static medium None none Hard cut Wind sound,
pocket door open, fabric/curtain
wind moving movement audible
through

0:10-0:14 Cut to a water Static, partial/off- None none Hard cut Distant water
feature heard but  center framing sound layered
only partially seen under

0:14-0:18 Return to the Static wide, match  None "That's the sound Hold, fade Sound fades to just
opening wide shot, to open of scale." the hum, then
same frame, now [PLACEHOLDER — silence
near silent except remove any
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TIME VISUAL FRAMING/ DIALOGUE/VO ON-SCREEN TEXT EDIT/TRANSITION SOUND
MOVEMENT

the hum specific square-
footage figure
unless confirmed]

D. Dialogue

None — fully sound-design-driven, no voice at all.

E. Shot List
Wide static, empty vast room, raw sync sound recorded on location (lav or boom, not camera mic alone)
Same frame, footsteps entering from off-camera

°
°
e  Static medium, hallway/open pocket door, wind audible
e  Static partial-frame shot near a water feature

°

Return to the opening wide shot for the bookend

F. Post-Production Notes

The entire point of this edit is restraint — no added music, no sound-design "sweetener" track under the raw audio; the raw sync
sound is the content and must be recorded cleanly on location so it's usable without cleanup that would flatten its texture. No
captions beyond the two text cards. Any noise cleanup should stay subtle — the goal is "unedited-feeling," not literally unedited.

G. Distribution Package
e Headlines: 1) "The Sound of an Empty Mansion" 2) "No Music. Just the Room." 3) "What Scale Actually Sounds Like"

e Caption: "Nobody mics a house like this. We did, once, just to hear what it actually sounds like when no one's in it. No music
added — this is raw." (No address, price, or listing reference in caption.)

CTA: Headphones on, then save this. (No sales ask.)
Story teaser: "Recorded the actual sound in an empty house today — no music added." + sound-on sticker.

Story follow-up: "Turns out silence has a sound" + link to the Reel.

Pinned comment: "No music was added in post — this is the real on-location audio."

H. Alternative Execution (no Senada on camera)

Already fully executed without her — she was never intended to appear on camera in this concept.

Wﬁy I Don't Show You the First House I Love

Pillar: Senada's POV - Duration: 40s

A. Creative Brief

Concept: Senada, candid, on professional restraint — the discipline of not showing a buyer the first house she personally loves for
them, and why acting on her own excitement too early is actually a disservice to the client. A confession about managing her own
instincts, not a tips listicle.

Objective: Loyalty — builds trust by showing self-awareness and discipline, the opposite of the "l found you the perfect house!"
influencer trope.

Target audience: Existing followers, past clients, prospective high-trust referral clients watching her judgment, not her inventory.

Key insight: The industry performs enthusiasm. The actual skill is withholding it until it's useful. That restraint is a credibility signal
nobody else is talking about.

Intended reaction: Respect — "that's a more serious way to think about this than | expected."

Ideal duration: 40s.
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INTERVIEW PROMPT: "Tell me about a time — without naming anyone — where you personally loved a house for a client
immediately, but held back your own reaction or didn't show it to them right away. Why, and what did you learn from it?"

Proposed SCRIPT STRUCTURE:
1. Cold open — the confession/premise ("I don't show clients the first house I fall in love with for them.")
2. Why — what goes wrong when she acts on her own excitement too fast
3. What she does instead (her actual process)
4. What it protects (client trust, her own judgment, the deal itself)

5. Close — dry, no triumphant ending

B. Three Hooks
e Visual-first: Senada driving or walking, mid-thought, camera catching her before she's "on," a beat of silence before she starts.
e Spoken: "I don't show clients the first house I fall in love with for them." [DRAFT — confirm with Senada]

e Contrarian: On-screen text — "She said finding 'the one' too fast is actually a problem."

C. Storyboard
TIME VISUAL FRAMING/ DIALOGUE/VO ON-SCREEN TEXT EDIT/TRANSITION SOUND
MOVEMENT
0:00-0:04 Senada walking, Medium, handheld = None none Hold Ambient
mid-thought, not follow outdoor/office
yet addressing sound
camera
0:04-0:09 She stops, turnsto ~ Medium, static "l don't show "THE HOUSE SHE Cut on her stop Score enters low
camera clients the first DIDN'T SHOW
house I fallin love ~ YOU"
with for them."
[DRAFT]
0:09-0:16 She continues, Medium, static or "[DRAFT — her none Hold through Score holds
explaining why slight handheld reasoning: what thought
that's actually a goes wrong when
risk excitement moves
faster than
judgment]"
0:16-0:24 She shifts to what Medium close, "[DRAFT — her "WHAT SHE DOES Cut on topic shift Score continues
she does instead static real process before  INSTEAD"
involving the
client]"
0:24-0:32 More candid, Medium close, "[DRAFT — what none Hold Score, minimal
slightly more static restraint protects:
animated — the trust, the client's
"what it protects" actual needs, her
beat own credibility]"
0:32-0:37 Pause, dry delivery  Close-up, static "[DRAFT — quiet, none Hold on pause Score drops near
for the close non-triumphant silence
closing line]"
0:37-0:40 She walks back out  Medium, static None "THE INDEX" (small = Cut, fade Score resolves,
of frame, same mark) fade
direction as the
open
D. Dialogue

Every substantive line is [DRAFT — confirm with Senada] pending her real answer to the interview prompt. The opening framing
premise itself must also be confirmed as accurate to her actual process before treating it as a scripted line — it is currently a
proposed framing device, not a verified quote.
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E. Shot List

Walking medium shot, handheld follow, unstyled location (street, parking area, office hallway)
Stop-and-turn medium, static, for the opening confession line

Medium/slight handheld for her reasoning beat

Medium close, static, for "what she does instead"

Medium close for the "what it protects" beat, slightly more energy allowed

Close-up, static, tightest frame, for the quiet closer

Walk-away bookend matching the open

F. Post-Production Notes

Similar restrained pacing to Reel 23 — no music swell competing with her voice, score drops out around the two key pauses
(confession open, dry close). Keep the handheld movement in the walking segments loose and real rather than gimbal-smooth;
this Reel's visual signature is "caught mid-thought," not produced. Captions burned-in lower third, matching the other POV pieces
in this batch for visual consistency across the pillar.

G. Distribution Package

e Headlines: 1) "The House She Didn't Show You" 2) "Why She Holds Back Her Own Excitement" 3) "The Discipline Behind the
Job"

e Caption: "There's a house | loved immediately for a client once. | didn't show it to them right away. [full caption pending her
actual recorded reasoning — should center the discipline, not a specific property]"

CTA: Save this if you've ever had to sit on your own excitement for someone else's sake. (No sales ask — loyalty content.)
Story teaser: "Confessing something about how | actually work today." + countdown sticker.

Story follow-up: "A few of you asked what | meant — here's the short version" + text expansion, pending her real answer.

Pinned comment: "No specific client or property referenced here — this is about process, not a particular deal."

H. Alternative Execution (no Senada on camera)

N/A — identical reasoning to Reels 19, 21, and 23; this is pure POV content and cannot be meaningfully executed without her
voice.

Summary — Reels 18-25

T ————

The Six-Minute Light Lifestyle & Luxury
19 What She Actually Looks For Senada's POV 38s
20 Built for Weather No One Sees Lifestyle & Luxury 33s
21 The Tell Senada's POV 22s
22 A Taxonomy of Pools Lifestyle & Luxury 28s
23 The Lesson Buried in One Address Senada's POV 45s
24 What $85 Million Sounds Like at Lifestyle & Luxury 18s
Rest
25 Why | Don't Show You the First Senada's POV 40s
House | Love
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05

The Carousels

Fifteen carousels built as miniature editorial features — slide-by-slide copy, image direction, visual hierarchy, and a full caption for
each, deliberately varied in structure.
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Senada AdZzem - Douglas Elliman - South Florida. Built on verified facts only (see FACTS-AND-BRAND-BIBLE.md). Every carousel
below is a standalone editorial feature — not a slide deck summarizing information, a sequence designed to be felt in order.

Distribution across the 7 pillars: Listing Spotlight (2) - Market Intel (3) - Behind the Deal (2) - Neighborhood Guide (2) - Client Wins
(2) - Lifestyle & Luxury (2) - Senada's POV (2)

Structural variation by design: photographic-led (01, 12), data-led (03, 05, 10), comparison/annotated (02, 08, 09, 13),
documentary/timeline (06, 07, 11), explainer (04), first-person essay (14, 15).

CAROUSEL 01

Inside Billionaire's Row: Villa Skyfall

Pillar: Listing Spotlight - Slides: 8

Concept. A mostly-photographic, slow-paced walkthrough of the $85M penthouse at 800 S Ocean Blvd PH4, Delray Beach — shot
and paced like an architecture-magazine feature, not a listing sheet. Text is rationed deliberately; the property does the talking.

Editorial Angle. At this price point, the asset isn't competing on size — it's competing on irreplaceability. The carousel's job is to
make that argument visually before it makes it verbally.

Cover Headline. "$85M. One address. Zero comparables."

Slides:
1. "$85M. ONE ADDRESS. ZERO COMPARABLES." — Image: Full-bleed exterior/skyline shot of the tower at dusk. — Hierarchy:
Image dominant; headline is a thin gold-accented line bottom-left, small enough to let the photo breathe.

2. "800 S Ocean Blvd, PH4. Delray Beach. The address locals call Billionaire's Row." — Image: Establishing shot from street or
beach level, looking up at the building, or an aerial. — Hierarchy: Image still dominant; one caption line in the bottom third.

3. "A penthouse doesn't compete on square footage. It competes on what can't be rebuilt: the floor, the view, the address."
— Image: Interior shot framed through floor-to-ceiling glass toward open ocean. — Hierarchy: This is the thesis slide — text
takes center stage, larger serif type, image dimmed slightly behind it.

4. "The view." — Image: Wide panoramic interior-to-exterior shot, ocean horizon unbroken. — Hierarchy: Near-zero text; one-
word label, image fully dominant.

5. "The scale." — Image: Wide-angle of the great room or primary suite showing ceiling height and volume. — Hierarchy:
Same minimal-label treatment as slide 4 — the repetition builds rhythm.

6. "The privacy. PH4 — the top floor. Nothing above you, nothing visible from the street." — Image: Private elevator landing
or rooftop terrace shot. — Hierarchy: Short caption line; image still leads.

7."$85M doesn't buy a bigger house. It buys the only one like it." — Image: Split frame — exterior silhouette paired with one
interior detail shot (a staircase, a window reveal). — Hierarchy: Text returns as the closing thought, medium-weight serif,
roughly 40% of the frame.

8. "Inquiries by request. DM 'SKYFALL' for the full presentation." — Image: Final branded card — property name over a dusk
exterior shot, THE INDEX wordmark bottom corner. — Hierarchy: CTA text dominant on a clean dark card; nothing competes
with it.
Information Density. Slides 1-2 and 4-6 carry a single line each — this carousel is the lowest-density piece in the set on purpose;
it reads in seconds per slide. Slide 3 and 7 are the only two slides allowed a full sentence.

Caption. $85M doesn't buy more house. It buys the one you can't get anywhere else — the top floor of Billionaire's Row, where
the next listing like this one isn't coming.

800 S Ocean Blvd, PH4. Delray Beach. Full presentation by request — comment "SKYFALL" or DM.
#Thelndex #BillionairesRow #DelrayBeach #SouthFloridaRealEstate #DouglasElliman

Verification Needed. Confirm the listing is still active before this posts. Confirm media/photography usage rights for the interior
shots. Confirm current asking price has not changed from $85M.

CAROUSEL 02

Anatomy of a Signature Listing
Pillar: Listing Spotlight - Slides: 7
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Concept. An annotated, analytical breakdown of 2633 Spanish River Road — treating the listing like a specimen under a loupe, one
callout per slide, teaching the viewer to read a listing the way Senada does.

Editorial Angle. The listing-sheet numbers aren't where the value lives. Five specific variables are — and most buyers never get
taught to look for them.

Cover Headline. "Here's what this listing actually sells. Not the version on the sheet."”
Slides:

1. "HERE'S WHAT THIS LISTING ACTUALLY SELLS. NOT THE VERSION ON THE SHEET. [PLACEHOLDER — confirm current list
price before publishing]" — Image: Exterior hero shot of 2633 Spanish River Road with a thin annotation line pointing to the
address. — Hierarchy: Headline dominant top third, image anchors the bottom two-thirds.

2. "ANNOTATION 01 — The lot. [PLACEHOLDER — confirm lot size/dimensions from current listing sheet]" — Image: Aerial or
site-plan-style shot with a dashed overlay tracing the lot boundary. — Hierarchy: Annotated graphic dominant; text is a short
callout inside a gold bracket.

3. "ANNOTATION 02 — Water orientation. [PLACEHOLDER — confirm frontage/exposure details]" — Image: Waterfront/dock
view with an arrow overlay indicating orientation. — Hierarchy: Same gold-bracket callout system, consistent with slide 2.

4. "ANNOTATION 03 — Privacy. What you can't see from the road." — Image: Gated entry or landscaped buffer shot with a
callout circle. — Hierarchy: Image-led; one short line.

5. "ANNOTATION 04 — Architecture & construction era. [PLACEHOLDER — confirm build year / architect credit if applicable]"
— Image: Facade detail shot (materials, roofline) with callout. — Hierarchy: Image-led.

6. "ANNOTATION 05 — Scarcity. How many of these actually come up on this street in a given year." — Image: Street-level
shot of the corridor itself, callout naming it. — Hierarchy: Image-led; shortest line yet, building toward the close.

7. "The comp only works once you understand what's underneath it. That's the read before the number. DM 'SPANISH RIVER'
for the full package." — Image: Final branded card, address plus CTA. — Hierarchy: CTA text dominant.

Information Density. Each annotation slide carries exactly one callout label plus one short clarifying clause — no slide should need
more than two lines of overlay text or the annotation graphic gets crowded.

Caption. Most people read a listing for the square footage and the price. Here's what we're actually looking at: the lot, the water
orientation, the privacy, the construction, and how rarely anything like it comes up on this street at all.

That's the real anatomy of a signature listing — and it's the read before the number.
2633 Spanish River Road. Full package: comment "SPANISH RIVER" or DM.
#Thelndex #SpanishRiverRoad #DelrayBeach #SouthFloridaRealEstate #DouglasElliman

Verification Needed. Every bracketed placeholder (price, lot dimensions, frontage details, build year/architect) needs
confirmation from the current listing sheet or Senada before this is scripted for production — none of these specifics should be
invented at the design stage.

CAROUSEL 03

Is Delray Beach the New Palm Beach?

Pillar: Market Intel (Market Pulse) - Slides: 8

Concept. A data-forward answer to a real searched question, structured as a direct comparison rather than a ranking — the SEO-
titled Market Pulse format in its purest form.

Editorial Angle. The question itself is the wrong frame. Reposition it: these corridors aren't competing for the same buyer, they're
answering two different theses about what luxury should do for you.

Cover Headline. "Is Delray Beach the new Palm Beach? Wrong question."
Slides:

1. "IS DELRAY BEACH THE NEW PALM BEACH? WRONG QUESTION." — Image: Split-frame aerial — Delray coastline left, Palm
Beach coastline right. — Hierarchy: Bold headline dominant top half; split image fills the bottom half.

2. "They're not competing for the same buyer. They're answering different questions." — Image: Same split frame, dimmed,
text overlaid center. — Hierarchy: Text-led transition slide.
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3. "WHAT PALM BEACH ANSWERS: old-money continuity. An address with a hundred-year memory." — Image: Classic Palm
Beach architectural detail — hedges, Mediterranean facade. — Hierarchy: Balanced split-card — text block left third, image
right two-thirds.

4, "WHAT DELRAY ANSWERS: new-build scale. Oceanfront with room to build exactly what you want." — Image: Modern new-
construction exterior. — Hierarchy: Same balanced split-card as slide 3, for visual rhythm.

5. "THE RANGE: Senada's active portfolio spans roughly $3.7M to $85M across both corridors." — Image: Minimal horizontal
range graphic with a property silhouette anchoring each end. — Hierarchy: This is the one true data slide — the graphic
carries the information, text is a single stat line.

6. "THE RECORD: $90M, Manalapan, closed December 2021 — the highest single-residence sale on South Florida's record.
(Source: Traded.co)" — Image: Dark stat card, the number set large in serif, source line small beneath. — Hierarchy: Stat card
dominant; the number is the image.

7."So: not 'the new Palm Beach.' A second answer to the same wealth, for a buyer who wants different things from it." —
Image: Return to the slide-1 split frame, now unified by a single horizon line drawn across both halves. — Hierarchy: Text-led
closing thought.

8. "Which corridor actually fits your thesis? Save this and DM 'CORRIDOR' for a 10-minute read on both." — Image: Branded
close card. — Hierarchy: CTA dominant.

Information Density. Slides 3-4 are the density ceiling for this carousel — one bolded corridor name plus one sentence, nothing
more, or the split-card comparison stops reading at a glance.

Caption. Everyone asks it eventually: is Delray the new Palm Beach? It's the wrong question. Palm Beach sells continuity — an
address with a hundred-year memory. Delray sells scale — oceanfront with room to build exactly what you want.

Same wealth. Two different theses. Senada works both corridors, from $3.7M to $85M, and the record on the board right now is
$90M in Manalapan — the highest single-residence sale South Florida has on file (Traded.co).

Not sure which corridor fits your search? Comment "CORRIDOR."
#Thelndex #DelrayBeach #PalmBeach #SouthFloridaRealEstate #Marketintel

Verification Needed. Confirm the $3.7M-$85M active-portfolio range is still accurate at time of posting; $90M/December
2021/Traded.co figure is verified and requires no further confirmation.

CAROUSEL 04

FIRPTA, Explained Before You Wire a Dollar

Pillar: Market Intel (The Playbook) - Slides: 7

Concept. An evergreen educational entry in the Playbook franchise — demystifying FIRPTA withholding for transactions involving
a foreign seller. Built to seed the future paid Masterclass.

Editorial Angle. This is the single most-missed line item for international and relocating buyers, and it's almost never explained
before it becomes a surprise at the closing table.

Cover Headline. "If the seller isn't a U.S. citizen, this changes your closing."”

Slides:
1. "IF THE SELLER ISN'T A U.S. CITIZEN, THIS CHANGES YOUR CLOSING." — Image: Clean typographic card, dark background, no
photo — establishes a distinct "explainer card" visual mode. — Hierarchy: Headline is the entire slide.

2. "FIRPTA — the Foreign Investment in Real Property Tax Act. It's not a fee. It's a withholding." — Image: Same card system,
glossary-style definition layout, "THE PLAYBOOK" label stamped top corner. — Hierarchy: Definition text dominant.

3. "Who it applies to: transactions where the SELLER is a foreign person — not the buyer." — Image: Simple two-icon diagram
(buyer / seller), seller icon highlighted. — Hierarchy: Diagram plus one line, balanced.

4. "What happens: a percentage of the gross sale price can be withheld at closing and sent to the IRS — based on the sale
price, not the profit." — Image: Flow graphic — sale price box = withholding box = IRS box. — Hierarchy: Flow diagram
dominant.

5. "Why it surprises people: buyers assume this is the seller's problem. It's a closing-table mechanic that affects timeline and
net proceeds for everyone at the table." — Image: Same card system, text only. — Hierarchy: Text-led.
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6. "What to do with it: this is a conversation for your closing attorney and CPA — not a line item to guess at. General
information only; not legal or tax advice." — Image: Card system, disclaimer set visibly apart in smaller type. — Hierarchy:
Text-led, disclaimer clearly separated from the main point.

7. "This is page one of The Playbook. New one every Tuesday — save it. Questions for your closing team? Start here." —
Image: Branded close card stamped "THE PLAYBOOK — VOL. 01." — Hierarchy: CTA plus franchise branding dominant.

Information Density. Each slide holds exactly one idea — definition, who it applies to, what happens, why it surprises people,
what to do. This is the densest-feeling carousel in the set by subject matter, so the text-per-slide ceiling is one short paragraph,
never two.

Caption. If the seller on your deal isn't a U.S. citizen, there's a mechanic most buyers have never heard of until it shows up at the
closing table: FIRPTA.

It's not a fee — it's a withholding. A percentage of the gross sale price can be held back at closing and sent to the IRS, based on
price, not profit. It affects timeline and net proceeds for everyone in the room, not just the seller.

This is page one of The Playbook — the series where we explain the mechanics nobody puts in the listing description. New one
every Tuesday.

General information only. Talk to your closing attorney and CPA before you wire anything.
#Thelndex #ThePlaybook #FIRPTA #SouthFloridaRealEstate #InternationalBuyers

Verification Needed. Have Senada's closing attorney or CPA partner review the mechanism description for accuracy before this is
scripted for production. Confirm the disclaimer language satisfies brokerage/compliance requirements.

CAROUSEL 05

The $90M Line

Pillar: Market Intel (Market Pulse) - Slides: 7

Concept. A tightly-edited data feature built around one verified number, treating the $90M Manalapan sale as a single point on a
nearly-empty chart rather than a headline to repeat.

Editorial Angle. The real story isn't the record — it's how little data exists to compare it to, and what that scarcity itself tells you
about the market.

Cover Headline. "$90M. One house. One line on a very short chart."

Slides:
1. "$90M. ONE HOUSE. ONE LINE ON A VERY SHORT CHART." — Image: Minimal line-chart graphic, dark background, a single
point marked near the top. — Hierarchy: Graphic and headline co-dominant — a true data-card open.

2. "Manalapan. Closed December 2021. South Florida's highest single-residence sale on record. (Source: Traded.co)" —
Image: Same chart style, now with a location label at the point. — Hierarchy: Stat card; the source line stays small but present.

3. "Why there's almost nothing to compare it to: Manalapan is one of the smallest, most private municipalities on the coast."
— Image: Map graphic — Manalapan outlined against the wider South Florida coastline, scale emphasized by contrast. —
Hierarchy: Map dominant.

4. "Arecord isn't just a price. It's a market with so little inventory that one sale resets the scale for everyone watching it." —
Image: Text-led card. — Hierarchy: Thesis text dominant.

5. "This is the kind of number that gets picked up — and the kind that raises questions with no real answer yet, like when the
next comparable sale even happens." — Image: Understated press-mention graphic treating outlet categories generically, no
fabricated quotes attached. — Hierarchy: Balanced text/graphic.

6. "$719M+ in tracked transaction volume. 29 deals and counting. The record is one data point inside a much longer ledger.
(Source: Traded.co)" — Image: Dark stat card, number set large. — Hierarchy: Second data point, placed deliberately near the
end so it doesn't compete with slide 2.

7. "The record explains the attention. The ledger explains the trust. Full breakdown: DM 'LEDGER."" — Image: Branded close
card. — Hierarchy: CTA dominant.

Information Density. Slides 2 and 6 are the only ones carrying a hard number plus a source citation — keep every other slide to
pure argument, no additional figures, so the two real stats stand out instead of blurring into a wall of numbers.
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Caption. $90M. Manalapan. Closed December 2021. The highest single-residence sale South Florida has on record (Traded.co).

But the number isn't the whole story — it's how little there is to compare it to. Manalapan is one of the smallest, most private
municipalities on the coast. When inventory is that thin, one sale resets the scale for everyone watching it.

That record sits inside a longer ledger: $719M+ in tracked transaction volume, 29 deals and counting (Traded.co). The record
explains the attention. The ledger explains the trust.

Full breakdown — comment "LEDGER."
#Thelndex #Manalapan #SouthFloridaRealEstate #MarketIntel #DouglasElliman

Verification Needed. $90M/December 2021 and $719M+/29 deals are both verified against Traded.co and need no further
confirmation. Do not name a specific press outlet as having covered the Manalapan sale itself unless that tie is separately
confirmed — slide 5 must stay generic.

CAROUSEL 06

The Palazzo Tapes, Episode 01: "I've Sold This House Four Times."

Pillar: Behind the Deal - Slides: 9

Concept. The Instagram-native opening chapter of the Palazzo Tapes documentary franchise. Built as a trailer, not a case study —
it opens the story and deliberately withholds the ending to pull viewers into Episodes 02 and 03.

Editorial Angle. Treat this like a cold open in a true-crime documentary: hook first, timeline second, reveal held back entirely.
Cover Headline. "I've sold this house four times."
Slides:

1. "I'VE SOLD THIS HOUSE FOUR TIMES." — Image: Moody exterior/gate shot of Palazzo di Lago at dusk, slight grain treatment
to set a documentary tone distinct from Listing Spotlight's crisp photography. — Hierarchy: Headline dominant; thin cinematic
black bars top and bottom frame it like a series still.

2. "THE PALAZZO TAPES — Episode 01" — Image: Same exterior, with a thin title-card/clapboard-style graphic. — Hierarchy:
Franchise branding dominant — this slide exists purely to stamp series identity.

3. "Delray Beach. A house most agents only get to sell once, if they're lucky." — Image: Wide establishing shot of the
property's setting — water, grounds. — Hierarchy: Image-led, single caption line.

4. "The first time, it sold for $17M. That was 2020." — Image: Slightly desaturated still to suggest "then," small "2020"
timestamp graphic. — Hierarchy: Timestamp graphic and text balanced.

5. "Three years later, it sold again. $26M." — Image: Same framing, visually warmer/more current, "2023" timestamp graphic.
— Hierarchy: Same system as slide 4 — builds timeline rhythm.

6. "Then it sold a third time. And the name attached to that one made it national news." — Image: Exterior shot from a
different angle, moodier lighting — no name revealed. — Hierarchy: Text-led; the withholding here is deliberate, the hook into
Episode 02.

7. "Every sale, | was in the room." — Image: An on-site detail shot implying presence without needing a staged prop — ideally
areal candid of Senada on-site. — Hierarchy: Image-led, intimate human scale after three data-paced slides.

8. "Episode 02: the renovation that changed the number. Episode 03: the name. Coming this week." — Image: Split-frame
teaser graphic, two blurred preview frames. — Hierarchy: Teaser text dominant.

9. "Follow for Episode 02. This is the only version of this story with the receipts." — Image: Branded series close card — "THE
PALAZZO TAPES" wordmark. — Hierarchy: CTA dominant.

Information Density. This carousel runs on restraint — slides 4, 5, and 6 are each a single sentence. The entire point of a trailer is
that it gives less than it could; do not let any slide here expand past one line of copy.

Caption. I've sold the same house four times.

The first time, 2020: $17M. Three years later: $26M. Then it sold a third time — and the name attached to that one made it
national news.

Every sale, | was in the room. This is The Palazzo Tapes — the real story behind the house | know better than almost anyone.

Episode 02 drops this week. Follow so you don't miss it.
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#Thelndex #ThePalazzoTapes #DelrayBeach #BehindTheDeal #SouthFloridaRealEstate

Verification Needed. $17M (2020) and $26M (2023) are verified. Slide 6 must NOT name Mark Wahlberg or state the buyer-side
connection as fact in this episode — that detail is reserved for Episode 03 and, when used, must carry the source tag "buyer side
traced to Mark Wahlberg's team (source: CNBC / Elliman Insider, October 2024)." Slide 7 needs a real on-site photo of Senada —
do not stage or fabricate one.

CAROUSEL 07

Anatomy of a Closing: After the $20M Offer

Pillar: Behind the Deal - Slides: 8

Concept. A generalized, step-by-step walkthrough of what happens procedurally once a high offer is accepted — demystifying
deal mechanics without disclosing any real negotiation or confidential detail.

Editorial Angle. Position Senada as the person managing complexity after the headline number — the offer is the easy part; the
job is everything that comes after it.

Cover Headline. "The offer is the easy part. Here's what happens next."

Slides:
1. "THE OFFER IS THE EASY PART. HERE'S WHAT HAPPENS NEXT." — Image: Close-up of a generic signed-contract page (not a
real confidential document) with a pen resting across it. — Hierarchy: Headline dominant, image as texture/mood beneath it.

2. "STEP 01 — Contract & timeline. The clock most buyers don't realize starts the moment the ink is dry." — Image:
Calendar/timeline icon graphic. — Hierarchy: Consistent "step card" system begins — icon left, short text right, repeated
through slide 7.

3. "STEP 02 — Due diligence. The window where the deal can still fall apart, no matter the number." — Image: Icon —
magnifying glass over a document shape. — Hierarchy: Step-card system continues.

4. "STEP 03 — Inspections & specialist review. At this level, that often means engineers and specialists most buyers have never
worked with before." — Image: Icon — blueprint/structural detail. — Hierarchy: Step-card system continues.

5. "STEP 04 — Financing & appraisal, where applicable. Cash deals skip this step. Not every $20M deal is cash." — Image: Icon
— bank/document. — Hierarchy: Step-card system continues.

6. "STEP 05 — Negotiation doesn't stop at acceptance. It just changes shape." — Image: lcon — two arrows in tension. —
Hierarchy: This is the thesis slide of the sequence — slightly larger type than the other step cards.

7."STEP 06 — Closing prep: title, wire instructions, final walkthrough. The least glamorous step, and the one most deals
actually die on." — Image: Icon — keys over a title document. — Hierarchy: Step-card system continues.

8. "This is where an agent's experience shows — not in the offer, in everything after it. Save this. General information only;
not legal or financial advice." — Image: Branded close card, disclaimer set clearly apart in smaller type. — Hierarchy: CTA and
disclaimer dominant.

Information Density. Each step slide is capped at one icon plus one sentence — the moment a step needs a second sentence to
explain, it should become its own future carousel instead of overloading this one.

Caption. Everyone focuses on the offer. The real work starts after it's accepted.

Contract and timeline. Due diligence. Inspections and specialist review. Financing and appraisal, where it applies. Negotiation that
doesn't stop, it just changes shape. And closing prep — the least glamorous step, and the one most deals actually die on.

This is where experience shows. Not in the number — in everything that happens after it.
General information only. Not legal or financial advice.
#Thelndex #BehindTheDeal #SouthFloridaRealEstate #DouglasElliman

Verification Needed. Content is general real-estate process knowledge with no confidential or fabricated specifics. Have
brokerage/compliance review the disclaimer language before this is scripted for production.
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CAROUSEL 08

Stone Creek Ranch: Anatomy of an Enclave
Pillar: Neighborhood Guide - Slides: 7

Concept. A hyper-local authority piece using an annotated map to treat a named enclave — Stone Creek Ranch, within the
Billionaire's Row corridor — as a case study in why enclave geography drives price more than any single house's finishes.

Editorial Angle. The house is secondary here. The real asset is the address itself — fixed, finite, and gated.
Cover Headline. "You're not buying a house here. You're buying one of a handful of addresses."
Slides:

1. "YOU'RE NOT BUYING A HOUSE HERE. YOU'RE BUYING ONE OF A HANDFUL OF ADDRESSES." — Image: Aerial of the Stone
Creek Ranch enclave within the Billionaire's Row corridor, subtle outline overlay. — Hierarchy: Map graphic dominant,
headline overlaid at the top.

2. "Stone Creek Ranch. Part of the stretch locals call Billionaire's Row." — Image: Same aerial, a label pin dropped on the
enclave. — Hierarchy: Map-led, single label line.

3. "What makes an enclave different from a neighborhood: a fixed, small number of addresses. No new supply, ever." —
Image: Annotated graphic — a small cluster of house icons inside a boundary line, labeled "FIXED." — Hierarchy: Graphic-led.

4. "Access is the product. Gates, private roads, and a buyer pool that already knows each other." — Image: Gated entry detail
shot. — Hierarchy: Image-led, single caption.

5. "Privacy is the second product. What you can't see from the street is the whole point." — Image: Landscaped buffer/hedge
shot. — Hierarchy: Image-led.

6. "What this means for value: comps here aren't really about the house. They're about how rarely anything here changes
hands at all." — Image: Text-led card, minimal graphic. — Hierarchy: Thesis text dominant.

7. "Considering the enclave, not just the house? Save this. DM 'BILLIONAIRE'S ROW' for current availability." — Image:
Branded close card. — Hierarchy: CTA dominant.

Information Density. The map/graphic carries the weight on slides 1-3; text should never exceed one sentence while a map
annotation is on screen, or the two compete for attention instead of reinforcing each other.

Caption. In an enclave, you're not really buying a house. You're buying one of a handful of addresses that will ever exist on that
street.

Stone Creek Ranch sits inside the stretch locals call Billionaire's Row — gated, private, and functionally fixed in size. No new supply
is coming. Access and privacy aren't amenities here, they're the product. And the comps aren't really about the house — they're
about how rarely anything here changes hands at all.

Thinking about the enclave, not just the listing? Comment "BILLIONAIRE'S ROW."
#Thelndex #BillionairesRow #StoneCreekRanch #SouthFloridaRealEstate #NeighborhoodGuide

Verification Needed. Stone Creek Ranch and its Billionaire's Row positioning are verified reference points. Confirm current
availability within the enclave before using the "DM for current availability" CTA.

CAROUSEL 09

Spanish River Road vs. South Ocean Boulevard

Pillar: Neighborhood Guide - Slides: 8

Concept. A direct, side-by-side contrast between two corridors — using the pairing already established in the brand's own
approved materials — for the buyer trying to decide between intracoastal living and direct oceanfront.

Editorial Angle. Not "which is better." Which lifestyle question each corridor actually answers.
Cover Headline. "Spanish River Road or South Ocean Boulevard? Different water, different life."
Slides:

1. "SPANISH RIVER ROAD OR SOUTH OCEAN BOULEVARD? DIFFERENT WATER, DIFFERENT LIFE." — Image: Split-frame —
intracoastal/river shot left, direct ocean shot right. — Hierarchy: Split image dominant, headline a thin overlay.
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2. "Both read as 'waterfront' on a listing sheet. They are not the same water." — Image: Same split, now with a dividing line
graphic down the center. — Hierarchy: Text-led transition slide.

3. "SPANISH RIVER ROAD: intracoastal. Calmer water, boat access, a more residential rhythm." — Image: Dock/intracoastal
shot, boat visible. — Hierarchy: Balanced split-card — text left, image right.

4. "SOUTH OCEAN BOULEVARD: direct Atlantic frontage. The sound of surf, not a boat wake." — Image: Direct oceanfront
shot, unbroken horizon. — Hierarchy: Same balanced split-card as slide 3, for rhythm.

5. "Privacy differs too — river-facing lots often sit deeper from the road than direct ocean addresses." — Image: Two small
side-by-side site-line graphics. — Hierarchy: Graphic-led.

6. "Scarcity differs — direct ocean frontage is the shorter list, by definition." — Image: Text-led card. — Hierarchy: Thesis text
dominant.

7. "The real question isn't which street has the higher average. It's which water you want to wake up to." — Image: Return to

the slide-1 split frame, now unified by a single horizon line across both halves. — Hierarchy: Text-led closing thought. [Framed
as Senada's working view pending her confirmation of the exact wording — see Verification.]

8. "Not sure which corridor fits your life? Save this. DM 'CORRIDOR' and we'll walk both." — Image: Branded close card. —
Hierarchy: CTA dominant.

Information Density. Slides 3 and 4 are the comparison's backbone — one corridor name, bolded, plus exactly one descriptive
sentence each. If both sides don't fit in the same visual weight, the comparison stops feeling fair, which undercuts the whole
piece.

Caption. Spanish River Road or South Ocean Boulevard — both read as "waterfront" on paper, and they are not the same water.

One is intracoastal: calmer, boat access, a more residential rhythm. The other is direct Atlantic frontage: the sound of surf, not a
wake. Privacy and scarcity split differently between them too. The real question isn't which street has the higher average sale —
it's which water you actually want to wake up to.

Not sure which corridor fits your life? Comment "CORRIDOR" and we'll walk both.
#Thelndex #DelrayBeach #SpanishRiverRoad #SouthOceanBoulevard #SouthFloridaRealEstate

Verification Needed. The Spanish River Road / South Ocean Boulevard contrast is an approved pairing. Slide 7's framing as
"Senada's take" should be confirmed verbatim with her before publishing — treat it as a paraphrase pending her sign-off, not a
direct quote yet.

CAROUSEL 10

$90M. One Residence. One Record.

Pillar: Client Wins - Slides: 7

Concept. The flagship Client Wins carousel, built explicitly on the five-step receipts structure — Number = Context = Problem =
Action = Outcome — using the one verified record transaction. The framework is visible on-screen, not just implied.

Editorial Angle. Show the mechanics of the win, not the adjectives. Literally label each step so the receipts-over-adjectives
principle is legible, not just claimed.

Cover Headline. "$90M. The largest single-residence sale South Florida has on record."

Slides:
1. "$90M. THE LARGEST SINGLE-RESIDENCE SALE SOUTH FLORIDA HAS ON RECORD. (Source: Traded.co)" — Image: Clean dark
stat card, number set huge, source line small. — Hierarchy: The number is the entire slide.

2. "NUMBER: $90M. Manalapan. Closed December 2021." — Image: Same stat-card system, now labeled "NUMBER" top
corner, beginning the visible five-step framework. — Hierarchy: Label system begins — a consistent small tag top-left runs
through slides 2-6.

3. "CONTEXT: Manalapan is one of the smallest, most private municipalities on the coast — a market with almost no
comparable sales to measure against." — Image: Map graphic of Manalapan. — Hierarchy: Map and text balanced.

4. "PROBLEM: a record-setting ask has no precedent to justify it. The usual comps don't apply." — Image: Text-led card with a
minimal, deliberately blank chart graphic to visualize "no comps." — Hierarchy: Thesis text dominant.

ESTMA AGENCY - THE INDEX - INSTAGRAM CREATIVE & PRODUCTION PLAYBOOK



5. "ACTION: building the case for the number required its own research — not borrowing someone else's comp sheet." —
Image: Text-led card. — Hierarchy: Text dominant, deliberately restrained; no invented process detail beyond the general
principle.

6. "OUTCOME: $90M closed. The highest single-residence sale on South Florida's record, per Traded.co." — Image: Return to

the slide-1 stat card. — Hierarchy: Number restated — a bookend effect.

7. "Receipts, not adjectives. Full ledger: DM 'LEDGER.'"" — Image: Branded close card. — Hierarchy: CTA dominant.
Information Density. Each labeled step (slides 2-6) carries one sentence maximum — the label itself is doing structural work, so
the copy underneath it should stay short enough to read as a caption, not a paragraph.

Caption. $90M. Manalapan. Closed December 2021. The highest single-residence sale South Florida has on record (Traded.co).

Here's the receipt, step by step: a market with almost no comparable sales to measure against. A record-setting ask with no
precedent to justify it. Building the case from scratch instead of borrowing someone else's comp sheet. And a $90M close that
reset the scale.

Receipts, not adjectives. Full ledger — comment "LEDGER."
#Thelndex #ClientWins #Manalapan #SouthFloridaRealEstate #DouglasElliman

Verification Needed. Figure, date, and source are fully verified. The ACTION slide is intentionally kept general — no confidential
negotiation detail is disclosed, consistent with the brand's confidentiality rule.

CAROUSEL 11

The Reprice: $29.995M and the Case for Patience

Pillar: Client Wins - Slides: 7

Concept. Uses the generically-referenced repriced listing to tell a different kind of win story — strategy mid-process rather than a
closed-sale record. Same five-step receipts framework as Carousel 10, applied to a less obvious win.

Editorial Angle. Not every win is a closing. Sometimes the win is getting the number right before the market stops paying
attention.

Cover Headline. "A listing doesn't fail. It gets repriced. Here's what that actually means."

Slides:
1. "A LISTING DOESN'T FAIL. IT GETS REPRICED. HERE'S WHAT THAT ACTUALLY MEANS." — Image: Clean text-card, dark
background, no property photo yet — builds curiosity before revealing the number. — Hierarchy: Headline is the entire slide.

2. "NUMBER: $29.995M. The adjusted ask on a listing that needed a second look." — Image: Simple price-tag graphic stamped
"ADJUSTED." — Hierarchy: Number dominant.

3. "CONTEXT: a price set too early reads differently once the right data catches up to it." — Image: Text card. — Hierarchy:
Text-led.

4. "PROBLEM: the wrong price doesn't just sit quietly on the market. It changes how every buyer reads the listing after it." —
Image: Text card, minimal clock or eye icon. — Hierarchy: Text-led thesis.

5. "ACTION: reassessing the comp set and repositioning the number — before it became a liability instead of a listing. [process
specifics withheld]" — Image: Text card. — Hierarchy: Text-led, deliberately high-level.

6. "OUTCOME: repriced at $29.995M — the number the market was actually ready to respond to." — Image: Price graphic
restated. — Hierarchy: Bookend number.

7. "Pricing is a decision, not a guess. Save this before you set an ask. DM 'PRICING' for a read on yours." — Image: Branded
close card. — Hierarchy: CTA dominant.

Information Density. Same cap as Carousel 10 — one sentence per labeled step. The restraint on slide 5 (no process detail beyond
the principle) is intentional, not a density problem to fix.

Caption. A listing doesn't fail. It gets repriced — and there's a decision behind that number, not a guess.

$29.995M was the adjusted ask on a listing that needed a second look. A price set too early reads differently once the market
catches up to it, and the wrong number doesn't just sit quietly — it changes how every buyer reads the listing after it. Reassessing
the comp set and repositioning the number before that happened was the move.
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Pricing is a decision. Comment "PRICING" for a read on yours.
#Thelndex #ClientWins #Pricing #SouthFloridaRealEstate #DouglasElliman

Verification Needed. $29.995M is referenced generically in the approved materials with no attached address or client identity —
keep it that way. Confirm this listing's current status is still accurate before publishing, and do not attach an address or client
name unless Senada explicitly clears it for identification.

CAROUSEL 12

A Morning at Oro-Satori

Pillar: Lifestyle & Luxury - Slides: 6

Concept. A pure mood carousel — a slow, photographic "morning in the life of a $40M property" sequence with almost no text.
No CTA, no DM prompt, per the Saturday rule that this pillar is reach-only.

Editorial Angle. Let the property be aspirational without selling it. Saturday's only job is to be looked at.
Cover Headline. "Oro-Satori, before anyone else is awake."
Slides:
1. "ORO-SATORI, BEFORE ANYONE ELSE IS AWAKE." — Image: Early-morning exterior shot, soft light. — Hierarchy: Image fully

dominant; text is a thin caption line.

2. (no headline — pure image) — Image: Detail shot, light on water or a pool surface. — Hierarchy: 100% image, zero text — a
deliberate pause.

3. "$40M. And still, the best part of the day is free." — Image: A quiet interior corner or breakfast-adjacent detail in morning
light. — Hierarchy: Image dominant, one short line.

4. (no headline — pure image) — Image: Architectural detail — a stairway, a window, a texture. — Hierarchy: 100% image.

5. "Some houses are built to be seen. This one is built to be felt." — Image: Wide atmospheric shot, no human scale reference.
— Hierarchy: Text slightly larger here as the emotional peak line, still a minority of the frame.

6. (no headline — pure image, closing) — Image: Final wide exterior/golden-hour shot, small THE INDEX wordmark bottom
corner only. — Hierarchy: 100% image; brand mark only, no sales language.

Information Density. Three of the six slides carry zero words. This is the lowest-density carousel in the set by design — any
additional text turns a mood piece back into a listing ad.

Caption. Oro-Satori, before anyone else is awake.
$40M. And still, the best part of the day is free.
#Thelndex #OroSatori #SouthFloridaRealEstate #LuxuryLiving

Verification Needed. $40M figure is verified. No CTA or sales language per the Saturday no-sales-ask rule. Confirm current
photography usage rights for Oro-Satori before publishing.

CAROUSEL 13

Worth It? The Private Elevator

Pillar: Lifestyle & Luxury - Slides: 7

Concept. The recurring "Worth It?" stamped-verdict format applied to a specific feature — lighter, more participatory Saturday
content that stays inside the no-sales-ask rule by framing it as a design verdict, not a listing pitch.

Editorial Angle. An insider verdict on a feature most people assume is purely a status symbol.

Cover Headline. "WORTH IT? The private elevator."

Slides:

1. "WORTH IT? THE PRIVATE ELEVATOR." — Image: Clean elevator-landing detail shot, brushed metal or stone finish. —
Hierarchy: Image and stamp-style "WORTH IT?" wordmark co-dominant — establishes the franchise look.

2. "The feature: a private elevator opening directly into the residence — no shared lobby, no shared landing." — Image: Same
or adjacent detail shot. — Hierarchy: Image-led, one caption line.
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3. "Why buyers love it: it's the difference between arriving at your home and arriving at a building that contains it." — Image:
Interior shot from the elevator looking into a foyer. — Hierarchy: Image-led.

4. "What it actually changes: privacy and flow, yes — but also maintenance contracts and inspection requirements most
buyers don't ask about upfront." — Image: Text card, minimal icon. — Hierarchy: Text-led; this is the "reality check" beat and
the densest slide in the carousel.

5. "When it's worth paying for: full-floor or penthouse living, where the elevator is effectively the front door." — Image:
Penthouse-landing shot. — Hierarchy: Image-led.

6. "[INTERVIEW PROMPT for Senada: 'Is there a scenario where you'd tell a buyer to skip the elevator and put the money
elsewhere?' Script structure: state the scenario — state the tradeoff — her confirmed answer, verbatim once recorded.]" —
Image: Text card, same system. — Hierarchy: Text-led; clearly marked as pending her input, not finished copy.

7. "VERDICT: [pending Senada's confirmed take — do not publish a verdict that isn't hers]. Save this series — new verdict
every few weeks." — Image: Branded "WORTH IT?" close stamp. — Hierarchy: CTA/franchise branding dominant.

Information Density. Slide 4 is the one slide allowed two clauses instead of one — it's the "reality check" beat and needs the extra
texture to land. Every other slide holds to a single sentence.

Caption. WORTH IT? This week: the private elevator.

It's the difference between arriving at your home and arriving at a building that contains it — but it also comes with maintenance
contracts and inspection requirements most buyers never think to ask about upfront. Worth it for full-floor and penthouse living,
where the elevator is effectively the front door. When Senada would tell a buyer to spend the money elsewhere instead: swipe for
her real verdict.

#Thelndex #Worthlt #LuxuryLiving #SouthFloridaRealEstate

Verification Needed. This carousel cannot ship until Senada records her real answer for slides 6 and 7 — those are explicit
production placeholders, not finished copy, per the rule against inventing her opinions.

CAROUSEL 14

Why I Keep Coming Back to the Same House

Pillar: Senada's POV - Slides: 7

Concept. A candid, unscripted-feeling first-person reflection tied to the Palazzo story — what selling one house four times actually
taught her. Built as an interview prompt plus script structure, since her real quote isn't confirmed yet.

Editorial Angle. Vulnerability and insight over achievement — the lesson, not the brag. This is the one pillar where her face and
her words should carry equal weight.

Cover Headline. "I've sold the same house four times. Here's what that actually taught me."
Slides:

1. "I'VE SOLD THE SAME HOUSE FOUR TIMES. HERE'S WHAT THAT ACTUALLY TAUGHT ME." — Image: Candid, unposed photo
of Senada — not a staged real-estate glamour shot. [NEEDS: real candid photo] — Hierarchy: Text and image roughly equal
weight — the one pillar where her face leads as much as the words.

2. "INTERVIEW PROMPT for Senada: 'What was different about watching this house change hands three separate times,
instead of just selling it once?" — Image: Same photo style, different crop/angle. — Hierarchy: Text-led — a visible
production note, not final copy; to be replaced by her real answer before this scripts for shooting.

3. "[SCRIPT STRUCTURE — Beat 1: what she expected the first time she sold it. Senada fills in; do not publish a fabricated
quote.]" — Image: Candid detail shot. — Hierarchy: Text-led placeholder.

4, "[SCRIPT STRUCTURE — Beat 2: what surprised her the second time.]" — Image: Candid detail shot. — Hierarchy: Text-led
placeholder.

5. "[SCRIPT STRUCTURE — Beat 3: what she understood by the third and fourth time that she didn't at the start.]" — Image:
Candid detail shot. — Hierarchy: Text-led placeholder.

6. "[SCRIPT STRUCTURE — Beat 4: the actual lesson, in her words, confirmed before publishing.]" — Image: Candid portrait,
warmer/closer crop. — Hierarchy: This becomes the carousel's emotional peak slide once her real words are in — reserve the
most visual weight for it.
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7. "This is the real version of 'experience.' Not a number — a house | know better than most people know their own. —
Senada [quote pending confirmation]" — Image: Branded close card, understated, no CTA or DM prompt — POV is loyalty-
only, not conversion. — Hierarchy: Text-led, no sales language.

Information Density. This carousel is structurally a production brief, not finished copy, until Senada records her answers. Once
filled in, cap each beat at two sentences — any longer and it reads as a blog post, not a carousel.

Caption. [DRAFT — pending Senada's recorded answer. Do not publish with placeholder copy standing in for her voice.]

I've sold the same house four times. Here's what that actually taught me. [Full caption to be written from her confirmed quote
once recorded — structure: open on the fact, move into the lesson, close on why experience is a house, not a number.]

#Thelndex #SenadasPOV #ThePalazzoTapes #SouthFloridaRealEstate

Verification Needed. Entire carousel is a production brief, not finished copy — every bracketed beat requires Senada's real input
before this is scripted for production. Slide 1 needs a real candid photo; do not use a staged or stock substitute.

CAROUSEL 15

The Question I Always Ask First

Pillar: Senada's POV - Slides: 6

Concept. A shorter, punchier POV carousel built around a single recurring question she asks every client — framed as a personal
habit rather than a sales script.

Editorial Angle. Process as personality — what she actually does differently in the room, before any number comes up.
Cover Headline. "There's one question | ask before any number comes up."
Slides:
1. "THERE'S ONE QUESTION | ASK BEFORE ANY NUMBER COMES UP." — Image: Candid photo of Senada mid-conversation,

not posed. [NEEDS: real candid photo] — Hierarchy: Text and image balanced.

2. "INTERVIEW PROMPT for Senada: 'What's the one question you ask every client early on that most agents skip?'" — Image:
Same candid style. — Hierarchy: Text-led production note.

3. "[SCRIPT STRUCTURE — Beat 1: what the question actually is, in her exact words once confirmed.]" — Image: Candid detail
— notebook, phone, hands, not staged. — Hierarchy: Text-led placeholder; this becomes the carousel's boldest slide once
filled in — reserve the most visual weight for her real line.

4. "[SCRIPT STRUCTURE — Beat 2: why she asks it before discussing price.]" — Image: Candid shot. — Hierarchy: Text-led
placeholder.

5. "[SCRIPT STRUCTURE — Beat 3: an example of how the answer changed her approach — kept general enough not to
identify a specific client without permission.]" — Image: Candid shot. — Hierarchy: Text-led placeholder; must stay
anonymized unless the client has given explicit permission to be named.

6. "That question tells me more than any pre-approval letter. — Senada [quote pending confirmation]" — Image: Branded
close card, understated, no CTA — loyalty-only pillar. — Hierarchy: Text-led, understated close.

Information Density. Once filled in, Beat 1 (slide 3) should be the single boldest line in the carousel — short enough to read as a
quote pull, not a paragraph. Beats 2 and 3 stay to one sentence each.

Caption. [DRAFT — pending Senada's recorded answer. Do not publish with placeholder copy standing in for her voice.]
There's one question | ask before any number comes up. [Full caption to be written from her confirmed quote once recorded.]
#Thelndex #SenadasPOV #SouthFloridaRealEstate #DouglasElliman

Verification Needed. Entire carousel is a production brief pending Senada's real input, same as Carousel 14. Any client example
used in Beat 3 must be anonymized or explicitly cleared by the client before publishing. Slide 1 needs a real candid photo.
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06

Stories & the Cross-Format System

Stories that build anticipation, add context, or invite a reply instead of repeating the feed — plus one worked example of a single
idea becoming five genuinely different formats.
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Story Sequences

Stories are not a feed recap. Every sequence below either builds anticipation for something not yet posted, adds context the feed
post didn't have room for, invites a reply, extends a Reel's story past its own runtime, or puts Senada on camera in a way the
polished feed can't.

Story Sequence: The Walkthrough Before the Walkthrough
Trigger: Extends Monday's Listing Spotlight Reel — posts the evening/morning before the Reel drops, so Stories sell the wait, not
the house.
1. "Tomorrow I'm showing you a house most agents never get a tour of." — Visual: black screen, gold serif text over a single
still frame of a gated entry, no logo, no sound.

2. Boomerang: a hand pushing a heavy door open, cut before the room is visible. — Visual: boomerang sticker, 1-2 seconds,
deliberately under-lit.

3. Poll sticker: "Guess the range" / "$5-8M" vs. "$10M+" — Visual: cropped foyer shot, framed so no identifying detail (street
number, view) is visible.

4. "One hint: it's not the biggest house I've sold. It's the smartest one." — Visual: close detail shot (a material, a fixture, a
sightline) with no wide shot.

5. Countdown sticker set for the Reel's publish time. — Visual: Senada walking toward the front door, shot from behind,
natural light.

6. "Set a reminder — this one's worth seeing start to finish." — Visual: reminder sticker over a single frame-grab from the
Reel's opening shot.

Story Sequence: The Question Everyone Asks Me
Trigger: Extends Wednesday's "Behind the Deal / The Palazzo Tapes" Reel (EP03, the Wahlberg-linked $37M close) — posts the
same evening, before EP04 is addressed.
1. "People keep asking me the same thing about this house." — Visual: Senada mid-conversation, candid phone-shot quality,
not the polished Reel grade.

2. Quiz sticker: "What do you think the combined total is across all four sales?" / options: "Under $80M" - "$80-100M" -
"$100M+" — Visual: plain charcoal background, gold type, no property imagery.

3. "I'll tell you — with the caveat my team makes me say every time." — Visual: Senada, slight smile, direct to camera.

4, Static graphic: "Reported combined total across four sales: ~$106M. Unconfirmed — source verification in progress." —
Visual: brand black/charcoal card, restrained gold text, no music, no emoji.

5. "There's a fourth chapter to this story. I'm not ready to tell it yet." — Visual: archive still from the property, slightly
desaturated, text only.

6. Link/highlight sticker: "Catch up on Episodes 1-3" pointing to a Story Highlight. — Visual: three stacked thumbnail frame-
grabs, one per episode.

Story Sequence: Is This Actually True?
Trigger: Extends Tuesday's Market Intel ("Market Pulse") Reel — e.g. "Is Delray Beach the new Palm Beach?" — posts same
morning, 30-60 minutes after the Reel, to catch people mid-debate in the comments.

1. "l get a version of this question every week." — Visual: Senada, office or car, talking-head framing, no graphics yet.

2. Side-by-side map graphic: Delray Beach / Palm Beach, two pins, no numbers yet. — Visual: clean map-style graphic, brand
palette.

3. Question sticker: "What's your theory?" — Visual: plain text-box sticker over a skyline or streetscape shot.

4, "Here's what's actually driving it." — Visual: zoomed, partially obscured crop of a data/trend graphic, deliberately not fully
legible yet.
5. Countdown sticker: "Full breakdown — 1 hour." — Visual: same skyline shot, warmer light, countdown overlay.
6. Reaction-sticker frame once the Reel is live: "Agree or disagree?" with a slider sticker. — Visual: frame-grab from the live
Reel.

Story Sequence: Nothing to Sell Today

Trigger: Sunday, Senada's POV — does not extend a prior post; stands alone, loyalty-only, no sales language, no CTA.
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1. "No listing today. Just something on my mind." — Visual: Senada in an unposed, natural setting (car, kitchen, back porch),
deliberately lower production value than a weekday post.

2. "Been thinking about this all week." — Visual: close candid shot, direct to camera, no overlay text beyond the caption
above.

3. [NEEDS: Senada on camera, fully unscripted] — INTERVIEW PROMPT to ask her before filming: "What's the part of this job
that people never think to ask you about?" SCRIPT STRUCTURE (not her words — a shape for her to fill): she names the
question she actually gets = her honest one-or-two-sentence answer = one concrete example with no names, addresses, or
deal specifics attached. On-screen text, if any, is captioned live from what she actually says — never written in advance and
handed to her.

4. Question sticker: "What's the hardest part of your work?" — Visual: plain engagement sticker over a textured, non-branded
background.

5. "Back to the market tomorrow." — Visual: lighthearted close, Senada smiling, walking off-frame. No logo, no listing teaser,
no link.

One Idea, Five Formats

The idea: Palazzo di Lago — one house, sold four times (2020 $17M — 2023 $26M — 2024 $37M, buyer side traced to Mark
Wahlberg's team), with a reported combined figure of ~$106M that must always carry an unconfirmed caveat. This is the single
richest, most re-usable idea in the account, which is exactly why it has to be handled five genuinely different ways instead of being
posted five times.

1. Reel (Wednesday, Behind the Deal / Palazzo Tapes): Documentary pacing. Cold open hook ("I've sold this house four
times"), archive stills cut to the three verified sale years, CNBC source-tag lower-third, closing caveat graphic on the combined
figure. This version's job is tension and reveal — it is paced like a story with a beginning, middle, and withheld ending.

2. Carousel (same Wednesday, companion post): Data-forward, not narrative. Five static slides — one per sale year, one
combined-total slide carrying the mandatory caveat, one source-citation slide. No pacing, no music, no voiceover. This
version's job is reference and save — it's built for someone to screenshot or swipe back through, not watch once.

3. Story sequence (same evening — "The Question Everyone Asks Me," above): Interactive and personal. Opens with a quiz
sticker asking the audience to guess the number before revealing it, uses lower-fidelity phone footage instead of the Reel's
polish, and ends on a cliffhanger line about a fourth chapter. This version's job is participation — it asks something of the
viewer the Reel and Carousel never do.

4. Follow-up Reel (10-14 days later, different pillar): Does not retell the sale history at all. New hook: "What selling the same
house four times taught me about pricing in this market." Runs as a Senada's POV or Market Intel piece — the Palazzo deal is

referenced once, in passing, as a credibility marker, not re-narrated. Reuses almost none of the original B-roll; built from new
talking-head footage. This version's job is lesson and authority, aimed at people who never saw the original story.

5. Community conversation (ongoing, zero new production): Senada personally replies to the top comment asking "so what's
EP04?" either as a pinned text reply or a 15-second selfie-style Story, saying only that it's coming. No script, no edit, no
graphics. This version's job is relationship — it's the only format where the "content" is Senada's attention, not a produced
asset.

What keeps this from feeling repetitive is that each format has a different job: reveal, reference, participation, lesson,
relationship. None of them are the same idea retold — they're five different uses for one well-sourced fact.
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The Production System

Production cards for priority concepts, and the batching discipline that turns one property visit into three weeks of genuinely
distinct assets.
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Production Cards

Concept names below (A1-A10) are placeholders standing in for whatever the final named concept list turns out to be — the
system, not the titles, is the deliverable. Fields marked [NEEDS: ...] are hard stops before a shoot can be scheduled.

Concept Al

LISTING SPOTLIGHT (MON) - REEL

Creative Objective. Open the week with a cinematic tour of an active $10M+ listing to signal portfolio tier and drive qualified inbound.
Required Location. Active listing, full exterior + interior

Required People. Senada (on camera); videographer; drone op if lot >0.5 acre

Required Permissions. [NEEDS: seller/listing-agent filming permission; brokerage marketing sign-off]

Exact Shots. Drone/gimbal exterior cold open; Senada walk-up; foyer reveal; 3-4 signature interior moments; closing piece-to-camera
with positioning line

Props / Supporting Materials. Price/sqft lower-third template; Elliman brand bug
Script Status. Shot list + VO drafted; pending final listing lock

Senada Input Required. Walk-and-talk intro/outro lines; confirm positioning angle
Data Verification Required. Confirm current price, sqft, any record claim against MLS
Editing Complexity. Medium (grade, music sync, lower-thirds)

Est. Production Effort. Half-day shoot + 1 day edit

Deliverables. 1 vertical Reel + Stories teaser cutdown

Approval Checkpoint. Senada cut approval = ESTMA Strategy compliance check — publish

Concept A2

LISTING SPOTLIGHT (MON) - CAROUSEL

Creative Objective. Slower, detail-forward companion to A1 for saves/shares — same visit, different pacing.
Required Location. Same property as Al

Required People. Stills shooter (can be videographer pulling frames)

Required Permissions. Same permission as Al

Exact Shots. 8-10 stills: exterior hero, 3 interior details, 1 architectural detail, 1 lifestyle vignette (no people), price/positioning slide,
CTA slide

Props / Supporting Materials. Branded caption-card template

Script Status. Caption copy drafted; slide order locked

Senada Input Required. Approve which detail the caption foregrounds
Data Verification Required. Same price/sqft/MLS check as A1

Editing Complexity. Low (static design)

Est. Production Effort. Same shoot day as A1; 2-3 hrs design
Deliverables. 1 Carousel, 8-10 slides

Approval Checkpoint. Content Manager slide-order review — Senada approval = publish
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Concept A3

MARKET INTEL — MARKET PULSE (TUE) - REEL

Creative Objective. Answer a real, searched question ("Is Delray Beach the new Palm Beach?") to establish authority before a buyer

searches for an agent.

Required Location. Office or relevant streetscape B-roll

Required People. Senada (talking head); videographer

Required Permissions. None property-specific; general location release if public street

Exact Shots. Talking-head medium shot; 2-3 neighborhood B-roll cutaways; data-graphic insert

Props / Supporting Materials. On-screen graphic sourced only from approved market-context stats (NAR/Hootsuite/ValPal) — never

presented as Senada-specific results

Script Status. VO script drafted from approved facts; needs current-quarter data refresh

Senada Input Required. Record VO in her own words; confirm she agrees with the framing

Data Verification Required. [NEEDS: current market research] — verify any trend claim against live data before filming
Editing Complexity. Medium (graphic overlays, accuracy pass)

Est. Production Effort. 45 min in interview block + 1 day edit

Deliverables. 1 vertical Reel

Approval Checkpoint. ESTMA Strategy fact-check = Senada approval = publish

Concept A4

MARKET INTEL — THE PLAYBOOK (TUE) - CAROUSEL

Creative Objective. Evergreen buyer/investor education (e.g. FIRPTA basics) — seeds a future paid Masterclass, built for saves.
Required Location. None (graphic-only asset)

Required People. Designer; Content Manager

Required Permissions. None

Exact Shots. N/A — 6-8 slides: hook, 4-5 explainer slides, disclaimer slide, CTA slide

Props / Supporting Materials. Legal/compliance-reviewed copy on FIRPTA / LLC structuring / appraisal mechanics

Script Status. Copy drafted; requires compliance review before publish

Senada Input Required. Light — confirm tone matches how she'd actually explain it

Data Verification Required. [NEEDS: compliance/relevant-expert review] — tax/legal mechanics verified by qualified counsel/CPA
Editing Complexity. Low-medium (design-heavy, no video)

Est. Production Effort. No shoot; 1 day design + review cycle

Deliverables. 1 Carousel, 6-8 slides

Approval Checkpoint. Compliance/legal sign-off = Senada approval = publish
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Concept A5

BEHIND THE DEAL — PALAZZO TAPES (WED) - REEL

Creative Objective. Documentary-style episode advancing the Palazzo arc to build press/industry authority.
Required Location. Archive stills; office narration setup

Required People. Senada (narration); editor with archive access

Required Permissions. [NEEDS: confirm usage rights on any archive property photography]

Exact Shots. Cold-open hook piece-to-camera; archive inserts per sale year (2020/2023/2024); CNBC source-tag graphic; closing caveat
graphic

Props / Supporting Materials. "CNBC / Elliman Insider" source-tag template; press-logo strip
Script Status. Full episode script drafted against verified figures only
Senada Input Required. Record narration; confirm no confidential negotiation detail implied

Data Verification Required. Mandatory — every figure re-checked against facts file; combined-total graphic MUST show
"unconfirmed" caveat on screen

Editing Complexity. High (archival integration, multi-source-tag graphics)
Est. Production Effort. No new shoot (30 min narration) + 1.5 days edit
Deliverables. 1 vertical Reel (3-episode IG cut)

Approval Checkpoint. ESTMA Strategy fact-check (mandatory) — Senada approval = compliance spot-check — publish

Concept A6

NEIGHBORHOOD GUIDE (THU) - CAROUSEL

Creative Objective. Hyper-local, named-enclave authority (e.g. Billionaire's Row) for relocating/international buyers.
Required Location. Public streetscape/beach access of the named enclave

Required People. Photographer; Senada VO optional

Required Permissions. [NEEDS: permission if any private driveway/gated shot is used]

Exact Shots. Entrance/signage shot; 3-4 streetscape shots; 1 amenity shot; map/positioning graphic; "who lives here" context slide

(public-record framing only)

Props / Supporting Materials. Map graphic template; enclave title card

Script Status. Caption/VO script drafted

Senada Input Required. Confirm local-color details (schools, lifestyle notes) are accurate

Data Verification Required. Confirm any price-range/demographic claim against current sourced data
Editing Complexity. Low-medium (design + light VO sync)

Est. Production Effort. 2 hrs on-location + half-day design

Deliverables. 1 Carousel, 7-8 slides

Approval Checkpoint. Content Manager review — Senada approval = publish
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Concept A7

CLIENT WINS (FRI) - CAROUSEL / SINGLE IMAGE

Creative Objective. Five-step receipts structure (Number — Context = Problem — Action — Outcome) on a closed, public-record deal.
Required Location. None required (graphic-led) or archive property photo

Required People. Designer

Required Permissions. Only public-record deals used (Traded.co/CNBC-sourced)

Exact Shots. N/A — 5 slides mapped exactly to Number/Context/Problem/Action/Outcome

Props / Supporting Materials. Source-tag citation on every figure slide

Script Status. Five-step copy drafted using only verified facts

Senada Input Required. Confirm "Problem/Action" framing avoids disclosing confidential negotiation detail
Data Verification Required. Every number re-verified against facts file before publish — no new figures
Editing Complexity. Low (static design)

Est. Production Effort. Half-day design, no shoot

Deliverables. 1 single image or 5-slide Carousel

Approval Checkpoint. ESTMA Strategy fact-check = Senada approval = publish

Concept A8

LIFESTYLE & LUXURY (SAT) - REEL

Creative Objective. Pure reach/aspirational content — NEVER a sales ask, no listing CTA, no price talk.
Required Location. Design-forward interior detail or outdoor living space (often a batch-shoot byproduct)
Required People. Videographer; Senada optional, non-speaking

Required Permissions. Covered under the originating property-visit permission — confirm lifestyle/no-sell use is explicitly included
Exact Shots. Slow aesthetic pans — texture, light, water, golden hour; no price/address supers

Props / Supporting Materials. Mood-driven music bed; no sales text overlay

Script Status. No VO needed; caption drafted and confirmed non-sales

Senada Input Required. None required on camera; sign-off that caption carries no implied CTA

Data Verification Required. None (no claims made)

Editing Complexity. Medium (color/music pacing is the craft)

Est. Production Effort. Captured opportunistically; 0.5 day edit

Deliverables. 1 vertical Reel

Approval Checkpoint. Content Manager tone check (zero sales language) = Senada approval = publish

Concept A9
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SENADA'S POV (SUN) - REEL / STORY-LED

Creative Objective. Loyalty-only content in her own words — no new-business ask.

Required Location. Wherever she naturally is — intentionally unpolished

Required People. Senada only; minimal crew (phone acceptable)

Required Permissions. None

Exact Shots. Single continuous or lightly cut direct-to-camera take; no graphics, no lower-thirds

Props / Supporting Materials. None — authenticity is the production value

Script Status. NOT scripted — INTERVIEW PROMPT + SCRIPT STRUCTURE only; captions live-transcribed from what she actually says
Senada Input Required. Entire content is her input — this card schedules the moment, doesn't write her words
Data Verification Required. If she references any figure, verify it against facts file after filming, before publish
Editing Complexity. Low (light captioning/color only)

Est. Production Effort. 10-15 min capture, same-day turnaround

Deliverables. 1 Reel/Story hybrid

Approval Checkpoint. Senada final say (her words) = ESTMA Strategy fact-check on any claim made — publish

Concept A10

BEHIND THE DEAL (WED) - CAROUSEL

Creative Objective. Data-forward companion to A5 — same episode's facts as a save-able infographic instead of a narrative.
Required Location. None (graphic-led)

Required People. Designer

Required Permissions. Same archive-image rights question as A5 if a property photo is used

Exact Shots. N/A — 5 slides: 2020/$17M, 2023/$26M, 2024/$37M (Wahlberg-linked), combined-total slide (flagged unconfirmed),
source-citation slide

Props / Supporting Materials. CNBC/Traded.co source-tag on every figure slide; explicit "figure to confirm with client / source

verification required" caption on the total slide

Script Status. Caption copy drafted, locked to verified figures only

Senada Input Required. None beyond standing approval of the arc

Data Verification Required. Mandatory — this card exists to carry the $106M caveat correctly; no publish without the visible flag
Editing Complexity. Low (static design)

Est. Production Effort. Built alongside A5, no separate shoot

Deliverables. 1 Carousel, 5 slides

Approval Checkpoint. ESTMA Strategy fact-check (caveat-specific, mandatory) = Senada approval — publish
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PART 3 — BATCHING SYSTEM

Senada cannot film new content every day, and shouldn't try to. The account runs on 14 feed assets and roughly 28-35 Stories a
month; almost none of that can be shot same-day. The system below is built around infrequent, high-yield shoot days, not a daily
camera crew.

The core principle

One property visit is not one asset — it's a raw-footage library for five pillars across two to three weeks. The discipline is in
capturing deliberately different kinds of footage in the same visit, not in filming the same walkthrough seven ways.

Batch Shoot Day structure (roughly one per 10-12 business days, ~2-3 per month)
A single Batch Shoot Day covers:

® Two active listings, back to back (morning / afternoon), each getting:
e A full guided walkthrough with Senada on camera (feeds the Monday Listing Spotlight Reel)

® A separate stills/detail pass shot without her in frame — architectural details, material close-ups, a lifestyle vignette (feeds the
Monday Carousel and, reframed with no sales language, the Saturday Lifestyle & Luxury post)

e Exterior/establishing and streetscape coverage of the surrounding enclave, shot wide enough to stand alone with no address
or price visible (feeds the Thursday Neighborhood Guide post for that area)

e One Interview Block (45-60 minutes, same day, different setup — office or a quiet room, not the listing): Senada answers a
bank of pre-prepared questions covering that cycle's Market Intel topics (Market Pulse + Playbook), Client Wins narration VO,
and Palazzo Tapes narration. Recording three to four weeks of talking-head content in one sitting is the single highest-
leverage move in this system — it's the reason Tuesday and Friday don't need their own shoot days.

What one visit produces (realistic yield)

From this single capture... ...feeds these assets, across these weeks

Full walkthrough, Senada on camera Week N Monday Reel (Listing Spotlight)

Detail/stills pass, no sales language Week N Monday Carousel; Week N or N+2 Saturday Lifestyle Reel/post
Enclave exterior/streetscape coverage Week N or N+1 Thursday Neighborhood Guide Reel + Carousel
Interview Block — Market Pulse answers Weeks N and N+1 Tuesday Market Pulse Reels (one sitting covers two

weeks of topics)

Interview Block — Playbook answers Weeks N and N+1 Tuesday Playbook Carousels

Interview Block — Palazzo Tapes narration Four consecutive Wednesdays (EPO1-EP04), recorded once, released
weekly

Interview Block — Client Wins VO Weeks N and N+1 Friday Reels, paired with archive-fact Carousels

*Nothing from this shoot* Sunday's POV — deliberately kept separate and unscripted, captured live
each week, never batched, because batching it would make it look
produced

Cadence this supports

Two Batch Shoot Days a month (roughly four active properties' worth of footage) plus three Interview Block sittings is enough raw
material to fully staff four weeks of the calendar — Listing Spotlight, Neighborhood Guide, Lifestyle, Market Intel, Behind the Deal,
and Client Wins — without Senada being on a film set more than two or three days total in a month. The only pillar that runs on its
own clock is Sunday's POV, which by design costs 10-15 minutes a week and nothing more.
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The 30-Day Calendar & Team
Workflow

A realistic month on the calendar, who owns what, and the editorial safeguards that hold regardless of deadline pressure.
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PART 4 — 30-DAY EDITORIAL CALENDAR + TEAM WORKFLOW

Footage legend (referenced in the calendar below)
e Batch-A — Property 1 + Property 2, full capture + Interview Block 1. Shot in pre-production, before Day 1.
e Batch-B — Property 3 + Property 4, full capture + Interview Block 2. Shot around Day 12-13, ahead of Day 15.

e Batch-C — Property 5, full capture + Interview Block 3. Shot around Day 26-27, ahead of Day 29. (Yields extra Neighborhood
Guide/Lifestyle byproduct banked for next month — there's no remaining Thursday/Saturday slot left in this 30-day window.)

® Archive — existing verified public-record facts (Traded.co/CNBC), rendered as graphics. No new footage.
® Live — captured the same week it airs, no batch dependency. Used only for Senada's POV.

Every status box starts unchecked; it's checked off in sequence as each asset clears shoot = edit = fact-check = Senada approval
- publish.

Listing Spotlight ~ LS-01 Reel Batch-A, Senada on
Property 1 full camera; listing
walkthrough permission on
file

1 Mon Listing Spotlight ~ LS-01 Carousel Batch-A, Same listing
Property 1 permission as
detail/stills pass  Reel

2 Tue Market Intel MI-01 Reel (Market Interview Block ~ [NEEDS:

Pulse) 1, topic 1 current-quarter
market data
check]

2 Tue Market Intel MI-01 Carousel Interview Block  [NEEDS:

(Playbook) 1, topic 1 compliance/lega
| review of
FIRPTA/LLC
copy]

3 Wed Behind the Deal ~ BD-01 (EPO1) Reel Interview Block ~ No new
1, Palazzo permission;
narration + archive-photo
archive stills rights check
3 Wed Behind the Deal BD-01 Carousel Archive — 2020  ESTMA fact-
sale figure only  check on the
single figure
shown
4 Thu Neighborhood NG-01 Reel Batch-A, Senada VO
Guide Property 1 optional;
enclave B-roll confirm enclave
name/claims
4 Thu Neighborhood NG-01 Carousel Batch-A, Map graphic;
Guide Property 1 local-color
enclave B-roll accuracy check
5 Fri Client Wins CwW-01 Reel Archive + ESTMA fact-
(Manalapan Interview Block  check against
$90M) 1VvVOo facts file
5 Fri Client Wins CW-01 Carousel Archive — 5- Source-tag
step static citation on
graphic every slide
6 Sat Lifestyle & LL-01 Reel Batch-A, Confirm zero
Luxury Property 1 sales language
byproduct in caption
[ Sat Lifestyle & LL-01 Carousel/single  Batch-A, Content
Luxury image Property 1 Manager tone
byproduct check
7 Sun Senada's POV POV-01 Reel Live — no batch  [NEEDS: Senada
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Day

10

10

11

11

12

12

13

13

14

14

15

15

16

Day of Week

Sun

Mon

Mon

Tue

Tue

Wed

Wed

Thu

Thu

Fri

Fri

Sat

Sat

Sun

Sun

Mon

Mon

Tue

Pillar

Senada's POV

Listing Spotlight

Listing Spotlight

Market Intel

Market Intel

Behind the Deal

Behind the Deal

Neighborhood
Guide

Neighborhood

Guide

Client Wins

Client Wins

Lifestyle &

Luxury

Lifestyle &

Luxury

Senada's POV

Senada's POV

Listing Spotlight

Listing Spotlight

Market Intel

Concept Slot

POV-01

LS-02

LS-02

MI-02

MI-02

BD-02 (EP02)

BD-02

NG-02

NG-02

CW-02 (Palazzo

arc as a "win")

CW-02

LL-02

LL-02

POV-02

POV-02

LS-03

LS-03

MI-03

Format

Carousel/single
image

Reel

Carousel

Reel (Market
Pulse)

Carousel
(Playbook)

Reel

Carousel

Reel

Carousel

Reel

Carousel

Reel

Carousel/single

image

Reel

Carousel/single

image

Reel

Carousel

Reel (Market
Pulse)

Production Job Needed Status

Live — still
frame from the
Reel capture, or
a single candid
photo

Batch-A,
Property 2 full
walkthrough

Batch-A,
Property 2
detail/stills pass

Interview Block
1, topic 2

Interview Block
1, topic 2

Interview Block
1, Palazzo
narration +
archive stills

Archive —
2020—2023
($17M—>$26M)
figures
Batch-A,
Property 2
enclave B-roll
Batch-A,
Property 2
enclave B-roll
Archive +

Interview Block
1VO

Archive — static
graphic

Batch-A,
Property 2
byproduct
Batch-A,
Property 2
byproduct

Live

Live

Batch-B,
Property 3 full
walkthrough

Batch-B,
Property 3
detail/stills pass

Interview Block
2, topic 1

unscripted]

Her approval on
the exact words
used

Senada on
camera; listing
permission on
file

Same listing
permission as
Reel

Current-quarter
data check

Compliance/
legal review

Archive-photo
rights check

ESTMA fact-
check on both
figures

Confirm enclave
name/claims

Map graphic;
local-color
check

Confirm no
confidential
detail disclosed

Source-tag
citation on
every slide

Confirm zero
sales language

Tone check

Senada
availability,
unscripted

Her approval on
exact words
used

Senada on
camera; listing
permission

Same listing
permission

Current-quarter
data check
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Day
16

17

17

18

18

19

19

20

20

21

21

22

22

23

23

24

24

Day of Week

Tue

Wed

Wed

Thu

Thu

Fri

Fri

Sat

Sat

Sun

Sun

Mon

Mon

Tue

Tue

Wed

Wed

Pillar

Market Intel

Behind the Deal

Behind the Deal

Neighborhood
Guide

Neighborhood
Guide

Client Wins

Client Wins

Lifestyle &

Luxury

Lifestyle &

Luxury

Senada's POV

Senada's POV

Listing Spotlight

Listing Spotlight

Market Intel

Market Intel

Behind the Deal

Behind the Deal

Concept Slot
MI-03

BD-03 (EPO3,

Wahlberg close)

BD-03

NG-03

NG-03

CW-03 (Villa

Skyfall $85M)

CW-03

LL-03

LL-03

POV-03

POV-03

LS-04

LS-04

MI-04

MI-04

BD-04 ("EPO4 —
unwritten,"
cliffhanger beat)

BD-04

Format

Carousel
(Playbook)

Reel

Carousel

Reel

Carousel

Reel

Carousel

Reel

Carousel/single

image

Reel

Carousel/single

image

Reel

Carousel

Reel (Market
Pulse)

Carousel
(Playbook)

Reel

Carousel

Production Job Needed Status

Interview Block
2, topic 1

Interview Block
1, Palazzo
narration +
archive stills

Archive — 2024
($37M) figure

Batch-B,
Property 3
enclave B-roll

Batch-B,
Property 3
enclave B-roll

Archive +
Interview Block
2VO

Archive — static
graphic

Batch-B,
Property 3
byproduct

Batch-B,
Property 3
byproduct

Live

Live

Batch-B,
Property 4 full
walkthrough

Batch-B,
Property 4
detail/stills pass

Interview Block
2, topic 2

Interview Block
2, topic 2

Interview Block
1/2, Senada
addresses on
camera that
there's a fourth
chapter she isn't
ready to tell yet
— no combined
figure shown on
this pillar

Archive — recap

Compliance/
legal review

Archive-photo
rights check

ESTMA fact-
check; confirm
buyer-side
attribution
language stays
within public
record

Confirm enclave
name/claims

Map graphic;
local-color
check

ESTMA fact-
check

Source-tag
citation on
every slide

Confirm zero
sales language

Tone check

Senada
availability,
unscripted

Her approval on
exact words
used

Senada on
camera; listing
permission

Same listing
permission

Current-quarter
data check

Compliance/
legal review

Senada sign-off
on exactly how
the cliffhanger

is worded

No combined
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Day Day of Week Pillar Concept Slot Format Production Job Needed Status

of EP01-03 total ($106M)
figures only, appears
closing slide anywhere in this
reads "Chapter asset
4 — coming"
25 Thu Neighborhood NG-04 Reel Batch-B, Confirm enclave [
Guide Property 4 name/claims
enclave B-roll
25 Thu Neighborhood NG-04 Carousel Batch-B, Map graphic; O
Guide Property 4 local-color
enclave B-roll check
26 Fri Client Wins CW-04 (agency Reel Archive + ESTMA fact- O
milestone — Interview Block  check on
$719M+/29 2VO aggregate figure
deals)
26 Fri Client Wins CW-04 Carousel Archive — static  Source-tag O
graphic citation
(Traded.co)
27 Sat Lifestyle & LL-04 Reel Batch-B, Confirm zero O
Luxury Property 4 sales language
byproduct
27 Sat Lifestyle & LL-04 Carousel/single  Batch-B, Tone check O
Luxury image Property 4
byproduct
28 Sun Senada's POV POV-04 Reel Live Senada O
availability,
unscripted
28 Sun Senada's POV POV-04 Carousel/single  Live Her approvalon [
image exact words
used
29 Mon Listing Spotlight ~ LS-05 Reel Batch-C, Senada on O
Property 5 full camera; listing
walkthrough permission
29 Mon Listing Spotlight ~ LS-05 Carousel Batch-C, Same listing O
Property 5 permission
detail/stills pass
30 Tue Market Intel MI-05 Reel (Market Interview Block = Current-quarter [
Pulse) 3, topic 1 data check
30 Tue Market Intel MI-05 Carousel Interview Block ~ Compliance/ O
(Playbook) 3, topic 1 legal review

Stories (3-5/day) are not pre-produced on this calendar — they're built same-day or same-week from whichever batch footage is
already banked for that day's pillar (see Part 1 sequences for structure), plus Senada's live availability for anything candid.

Team Responsibilities & Approval Workflow

Owner Responsibility

ESTMA Strategy Owns the pillar calendar and this document; fact-checks every figure
against the facts file before any asset moves to Senada for approval;
enforces the $106M caveat rule on every asset that touches it; escalates
anything that needs compliance or legal review; final go/no-go on
anything flagged [NEEDS:].

Content Manager Runs day-to-day scheduling and the Batch Shoot Day logistics (locations,
call times, shot lists); drafts captions and slide sequencing; QA's
design/slide order; posts to schedule; produces same-day/same-week
Stories from banked footage.

Senada Delivers on-camera walk-and-talk, interview-block answers, and Sunday's
unscripted POV; gives final approval on anything presented as her words
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Owner Responsibility

or opinion; flags in advance anything she's not comfortable saying
publicly or any deal detail that shouldn't be referenced.

Videographer Executes Batch Shoot Days — two properties plus the Interview Block in
one day; handles drone ops where needed; delivers organized raw
footage labeled by which pillar/week it's meant to feed.

Editor Cuts Reels and Carousels from the batched footage across the following
2-3 weeks; builds graphic overlays and source-tag citations; flags any gap
that needs a reshoot rather than quietly filling it with an unverified claim.

Compliance / Relevant Expert Reviews listing-permission paperwork before any shoot is scheduled;
reviews any legal or tax claim (FIRPTA, LLC structuring, appraisal
mechanics) before a Playbook asset publishes; confirms no confidential
deal detail has crossed into public content; sign-off is mandatory on
regulated topics, not optional.

Source Verification & Editorial Safeguards

e Never invent new transaction figures, addresses, or client names beyond what's in the facts file. A placeholder listing is always
labeled [PLACEHOLDER — confirm live listing before filming].

e The Palazzo di Lago combined figure (~$106M) is never published as a confirmed number — every appearance carries an on-
screen "unconfirmed / source verification required" caveat, with no exceptions for pacing or punchiness.

® Senada's opinions and on-camera lines are never pre-written and attributed to her as if she said them. Where her perspective
is the content, use an INTERVIEW PROMPT and a SCRIPT STRUCTURE she fills in herself — the only exception is a quote that
already appears verbatim in the approved source decks, which must carry its source tag (e.g. "CNBC / Elliman Insider").

® No confidential negotiation detail, client identity, or deal specifics beyond what's already public via the CNBC/Traded.co
record is ever referenced, scripted, or implied.

® No algorithm, reach, or view-count guarantees appear anywhere in planning, scripts, or client-facing copy — this system is
built on production discipline, not promised outcomes.

ESTMA AGENCY - THE INDEX - INSTAGRAM CREATIVE & PRODUCTION PLAYBOOK



