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Death of the Traditional
Real Estate Agent
Rise of the Super-Profitable
Real Estate Sales Team

By Todd Walters and Craig Proctor



New Edition, Second Edition or New Book
Altogether?

Imagine...

A Real Estate Business that Earns You a Very Rewarding
Income... a High Six or Seven Figure Income... While
Working Reasonable Hours, in Complete Control of

Your Own Schedule...

Able to Take Plenty of Time Off to Pursue Outside
Interests...

THIS CAN BE... we would argue, SHOULD BE... YOUR
REALITY!

This is why we have published this - the Second Edition
of, arguably, the most comprehensive book ever written
on going from solo agent to producer to team leader of
a super profitable real estate sales team. In this edition,
we have added even more content, strategies and
systems for you to devour, copy and implement.

As you dig into this book, we make the case that you
should either be on a super profitable sales team or
have your own. We believe the SOLO TRADITIONAL
REAL ESTATE PRACTITIONER MODEL causes death.



Maybe not death in the literal sense of 'loss of life'
{although an argument can be made that some
agents are working themselves to death), but death
of hopes and dreams - the realization that what an
agent THOUGHT or BELIEVED was going to be, will
not be.

You see, the real problem for those who want to
grow their real estate business starts from the
moment you actually get your license... and you are
battling this problem every day you go to work
selling real estate (until you do something about it).

Think about it for a moment.

You decide to get into the real estate business
because you like working with people, you love real
estate, you want to make more money and you
want to be your own boss. So, you get your license,
you pick a real estate company - probably because
you know someone there. You show up and then
look around at what everyone else is doing and...
copy them.

And therein lies the problem!



The norms and standards, what agents learn and

put to work, and the way it's primarily done around
the real estate industry, ARE NOT pathways to super
success.

They are, in fact, CAREER KILLERS.

For example, as of this writing, real estate agents'
median gross income is around $40,000.

80% of all agents do not make it past their 5th year.
95% earn under $100k.
99% earn under $250k year.

Millionaire Agents? They are like Big Foot, UFOs and
Ghosts. You hear about them, but you never really
see them.

Many of those who do make decent money find
themselves working weekends and evenings,
juggling all the balls themselves, racing around
every day, all day, trying to be all things to all people.
The solo agent can't be at their kid's ballgame and
show homes to a buyer simultaneously. They are
forced into cheating on one of them.



We didn't sign up for that, and we don't believe you
did either.

It's obvious that most real estate brokerages across
the landscape are not built or made to have the
solutions to agent's growth issues. The numbers
prove that. An industry where 80% fail out every 5
years and where 99% do not break the Good Money
ceiling and where you resort to looking OUTSIDE
your current brokerage for help means there's a real
issue that exists (AND a real opportunity as well).

Name a big box brand that gives agents Direct
Response Ad templates, proven to generate a
steady flow of prospects - helping the agent become
a self-sufficient marketing monster.

Virtually all of the real estate brokerages steer in the
other direction of: Give your money to Zillow and get
leads from them.

Give your money to Commissions Inc and let them
generate you leads.

Cold Call. Door knock. Prospect. Traditional Open
House.
Send just sold postcards.



Do pretty much what all of those agents are doing
that are NOT earning GOOD money do.

THIS IS INSANE TO US AND OUGHT NOT BE
TOLERATED BY YOU ANY LONGER!

Most agents who desire growth are forced to look
outside of their current brokerage situation for
solutions to the issues they face. These issues
include:

e Lead Flow

e Lead Quality

o Sales Skills on Conversion of Strangers

» Automation to sift and sort the leads into those
ready now and those not ready now

» Zero Resistance Benefits Presentations that
compel prospects to sign with you at your much
higher-than-average fee

e How to set, negotiate and collect an OPTIMUM
fee as a Buyer's Agent vs letting the listing agent
decide your earning capacity

o« A SYSTEM that turns a customer into a lifetime
customer, predictably and affordably... After all,
there is NO such thing as past clients... only
lifetime customers.



The good news for you though is that ALL of the
solutions to these issues and more DO exist. As you
will see in the pages of this book the SYSTEM solving
every business issue you face as an agent wanting to
grow to super profitable sales team has been solved.

We call it the Craig Proctor System. It is a Quantum
Leap System. This means that when you implement
it... you make quantum leaps. Quantum leaps in
income, stature, influence and lifestyle. This SYSTEM
is well laid out in the pages of this book.

We hope you enjoy this Second Edition of Death of
the Traditional Real Estate Agent, Rise of the Super

Profitable Sales Team as much as we enjoyed
putting it together. We believe that if you take what
you learn here and put it to work in your business,
you will experience positive life change.

After all, growing a real estate business is
complicated. We all want to get it right. We exist to
help!

Let's roll

Craig and Todd
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Foreword

Death... is just a word. Or is it? For sure, it's a
powerful word. In fact, if you stop and think about it
for a minute, words can propel you to incredible
levels of success in selling real estate or they can
leave you without any business to speak of.

Since | entered the real estate industry in 1990, |
have seen a lot of changes. | remember when there
was no MLS on the computer; there was simply a
book released each month with area real estate
companies' listings. | remember when there were no
cell phones readily used by agents. No internet used
by agents and absolutely no social media. | could go
on and on and on about all of that. Doing so would
bore, even confuse you as to why we are writing this
book, why it's relevant to you, why it's important you
read it and study its words. So, | will stop with the
nostalgia right now and get back to "words" (Even
though "nostalgic" is how | would describe the
traditional real estate agent).
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Like it or not, if you are a real estate agent, broker, or
any other real estate business professional where
'selling' is required, you should know that you are in
the marketing business. You can claim you are in

the real estate business, but in doing so, you
damage your ability to really do amazing things with
your business. Yes, you are in the marketing
business.

| learned early on in my career that marketers make
it their business to have what buyers want. To do
that, they use words. Words like... death. Words do
mean things. The words you use, how well you use
them, when you use them, to whom you use them
on, all of it dictates how successful you will become,
or how unsuccessful you will be. In fact, WORDS
build highly profitable sales teams, as much as they
keep agents as solo practitioners. This book is not
about words per se, but make no mistake about it,
the USE of words, what you say, how you say it, how
you use them, will either quantum leap your
business into a highly profitable sales team OR
cause a slow death of your real estate business.

12



There are a lot of things that die, cease to exist, are
no more. When we say "death of the traditional real
estate agent", we are referring to the WAY super
successful real estate businesses are actually built.
Make no mistake about it, this death has been
taking place for quite some time and will continue
to do so. It is inevitable, this death of the traditional
real estate agent.

You have probably heard the same stats | have, like
80% of agents quit the business within a few years of
getting into it. Or 95% of agents make under
$100,000 a year in income. But what about the super
successful? Those making $500,000, $1 Million, $3
Million or more a year selling real estate. What do
you hear, know about them, those kinds of real
estate agents' businesses? What do you really know
about them, how they think about things, why they
reject industry norms and standards, why they are
different? Perhaps you didn't know that they are
different, think differently, approach the business
differently. If you didn't, you will absolutely discover
that as you read this book.
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From a simple study, we know they have lots of
referrals, returning clients, mounds of testimonials,
do more and more of the big numbers of
transactions, and are rich. The reason they garner so
much success is simple: they do an overall better,
more consistent job at getting MORE buyers and
sellers what they want than the traditional real
estate agent. This is simply my opinion, but an
opinion based on over two decades of experience
and discovery. And when you analyze these teams,
you discover they are able to accomplish so much
success because they have a team, or is it that they
have a great team because they have so much
success?

A real estate sales team, as we will define it here in
this book, is one that has a team leader (the
rainmaker) and team members each with a specific
role to play in getting business and satisfying the
demands and needs of the clients. Done well, these
teams are highly profitable and provide better
service and results than the average, traditional
agent can provide.

We will go about proving that to you as both fact
and as trend.

14



In Michael Gerber's words, "If your business depends
on you, then you don't have a business; you have a
job." So, in order to get your business to a point
where it does not depend on you, it's certain that a
great team will be in place. Restated: "If your real
estate business depends on you, then you don't

have a real estate business; you have a job." So, if you
get sick and a buyer for one of your listings wants to
see it, if it's just you, well, that buyer goes elsewhere,
and your seller suffers. If you have any business at all
and it's just you, this problem of "just you" is
magnified and your clients indeed suffer. Craig
Proctor says it like this: if you try to be all things to
everybody, you will dilute your effectiveness.

| am including 3 illustrations of Teams. When you
look at them, you will see the natural evolution of a
growing real estate business. The more business you
have, the more your need for people to help you,
systems to make it all work smoothly, and
technology to make it all work together,
simultaneously. All of that will be discussed and
disclosed in this book.
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If you were to spend two days at one of our Platinum
Millionaire Agent Maker Conferences, you would be
surrounded by hundreds of Team
Leaders/rainmakers. All of them are ambitious to
grow and expand their already successful real estate
businesses to levels that the vast majority of agents
will never ever see. They have discovered that the
Team System is a superior way of actually doing
business, giving better service and results to their
clients, and making more money. It is, after all, the
preferred way of doing business in just about any
industry. There is no stopping this trend. More and
more teams will come, garner more market share,
get paid premium fees, whether with a franchise, as
my mentor and coach, Craig Proctor did, or on their
own as an independent real estate sales team
business. So, make way for the Super Successful,
Highly Profitable Real Estate Sales Team. If you don't
make way, you will most likely get run over.

Go Sell Big!

Todd Walters
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SUCCESS?
pctor

| you define a
and enjoyable
bal estate?

ho
services

o prospecting.

e You are viewed with respect by clients who value
your advice.

e You are able to easily provide them superior
service and results which leads them to refer you
to others and give you their repeat business.

e You work a normal work week (or less), and take
plenty of time off to pursue outside interests.

e You make a rewarding income.

How many of you could describe your real estate
career in this way?

17



The trouble in this industry is that the "hours worked
= compensation” equation has traditionally been an
"either/ or" situation. In other words, you EITHER
make a lot of money and have no life outside your
job, OR you do have a life outside real estate but
don't make enough money.

What's worse, for many agents, the equation is
entirely unbalanced. There are many, many agents
operating today who kill themselves with grueling
80+ hour weeks AND barely make enough money to
survive. Maybe this even describes you.

According to the National Association of Realtors,
80% of new agents do not make it through the first
year. Just as daunting is the fact that more and
more real estate veterans are packing it in because
they're finding they just can't make what used to
work, work anymore: they're working far too hard to
justify what's left in their pocket at the end of the
day.
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Why is this? Well, part of the problem is that the real
estate market is changing so dramatically:

Consumers are more sophisticated and
demanding
Commissions are under pressure, and

Technology is completely changing the way we
do business
More and more mega-agents are capturing a

larger and larger market share

In the last decade, the number of agents operating
in North America has dropped almost in half. Who
will survive in the long term? Well, surely not the
solo agent who's slugging it out by him or herself,
burning the candle at both ends. They may shine
brightly for a certain period of time, but sooner or
later, they'll run out of wick to burn, and then they'll
simply burn out (they may win the sprint, but they
can't do the marathon). Others run out of gas even
before seeing success. Either way, this "model" of
work-like-a-mad-dog is wrong.
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Why did you get into real estate in the first place? I'll
tell you why. Because you imagined that it would

give you the freedom and cash to be able to live the
lifestyle you wanted. But what has really happened?

Well, if you're like most agents, you're a slave to all
the little details you have to accomplish. You know
there are bigger issues and ideas out there that
could improve your life, but you just don't have time
to get to them, and before your eyes, another day,
month, year has passed you by. And you're still
working way too hard.

How satisfied are you with the money you make and
the hours you work? At the end of the day, how
much time is left over for you and your family?

The problem is that your real estate career, which
was supposed to support your life, has now
consumed your life. The job that was supposed to
give you freedom is doing the very opposite - it's
taking your freedom away. This is wrong! All
perspective is lost. You're just a rat on the wheel
who's going to wake up one day and wonder how
you can possibly be stuck in the same old place
when you've been running so incredibly hard.

20



The problem is, you're looking at it all wrong. You're
stuck in a paradigm which says "this is the way it is ...
there's no other way".

But there is another way. That's why we wrote this
book. We want to shine the light on... a different way
-- a better way -- to run your business so that it
grows and thrives and feeds you (rather than bleeds

you.)

You must change your paradigm to survive.

The pages of this book are packed full of gold
nuggets, direction, clues, specifics and most
importantly PROOF OF RESULTS. Proof that what |
am telling you here is possible. But before you can
start this process of change or accepting change,
you need to open up your mind to new ways of
conducting your business and make a paradigm
shift that will help you understand how to make
your business serve your needs. And before you can
do this, you're going to have to discover what those
needs are ... what your true needs are.

Let's get started...
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WHY WE CAN WRITE
THIS BOOK
Todd Walters

You've probably heard of
the "Franchise Prototype"
or words to that effect. |
first encountered those

words in relation to a successful real estate business
in the mid-'90s through Craig Proctor. It's hard to
forget something that profoundly alters your way of
life.

Way back in 1993, | developed a belief that | could
make $1 Million a year or more selling real estate;
this after some semi-successful 3 years in the
business. | was making right around $100k selling
real estate at that time, selling mostly HUD homes
and other buyer transactions. Any listings | was
getting were due to the buyers having a house to
sell.

Needless to say, | still thought there was something
more to this business, a lot more in fact. So, | figured
the fastest way for me to succeed was to find
someone to copy.
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| could try to figure it out on my own, or | could copy
someone doing what it was | wanted to do.

Before | get too deep into all that, let me share with
you my personal story that will have some golden
nuggets for any ambitious agent.

In 1989, | was desperate. | was coming off a 3-year
failed pizza delivery business. The pizza store was a
franchise that | talked my Dad into going into
business with me and talked my Grandmother into
loaning me the money to buy. Oh, | remember it
well. My Grandmother loaned me $40K (to be repaid
at 10% interest) and my Dad dug up another $10K
(and | am sure gave his mother the assurance of
keeping an eye on me). That $50K allowed me to
purchase this Pizza Franchise in NW Metro Atlanta
and begin my young entrepreneurial career.

About one year into this venture, | realized that |

had, in essence, bought myself a job: | had borrowed
and invested $50K to buy myself a job paying me
somewhere around $30k a year. Three years into this
venture, it was clear it was not going to work, or
rather, | was not going to be able to make it work

the way | thought it should.
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So, | did what many do when other business
ventures, or jobs, don't work out: | got my real estate
license.

Now, let me frame this for you. | am 21 years old; |
owe my Grandmother $40k plus 10% interest and |
got my Dad looking to recover some of his
investment. AND | am in big-time debt with credit
cards, etc.

| needed to sell The house | bought a few years
earlier; | could not make the payments. Some good
news: My mortgage was an FHA Non-Qualifying
Non-Escalating Assumable Loan, meaning a buyer
could assume the loan without qualifying. All |
needed to do was sign it over to the new buyer.

The ad | ran in the real estate section of the paper
went something like this:

Awesome NENQ Assumable. $3500 Down, $787 a
month. Blah, blah blah about the house. Call Todd
at 000-000-0000.

| had 25 or so calls on that ad, and the second buyer
through the door bought the house.
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The real story is that | ran this ad for another 2 years.

Here's why. | had to tell over 20 buyers that the
house was no longer available, but if they'd like, |
could prepare a list of homes for them with NENQ
Assumable loans they could buy with less than $SK
down.

Bottom line: | had accidentally offered something to
the real estate market that it wanted and wanted
really bad. At least a particular segment of it,
anyway.

Understand | was a brand new agent, selling my
own home due to no income, failing Pizza business,
eating lunch at the gas station using my gas credit
card, living in my father-in-law's basement after
quickly selling my house- But... | had stumbled upon
something that SOME of the buyers in my market
wanted: a house with a loan they could assume and
not have to worry about qualifying for a mortgage to
buy.

When | joined the RE/MAX Office after getting my
license, the Broker/Owner told me to partner up
with another agent in the office in a similar situation
as me - new and no business.

25



That agent suggested we grab the phone book and
start cold calling. After three days of that, | called a
young lady who had worked for me at my Pizza
Place and offered her the telemarketing job. | was
busy following up with the leads | got from my little
NENQ classified ad on my home, so it seemed like a
good idea. | paid her with my credit card for about
the first month until the two deals she did get from
cold calling closed. Then only allowing me to pay off
my credit card and she shortly after that quit.

| severed the relationship with the guy | had sort of
partnered with and doubled down on the little
NENQ ad | was running. Each time the ad ran, |
would get 15 to 20+ buyers to call. | was successful
within my first 6 months of selling real estate,
making in excess of $40k.

One little classified ad, offering to the marketplace
what it wanted (or at least what a significant niche
wanted), had in effect launched my real estate
career.
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You see, | could have simply ran the ad the first time,
and as soon as an offer was secured on my home,
told buyers the house was no longer available,
further making no offer to them or making them a
misleading offer like: 'That home is sold, | am an
agent, can | help you find something else .. .

But fortunately, | did not know any better and made

them an offer for something they actually wanted, a

FREE LIST OF HOMES MATCHING THEIR EXACT
CRITERIA, playing off the fact that | had access to

just such properties, was an expert at those kinds of
homes and loans because | was in effect the owner
of/former owner of one.

The gold nugget here is to ONLY offer to your
prospects what it is they want, whether you have
it or not.

| spent the next couple of years doing well working
with buyers, trying to figure out what it was they
wanted and offer it via ads in the newspaper. Really
getting by on my own hustle.
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Like | said earlier though, in 1993 | realized there had
to be a better way, in fact, | felt with my work ethic
and motivation to get out of debt and out of my
father in-law's basement, | could really do well.

| wanted to make $1 Million or more, felt it was

possible selling real estate, even though NO ONE in

GA was close to such a thing. And therein lies

another gold nugget. | looked around at what it

was most agents were doing in my home state
(market area) and concluded NOT to do it that
way. Since no one was making $1 Million or even
close, it was only logical that | better stay away
from everyone here.

Fortunately, | was a RE/MAX agent and in 1992
learned that the #1 RE/MAX agent in the U.S. made
over $1 Million in commissions. So, | leveraged my
RE/MAX connection and called him up.

His name was Marshall Redder. His hometown was
Grand Rapids, MI.
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My call to Marshall went something like this: Hello
Marshall, My name is Todd Walters and | am a
RE/MAX agent down here in Metro Atlanta, | think

I can make $1 Million like you and want to know if
it's OK if | come up to Grand Rapids for a couple of
days and you show me how to do it?

And there is another Gold Nugget for you: Find
super successful people, doing what it is you
want to do, and go hang out with them.

Marshall said to come on up "for a fee." | borrowed
the money from my Mom, flew up to Grand Rapids,
and spent two days with Marshall Redder, #1
RE/MAX Agent in the U.S. for 1992.

| learned some really great stuff from Marshall, like
never stop running ads that work, ever. | also
learned a little bit about a USP (Unique Selling
Proposition), but the one BIG thing | learned was
WHO he was hanging out with.

Over the two days with Marshall, he kept talking
about a guy in Canada named Craig Proctor. He said
Craig was doing even better than he was and would
be the #1 RE/MAX Agent Worldwide that year.
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| took what | learned from Marshall and put it to

work in my business upon returning home from

those two days in 1993. As a result, | added $100k or
so to my business income the following year, but the
BIG thing | got from Marshall was that HE thought
Craig was someone to associate with.

Later, in 1994, | contacted Craig Proctor's office and
used the same script | used on Marshall when |
called him. Craig said he had just released his
business system in a box | could purchase, called the
Quantum Leap System.

Of course, | whipped out the credit card and bought

it. It cost well over $1K, | remember. And there is
another gold nugget for you. Successful people,
real, truly successful people, will share with you
details about their business, but you must expect
to pay for it. Moreover, successful people value
what it is that has made them successful. And if
indeed it is valuable - pay for it.

Oh yes, and... | came to realize that successful

people evaluate opportunity NOT for what it will
cost, but for what they will gain.

30



A year after buying and implementing some of what

| had learned from Craig's Quantum Leap System, |
added nearly $75K to my real estate business. | had a
buyer's agent and an assistant. | made around

$250K in commissions roughly five years into my

real estate career. About this time, | got a letter from
Craig inviting me to his Real Estate Super-
Conference.

| remember it well. | and my assistant flew to
Toronto and spent 2.5 days with Craig in a large
conference room where he walked through his
Franchise Prototype of his Millionaire Agent Real
Estate Business.

At this time, | began to see the business differently.
Even though | was already much different than
most Metro Atlanta agents, Craig revealed a clear
and concise road map for success.

Are you ready for this? Here it is... the secret to my
success.

COPY and IMPLEMENT The Best!
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You see, just a few years earlier, | believed | could
make a million dollars selling real estate. | set out on
a quest to do that, to find the person | could copy
and ensure that it happens. Craig offered to let me
copy him, detail for detail.

Of course, he made the same offer to all of the
hundred or so agents in the Royal York Hotel over
those 2.5 days in 1995.

Little did | know that | would go on to become the
guy who really, really did it and, by all accounts, did it
(copy) better than any other.

Using Craig Proctor's quantum leap system, | went
on to sell 400 - 500 homes a year. | was featured in
Best Agent Business's book The Billion Dollar Agent:
Lessons Learned and Dan Gooder Richard's early

book on internet marketing, The Real Estate
Rainmakers Guide to Online Marketing.
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In 2003, roughly $20+ Million in commissions earned
later as a result of COPYING and IMPLEMENTING
Craig's real estate business system, he asked me to
help him launch what was to become one of the

most successful real estate coaching programs in
history: The Platinum Millionaire Agent Maker
Program.

Over my tenure as Platinum Coach, | have had

many, many agents come to me and say they too

want to make $1 Million in commission, even NET $1

Million in commissions. My prescription for them,

for you, is to simply COPY what we teach you. The
better you are at copying, the better you will be at
seeing your goal attained.

With that, let me be clear: the hardest thing | do as
the Platinum Coach is in actually getting
members to COPY. It seems most somehow don't
believe it's that easy; that they must put their own

spin on it. That their business is different, their
prospects/clients more sophisticated, more affluent,

a different time, a different culture, etc. etc.
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Let me be even clearer on this subject: | was a
Southern Boy, in debt, living in my father-in-law's
basement, working in a major U.S. metropolitan
market, traveling to learn from and copy an agent
from New Market, Ontario, Canada. So if | can do it,
you can too. But we are well beyond proving what
we do, teach, show, and give to ambitious agents
works.

As Platinum Coach, | watched many members
become the #1s in their respective markets,
franchises, and real estate companies. | watched
and helped them quantum leap into Millionaire and
Multimillionaire Real Estate Agent Businesses. You
will hear from some of these wildly successful
agents throughout this book. These agents were/are
the best at copying and implementing what we
teach and give them.

Let me be super clear here: Craig Proctor IS THE
GUY who brought much of what YOU hear about
today from various sales gurus and real estate
coaches to market. Examples would include The
Team System, Inside Sales Agents, Outside Sales
Agents, The Guaranteed Sales Program at the Agent
Level, Performance Guarantees, Less Branded Direct
Response Marketing and lots more.
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Again, the better | was at copying Craig, the better
my business grew, the more profitable | was and the
happier my clients were. Same for the many in our
coaching programs who did/do the same.

| have learned MUCH from Craig, way more than we
can cram into a Real Estate Business Building Book.
But there are three big things that stand out | want
to mention here.

In fact, these three big things you will see repeated
throughout this book by myself, Craig and our
contributing Authors.

THREE BIG THINGS | learned from Craig Proctor that
allowed me to make HUGE quantum leaps in my
business:

#1 The Development and Implementation of a
Unique Selling Proposition.

#2 Actually Using a Contact Management System.

#3 The DISC Personal Concept Applied to SELLING
and Growing Your Team.
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Again, pretty much everything | know about being
successful in this business | learned from or directly
copied from Craig, but these things really stand out
as early game changers. Again, these 3 will be
revealed in greater detail as you read and study this
book.

As you turn the pages in this book the one BIG thing
you will want to know above all others, the one thing
that makes ALL of this business growth and super
success possible, that you will want to accept as fact
is this:

To Grow Your Real Estate Business, You Must Have
an Overflow of It.

That's right, without an overflow of business
(prospects, clients) you will NOT be able to grow
your business. It takes OVERFLOW (more business
than you/your team can get to) to facilitate growth.

Yes, it's true this scares many agents. But, let me
share with you a basic fact that gets to the heart of
this book.

Your buyers and sellers prefer to do business with
busy, successful agents.
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You and | are the same way. We drive by the
restaurant that has no cars in the parking lot and
will wait an hour or more at the one that has
customers running out the door, standing in the
parking lot waiting to get in.

To handle the overflow of business_ you will simply
implement the basic strategy of leverage. In fact, it's
leverage that actually gets you an overflow—
leveraging yourself with marketing, people, and
technology. And this premise describes Craig's
Quantum Leap System.

To summarize WHY Craig and | can write this book...
well, we have had enormous success establishing

and leveraging a highly profitable real estate sales

team at the top of the industry for many years. But

the real WHY is that we have also taught countless
others to do it.
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Many of the chapters in this book are written by
Super Successful, Highly Profitable Real Estate Sales
Team Leaders. Agents who believed there was
something more wanted something more came to
Craig Proctor searching for it. They are all members
of our Private Mastermind group, Titanium RE. Most
were not or even close to Millionaire Agent Status
when | met them. But applying the systems,
strategies, and materials we teach and give them,
they quickly established highly profitable real estate
team businesses.

One other point about the co-authors of this book is
that they are from all over North America. This
means that wherever YOU are, you too can
quantum leap your real estate business into a super
successful, highly profitable real estate sales team
business. One that can work without your constant
involvement, serving you rather than you serve it:
delivering superior results and experiences to your
clients.
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Chapter 1

Your Strategic Aim

by Craig Proctor

How to Establish a Highly Profitable Real Estate
Sales Team:
Start with Primary Aim

Before we get too deep into talking about the
superiority of the Highly Profitable Real Estate Sales
team, know this: Your business is not your life,
though it plays a significantly important role in your
life. But before you can determine what role your
business will play in your life, you must understand
what you want your life to be like.
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You must ask yourself some important questions:

What do | value most?

What kind of lifestyle do | want?

What do | want my life to look like?

What do | want my life to feel like?

Your PRIMARY AIM is the answer to these
questions.

Establishing a Vision

Think of your life as a puzzle made up of several
different pieces. Your business is only one of those
pieces. You need this piece to complete the puzzle,
but on its own, this piece amounts to nothing. And
without a picture of what the puzzle will look like
when it's finished, how can you possibly put any of
the pieces together?

Do you see why your Primary Aim (your vision of the
completed puzzle) is so important to the success of
your business?
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With no clear picture of how you want your life to
be, then how on earth could you begin to live it?

Great People Live Their Vision
As with mature companies, great people:

e Know how they got where they are and how to
get where they're going

e Have a vision of their lives which they practice
emulating each and every day

e Spend their lives living out the vision they have of
their future in the present

 Compare what they've done each and every day
with what they intended to do (and where
there's a disparity between the two, they don't
wait very long to make up the difference)

Great people create their lives actively.

Everyone else is created by their lives, passively
waiting to see where life takes them next.

The difference between the two is the difference
between living fully and just existing.
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Create the Vision

So, before you return to your business at the end of
the day, ask yourself the following questions.

» What do | want my life to look like?

« How do | want my life to feel on a day-to-day
basis?

e What would | like to be able to say | truly know
in my life, about my life?

 How would | like to be with other people in my
life - my family, my friends, my business
associates, my customers, my community?

e How would | like people to think about me?

 What would | like to be doing two years from
now? Ten years from now? Twenty years from
now?

» What specifically would | like to learn during my
life? Spiritually? Physically? Financially?
Technically? Intellectually? About relationships?

e How much money will | need to do the things |
want to do? By when will | need it?
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These are just a few of the questions you might ask
yourself in the creation of your Primary Aim. The
answers become the standards against which you
can begin to measure your life's progress.

Your Primary Aim is the vision necessary to bring
life to your business and your business to life.

Now that you've looked at the big picture, it's time

to design a picture of a business that helps facilitate
your Primary Aim (i.e. the big picture.) How can you
make your business do what it is supposed to do to
serve your life? The answers to this question will

form your Strategic Aim (or Business Plan.) There are
some broad concepts | want to explain to you first
that lie at the root of my system. It's important for

you to have an understanding of these concepts
before you tackle your Strategic Aim.
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The concepts are as follows:

e The 3 Personalities Identified by Michael Gerber
in the E-myth (The Entrepreneur, the Manager
and the Technician)

o The Difference Between Working in Your
Business and on Your Business

e The Concept of Leverage

The Entrepreneur, the Manager and the Technician
Let's start by understanding the common problem
that lies at the root of most business failures.
Everybody who goes into business is actually three
people in one:

e The Entrepreneur

e The Manager

e The Technician
Each of these personalities wants to be the boss.

None of them wants to have a boss.

So, they start a business together in order to get rid
of the boss ... and the conflict begins.
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The Entrepreneur

THE ENTREPRENEUR

e The Entrepreneur dreams

e Our creative personality

e Lives in the future

e The visionary, the dreamer, the creative energy

e Thrives on change

e Sees the opportunity

e Craves control

o Without the Entrepreneur there would be no
innovation
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The Manager

THE MANAGER

e The Manager frets

e Our systematic personality

e Lives in the past

e The pragmatist, the planner, the organizer

e Clings to the status quo

e Sees the problem

o Craves order

o Without the manager, there would be no
planning, no order, no predictability; there
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The Technician

THE TECHNICIAN

e The Technician ruminates

e Our active personality

e Lives in the present

e The doer, the tinkerer

e Takes things apart to put them back together

e Sees the thing at hand

e Craves a technical challenge

« Without the technician, things wouldn't get
done

48



We all have an Entrepreneur, Manager and
Technician inside of us, and if they were equally
balanced, we'd be describing an incredibly
competent individual. Unfortunately, the typical
small business owner is 10% Entrepreneur, 20%
Manager and 70% Technician.

Working On Your Business, Not In it

We've already made an important revelation
that...
your business is not your life.

Your business and your life are completely separate
things. Your business is something apart from you,
with its own needs, its own rules, and its own
purposes. An organism, you might say,

that will live or die according to how well it performs
its sole function: to find and keep customers.

Once you recognize that your life is not your
business, but something your business must serve,
you can begin to go to work on your business rather
than in it.
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This is where you can put the Franchise Prototype to
work for you. Where working on your business
rather than in your business will become the central
theme of your daily activity, the prime catalyst for
everything you do from this moment forward.

Pretend that the business you own - or want to own
- is the prototype, or will be the prototype, for 5,000
more just like it. That your business is going to serve
as the model for 5,000 more just like it. Perfect
replicas. Clones. In other words, pretend that you are
going to franchise your business. (Note | said
pretend. I'm not saying that you should. That isn't
necessary - unless, of course, you want to.)

Further, pretend that there are standards you have
to abide by in order to pull this off. In other words,
there are rules of the game.
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These rules are:

1.The model will be operated by people with the
lowest possible level of skill.

2.The model will stand out as a place of
impeccable order.

3.All work in the model will be documented in
Operation Manuals.

4. The model will provide a uniformly predictable
service to the consumer.

Your business must serve your life.

If our business is not serving your life on some level,
you should be taking steps to either change your
business or get out of your business. You should be
working to live -- not living to work.

If you and your business are to grow and thrive, you
must begin to work on your business rather than in
it.

What does this mean?
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It means that rather than making the hamburger,
you analyze the hamburger and figure out if there's
a bigger, better, faster, cheaper way to make it. It
means analyzing the market and your customers
and determining if hamburgers are even the thing
you should be making in the first place - or whether
perhaps tacos or pancakes will make you succeed
instead.

In other words, it means stepping outside The
Technician's shoes and taking a look at the big
picture. If all you do day in and day out is churn out
job after job, you'll never find a better way to do
these jobs, and you'll never attract significant new
business to your doorstep. If, instead, you can take a
step back and analyze how and why things run, you
can find ways to make your business bigger, better,
more efficient.
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As you map out your Strategic Aim (i.e. your
Business Plan), ask yourself the following questions:

e Who are my customers?

 What do my customers want? What do they
need?

e How is my business fulfilling these needs?

e How are my competitors addressing these
needs?

o What could | do differently in my business to
serve my customers better?

« Is there a gap between what I'm doing for my
customers and what | need to do? How should |
close this gap? With people {i.e . assistants)?
With technology? With new programs? New
products? Improved knowledge?

e How much money do | want my business to
earn?

 How will | achieve this level of earning (be
specific)?

These are just a few of the questions you might ask
yourself If when working on your business. The
answers become the standards against which you
can begin to measure your business' progress.
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Leverage

As we've discussed, most of us sincerely give our
business everything we've got. Working 25 hours a
day and 8 days a week, we burn the candle at both
ends ... and still wind up short. How is it that we can
put so much into our business and still have so
much left undone? How many of us pray for another
few hours in every day, or muse about how
productive we'd be if only we could clone ourselves.

Now, as we've identified, the reason this happens is
that we let the Technician rule. The problem is that
while we work hard, most of us work only within the
limits of ourselves. And when we run out of time, we
have no more to give. And we'll always run out of
time.

We work hard ... but we don't work smart.

You can't make more hours, and there's a limit to
what you personally can do in any given space of
time, but you can leverage resources outside
yourself to exponentially magnify what you get
done.
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Leverage is the power to maximize results with
the least amount of energy, time, money and risk
on your part.

| have leveraged my business in three ways:
e Marketing

e People
e Technology
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Marketing

Marketing is reverse prospecting. | will teach you the
marketing mind set - i.e. how to leverage yourself
through marketing and get your prospects to call
you (rather than you calling themj}.

People

Leverage your time through the efforts of others.
The role of your assistants is to perform the tasks
that free you to focus on activities where you can
change the outcome.

Technology

Technology can be used to amass and track
volumes of data which would be impossible to
organize by hand. It can speed up and invent
processes. It makes these processes more efficient
and allows them to be easily duplicated. Technology
makes things that were impossible, possible. We will
become more and more dependent on technology

in the future.
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By leveraging yourself in these three important
areas, you can turn your job into a business

It's important to understand that the way to achieve
maximum leverage in each of these three areas is to
create duplicatable systems to engineer the result
you're looking for. | have already created these
duplicatable systems for you and thus vastly
shortened the learning curve.
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Chapter 2

There's NO MONEY in Real Estate

by Todd Walters

Strange, Weird, And Controversial PROOF There is

NO MONEY in REAL ESTATE - BUT a Whole Pile of it
for YOU in Marketing!!!

Part One:
What business are you really in?

As stated earlier in this book, the correct answer is
The Marketing Business!

Marketers make it their business to have what the
marketplace wants. So, the focus should be on the

prospect, not on the agent. There is a big difference.

Most agents confuse advertising with marketing. Let
me explain in more detail.
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Back when | first got into real estate, | wondered
what it would be like to make a million dollars

selling real estate. The harder | worked at selling real
estate, the more | knew | would NEVER see $1Million
in income doing it that way. Fortunately for me,
shortly after getting into real estate, | met Craig
Proctor, through a RE/MAX agent named Marshal
Redder, in 1992.

| approached Marshal because he had made over $1
Million that year, so | called him and asked if | could
come visit. | told him | wanted to learn from him for

a couple of days because | wanted to do the same
thing in my market of Metro Atlanta. But the whole
time | was there in Grand Rapids with Marshall, he
kept talking about this guy in Toronto, CAN.
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That next year, Craig Proctor was named the #1
RE/MAX agent worldwide, bringing in well over $1
Million in commissions. So | called Craig's office and
invited myself to his conference.

There, | learned what business he was in, what |
needed to be in, and what business ALL successful
top producers were in - the Marketing Business -
specifically, Direct Response Marketing. You see, the
kinds of advertising | engaged in before this made

all sorts of boasts about me, but it offered no

benefits to prospects.

The advertising | did was the same kind of ineffective
advertising most agents do to this day. Meaningless
boasts about themselves, saying - here | am, a Real
Estate Agent and | can help you buy or sell....
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Craig Proctor, 15 consecutive years in the Top 10
for RE/MAX Worldwide taught me that
EFFECTIVE marketing:

Talks to and about your prospects

Gives prospects real benefits

Gives prospects a non-threatening way to get
more information, and

Gives prospects compelling reasons to call
you to get it

| now teach agents this as the Platinum Coach
with Craig Proctor Coaching. You see, you can't
make prospects call you. Prospects won't call you
just because you want them to. They won't call
you just because they are aware that you exist.
They will only call you if it will benefit them in
some way.

Most agents think to attract prospects, you have
to advertise yourself, get your name out there,
and build your brand, but they are sadly
mistaken.
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Part Two:

The Critical Areas of Your Real Estate Business
You Should be Focusing On to Ensure a Long and
Prosperous Career!

| often get asked by members in the Platinum
Program "What should | focus on?" The answer is
pretty simple, but also a bit detailed: whatever works
to grow your profits.

Michael Gerber calls them Rainmaker activities. We
believe there are only 3 ways for you to grow your
real estate business:

1Increase the number of transactions.

2.Increase the size of the transaction income.

3.Increase the number of times Clients come back
and buy from you.

Where do MOST of your transactions come from?
Better asked, where do most transactions of
Millionaire Agents Come From? Remember, to be
successful, copy success!!
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Most transactions come from CLIENTS! A client is a
buyer or seller who signed an agreement to work

with you exclusively. So, to increase transactions, you
need to increase the number of clients. But, as | said,
the details are complex because MOST agents
struggle in this area.

First, you don't want EVERY or ANY client. You want
those you identify with to believe YOU are the one to

help them and value your services. You know exactly
what | am talking about.

We all have had Clients that were downright mean,
rude, disrespectful - no matter what you did right.
Ultimately, you would be better off without these
types because they rob you of precious energy and
take up too much time, meaning you make less
money.

Before | go on about these 3 areas of focus, let's
address MONEY, or better yet, income. The purpose
of your business is to produce a profit. The more, the
better. But some agents are squeamish about
making money. Quick to discount or cut
commissions at the slightest pushback from a
prospect. You need to know this is a wealth creation
inhibitor.
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You are morally obligated to get as much money as
you can. Here's why: the majority reading this will
reinvest most of what they make back into their
business by hiring more people to leverage

investing in more and better technology and
marketing. You have a sensational desire to GROW
your business. All of these spending measures lead
to greater services and usually better results for your
clients. Better results for clients mean MORE income
for you. So when | say "make more money," - it is
assumed you understand that in order to do that,
you must provide exceptional value to prospects

and clients first; the money almost magically
appears.

So ALL benefit - you, your family, your employees,
and your customers. More Money is GOOD as it
provides great leverage to pursue opportunities. So
don't be squeamish.

This leads me to number two on the list of areas of

focus: increase the amount of money you make per
transaction.
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Most agents think this means selling a more
expensive house since most get paid a percentage
commission. That may be fine, but what if homes in
a higher price range are in low demand and not
selling? It makes no sense to have 20, $500,000
listings if buyers don't want them but instead want
$175,000 homes. A good way to go broke in a hurry
is by pursuing real estate NOT in demand, and a
good example of being IN the real estate business
instead of being IN the Marketing Business.

Most agents simply charge whatever they are
charging because "that's the way ALL the other
agents do it". BUT - remember, agents are not your
clients or even your prospects. In fact, last time |
checked, most agents are broke or going out of
business. The statistics say that 80% fail and get out
of the business within a few years of getting into it,
so | sure would NOT be doing what the majority are
doing.

This does not mean you should be ignorant of
competition and pricing.
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Your job is to BEAT your competitors by provoking a
better value. Start by testing your prospects. You
could ask for .5% more on your next listing
appointment or work up in .25% increments. Until
you get pushback, that is a diminishing return.
When that begins to happen, add MORE value to
justify the fee. To do that, demonstrate results.

Sellers will pay more to the agent who has buyers.
So make sure that on your next listing appointment,
you take along a list of BUYERS you have in your
database who are looking for real estate.
Demonstrate that YOU are The Agent with Buyers.
There are many agents out there with MORE buyers
than you in their database, BUT that means nothing
unless it's marketed, demonstrated, and proven.

What about number three, increasing the number

of times a prospect returns and buys from you? How
does that factor in? Well, it's no secret that the
average buyer will return in 7.5 years to make
another move. That is a long time to wait and
probably NOT worth your time to stay in touch ONLY
to pursue their return. It's MUCH better to stay in
touch but with a different offer altogether in this

area.
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| teach Platinum Members to pursue referrals from
their past clients with a very specific and exclusive
referral marketing system, leveraging a worthy
cause. In fact, | publish a newsletter each month
that Platinum Members use to get more referrals. If
you do this right, when your past client is ready, they
will refer to you. But getting referrals really falls into
the category of increasing the number of
transactions.

Getting clients to come back and buy is about either
referring themselves to you when they are ready to
make a move AND actually buying OTHER real
estate from you, like investment property.

One of the other things | teach Platinum Members is
to Position Themselves as Wealth Builders: Helping
Past Clients Increase their Wealth By Investing in
Real Estate. | dedicate another Monthly Newsletter
to this topic, which | call "Position Marketing News".
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One simple way to do this would be to send a killer
deal on a home to your past clients each month,
telling them such and letting them know this is
perfect for those wanting to increase or build wealth
by investing in Real Estate. Invite them in for a one-
on-one consult about buying real estate as part of a
long-term wealth creation strategy.

Doing this will position you as an expert, wealth
builder, and authority on real estate. This increases
the likelihood of getting referrals from past clients,
having them refer themselves, and coming to you to
buy more real estate.

So there are THE 3 areas of focus, the ONLY 3 ways
to grow your real estate business. If you can
combine all 3 at the same time, you are well on your
way to making a "quantum leap," as my long-time
mentor, Craig Proctor, would say.
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Part Three:
The Single Greatest Skill YOU Can Master as a Real
Estate Agent to Guarantee Long-Term Success.

| should say: become a better marketer and move

on to the next part, but that would leave you in the
lurch. So, | want to focus on THREE examples to help
you GET this.

The first would be an example of lead generation
skills. Remember, to grow your business, you need
an overflow of it.

To generate an overflow of leads, you need
MAGNETS! The type of magnet will depend on the
kind of leads you want.

In 2005, | received a call from Craig Proctor, who told
me there was a company in my market that he
believed would be worth talking to. That there may
be a relationship that could be mutually beneficial,

as he put it. At that time, | had sold close to $1 Billion
in real estate sales thanks to listening to Mr. Proctor,
so | contacted the gentleman he told me to call,
Duane Legate with House Buyer Network.
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House Buyer Network generated 10,000 and 20,000
motivated sellers monthly with their EXCLUSIVE
online marketing systems. The idea was that if it was
really good, maybe we could strike up a referral
relationship with one of our Coaching Programs.
Duane agreed to let me test these leads for myself
in my own business to see if they were for real. We
decided on a two-month test run where HBN would
send over the Motivated Seller Referrals it generated
from www.HouseBuyerNetwork.com, and | would
pursue the seller as a client.

Less than two weeks later, | called Craig up and said
these were some of the best leads | had ever gotten,
especially in the MUST SELL YESTERDAY category.
made close to $1 Million in commissions with HBN
before selling my real estate company a few years
later.

So, you could say that HBN was a Motivated Seller
Magnet. But it wasn't necessarily their website; it
was the way it was marketed. In fact, the demand
was so great for their service among members in
our Platinum Program that HBN had to create a
Motivated Seller Landing Page, which | coined
Listings By Noon (LBN), so agents could run their
own marketing and drive traffic to the LBN site.
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The key here is the niche. HBN and LBN are set up to
attract ONLY sellers who MUST sell and are

desperate. They would only work well when

targeting sellers in a small rush or seeing other
alternatives. A business principle here is if you try to
be all things to all people, you will dilute your
effectiveness.

So be SOMETHING for SOMEONE.

Another example would be to become an expert at
converting prospects to clients. For most agents,
this means developing a good buyer and seller
benefits presentation, so when you get face to face,
you can pop open your laptop and give them an
unparalleled listing presentation! And you should do
that, but what if you could turn the prospect into a
"come list me" before you even showed up? What
would that do for your business?

In 2003, | got a call from Craig Proctor that |
remember vividly because it was the beginning of a
game-changer for my business and so many others
we touched.
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Here is the conversation:

"General, what are you doing?" asks CP. "Well, | am
in IL, outside shooting my bow," says I.

"How many leads did you generate last month?"
asks CP. "Around 1000 or so," say |I.

"And how many homes did you sell?" "Around 50", |
say.

"Isn't it a shame to generate 1000 leads a month
only to sell 50 homes a month?" says CP so boldly.

Then he goes on to say that wouldn't it be great if
we could generate a lead, then send them
something so profound, so impactful, that the
prospect would call up and say, "COME LIST ME."

|, of course, said, yeah, that would be a game-
changer. So Craig went to work on creating what we
called the BOMB. It worked. We generate a lead,
send the BOMB, and the lead calls up and says,
Come list me. It was indeed a game-changer on
many, many levels. First, of course, is the obvious.
Next, we got better prices on the listings AND higher
commissions, less objections to both.
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OK, one more example for you on skills, specifically
becoming a better marketer.

It was 2007, and my listing inventory had ballooned
from 125 active listings on any given day to over 300.
But, at this same time, as you may know, the market
in the U.S. had begun to slow, and the housing
bubble was bursting. Each month, | had more and
more NEW listings and less and less closings.

| had LOTS of frustrated sellers and outside sales
agents. So | did what any wise agent would do: |
looked around for something or someone to copy. |
called virtually every top agent | knew (and trust me,
that is a lot) and asked if they knew of any broker,
agent, or company that sold every single listing,
never having one expire. The consistent answer was
no.

BUT fortunately, | had experience with the only ONE
place | believed could help me.

When [ first jumped into real estate, | was flat-broke
and desperate.

74



| ran an ad on my own home, which had a NENQ
(non-escalating, non-qualifying) FHA assumable
mortgage loan on it. The ad was something like
"$3500 down and assume payment of $789 - do not
have to qualify for a new loan, just take over
payments and it's yours..."

| sold the house to one of the first buyers who

looked at it, but had over 20 calls on that ad. Being a
new agent, | offered all of those buyers a FREE list of
ALL the other homes with the same kind of non-
qualifying, assumable mortgage available matching
their criteria. (Stumbled onto a great lead-

generating ad, a niche market). The loan was backed
by -yes, you guessed it - HUD: The Department of
Housing and Urban Development.

| tell you this because almost 20 years later, the
answer to my question of... Who Never Has an
Expired Listing was...HUD. HUD sells everything. So
then all | needed to do was to call my listings HUD
homes. The problem was | couldn't legally do that.
So, | set out to create a Sales Platform just like HUD.
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Instead of calling my listings HUD Homes, | called
them RBID Homes. It was a magic pill and RBID
saved my bacon. There are lots of lessons here for
you. One, how can you create MORE demand for
your listings over the other homes for sale, including
Bank Owned Homes? Secondly, how can you make
it fun and easy for Buyers to do business with you?
Another is leverage; how can you create a system
that generates a third-party perception of sell and
have buyers bid on the home at will?

The bottom line is RBID saved my bacon, but a
whole host of experiences allowed me to put
something like that together to have the mindset to
do it.

Oh yeah, Duane Legate and the good folks at House
Buyer Network built out the RBID system for me,
and |, in turn, made it available to our Craig Proctor
Platinum Members. As of this book writing, Lifestyle
Media is now running the RBID system for our
Platinum Program Members, and it is still a great
way to create a greater perception of value around
an agent's listings.
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Part Four:

How to Escape the Inevitable Death of a Real
Estate Agent - a morbid headline for this section,

but it is an attention-getter. And that leads me to

the HUGE MISTAKE most agents are making right

now that will undoubtedly KILL their careers.

The headline above for this part took me about 5
seconds to dream up, even though my lovely wife
would NOT approve of my casual use of the phrase
DEATH of... or of being overly confident enough to
make such a headline. But | am not like the majority
of agents, and in fact, | pride myself on that fact.

You must be willing to do things that OTHERS are
not willing to do. As | sit here and type this, my 15-
year-old High School Sophomore daughter is
texting me, complaining about her late pm Strength
and Conditioning lesson with her S&C Coach. It's
scheduled for 7:30 pm.
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The late appointment is because the coach is good
and busy. This was the only time she could get in
today. You should also know that Morgan, my
daughter, received scholarship offers to play Fast
Pitch Softball even BEFORE her sophomore year
ever started. She verbally committed to the
University of Missouri. She had several offers from
some awesome schools. Why did this happen? It is
rare for athletes to be recruited at such a young age.
But she is pretty darn good; she holds all the softball
offensive records at her HS after only two years and
led the state in her age group as a 14 and 15-year-old
in Home Runs. So yeah, she has talent. But, like
anything, talents will be taken away or lost if NOT
put to use.

My experience is that MANY possess great talent.
BUT few are willing to do the things necessary to
leverage those talents. In the case above, with my
own daughter, my text back was, "Continue to do
the things your competitors are unwilling to do..."

OK, whatever, she's 15 and | "guilted” her into going.

But it makes a good point about doing that which
makes you successful.
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You must be willing to do what MOST are unwilling
to do. Willing to test and split test your marketing.
Willing to ASK for MORE commission. Willing to
demand a transaction fee. Willing to MEET with
buyers BEFORE looking at homes and present to
them the benefits of WHY they should work with
you exclusively and agree to your fee. Willing to
Work ON your business rather than in it all the time.
Willing to hire slow but fire fast. Willing to demand
results from all you do.

If you are unwilling to do the things necessary for
true success, my friend, you will NOT find it. You will
become like the majority, either out of the business
or LESS than a six-figure income, unable to HELP
your clients at the level you want to, elevate your
own life, or help your community. Working
commission check to commission check. Sounds
dire, deathly, grim.

Now you know why | can justify the headline of this
section. | am writing all this here because | want you
to throw off the things that hold you back and move
forward, as Craig Proctor would say, Quantum Leap
Your Real Estate Business.
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Part Five:

How to Transition from Selling Real Estate to
Marketer of Solutions for Those Wanting to Buy or
Sell Real Estate.

Marketing Guru Dan Kennedy calls it moving from
the doer of your thing to the marketer of your thing.
| have made a good case here for why you should
adopt a paradigm of marketing instead of selling
houses.

Here's an example of what | mean:
When a stranger comes up to you at a party and
asks you, "what do you do for a living..." what do you

say?

Most agents say something like - 'l am a real estate
agent' or 'l sell houses'.

And after saying that, get NO response or the typical

small talk response of- "oh, ok, uh, great. So how's
the market...".
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A typical Member of our Platinum Millionaire Agent
Maker Program would answer the question this
way"... | guarantee the sale of houses and if the
home does not sell, | buy it myself!"

Thus, getting the response of "Holy#@&%, how do
you do that?"

You see, once you graduate from being a real estate
agent into a marketer of solutions for those wanting
to buy or sell real estate -you are in demand. No
more cold calling, no more manual grunt
prospecting, no more of 'Oh, by the way', no more of
that silly and unproductive stuff. Buyers and Sellers
will seek you out. You have what they want. You are
on your way to OVERFLOW and the need to
leverage the overflow by growing your team.

Consider this ad:

Free Report Reveals 7 Costly Mistakes to Avoid
When Selling a Home in Alpharetta GA (Mistakes
that will cost you Tens of Thousands). Call 1-800-
000-0000 1D0000# for recoded info (talk to no
agent)
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Do sellers in Alpharetta want to avoid mistakes? YES.
Do they want to MAKE MORE MONEY when selling?
YES. Do they want to talk to an agent? NO.

Sellers want buyers; buyers want sellers. So if you
want either one, you better give them what they
want. This is how you transition. Learn how to
become a Marketer of solutions to prospects you
want to attract and avoid placing yourself into the
'mostly loser group' of real estate agents.

OK, now after such a fine short chapter in this book
on a very solid topic, why did | have to go and say
something like that. Well, it's true. MOST agents fail.

Fail themselves, their families, their obligations and
their clients. Facing that Truth is first and foremost,
you will pledge NOT to do what the majority does
and vow to be better. You become better by being
different. Different is the operative word.

Being Different is what you should be discovering as
you read this book.
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Chapter 3

Selecting Your Target Market & USP

Craig Proctor

Who do you want to work with?
What do these people want?
How are you going to give it to them?

If you ask most agents who they are trying to target
with their marketing efforts, they'll be a little vague
in their response. Most agents probably feel they're
after anyone and everyone in the hopes of attracting
someone who is looking to buy or sell a home.

The problem with this strategy is that when you try
to be everything to everyone, you fail to address the
specific needs of anyone. If you're "targeting"
everyone, your message is bound to be broad and
unfocused, and is unlikely to be compelling and
direct enough to draw in your prospect (whoever
that is).
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An unclear definition of who you're talking to with
your marketing will lead to watered-down
statements that don't mean very much to anyone
(such as "List with Me. | Care About Your Business."
You may fool yourself with an empty statement like
this, but you won't fool your prospects.)

Targeting is very important. It's important because it
will determine where and how you should advertise
and what you should say.

Step 1 of my system is really 3 mini-steps that you
should be taking right now in your business. These
steps are as follows:

1. Select Your Target Market

Are you after buyers or sellers? If you're after buyers,
are you targeting: first-time buyers or move-up
buyers? If first-time buyers are your target, a Renters
editorial-style ad is a great one to run. If you're more
interested in move-up buyers, a Trade-Up Mistakes
editorial-style ad effectively targets this group. My 6
Buyer Mistakes editorial-style ad will draw both of
these groups, as will most of the classified ads ['ll
share with you as we move along in your training.
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If you're after sellers (and you may well be interested
in both buyers and sellers -- | certainly target both in
my own business), the Costly Homesellers editorial-
style ad and the Find Out What the Home Down the
Street and Distress Sale classified ads, are jackpots in
any market they run in.

But further than this, what kind of sellers do you
want to work with:

Owners of High-end properties?
Owners of condominiums?
Builders?

Seniors?

etc.

Maybe you want to target a very specifically defined
geographic area, such as:

Waterfront
Country Properties
Specific Neighborhoods or towns

etc.
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Or do you want to work with all of these target
markets? It's okay to target two or more different
groups as long as you recognize that it's likely that
each group will require different ads, so if you're
going to go after multiple markets, make sure you
understand the budget implications so you can
properly launch and follow through on each plan.

The right answer to this question depends on you
and the market you're operating in. How profitable
and enjoyable is it to work with each of these groups
from your perspective? How much inventory is
there? How much competition? Do you have
specialized knowledge and credibility in the defined
target market or can you acquire it? How much
money do you have to invest in the required
marketing (of course, you should demand that each
ad you run more than pay for itself - which you can
measure specifically-if you're running Direct
Response advertising - which means that initial
capital should not be an issue.)

If you need "now" business (i.e. if you not only don't
have a lot of money to invest in your business but
are actually starving for cash and need some NOW
money), first-time buyers are the best way | know to
generate quick cash. This group is easy to attract
mainly because most other realtors don't have a
profitable system to work with them, so they give up
on first-time buyers. There's virtually no competition.
| have found first-time buyers to be highly profitable.
They're a jackpot. If it's this group you're after, you
should pay double attention to our discussions
about classified ads in the coming weeks.
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In my experience, there's money to be made in most
areas as long as you know what your customers
want and how to give it to them. This leads me to
the next two points.

2. Determine What Your Prospects Want
Again, ask yourself some important questions:

« "What motivates the target group of prospects
that you're after?"
» "What factors are most important to them?"

Do they want a quick sale or top dollar? Are they
after best value or most attentive service or least
hassle? How do you find out what prospects want?
Well, it's simple. You ask them. Failing to understand
and address your customers' needs is one of the
biggest marketing mistakes real estate agents
make. Rather than assuming or guessing you know
the answers, you should be asking your prospects
directly by researching their needs. This doesn't
have to be a complicated or time consuming task. |
developed a simple but effective customer survey
that | use to help me understand my prospects
better.



3. Set Yourself Apart by Giving Your Prospects
What They Want in a Unique and Innovative Way
- (i.e. Develop your USP or Unique Selling
Proposition)

This is a very critical part of the process, and you
must read the next section very carefully. Your USP
addresses a very important prospect issue - it
answers the question: "Why should | do business
with you?" You must have a very good answer to this
question.

WHY YOU MUST CREATE A COMPELLING USP

If someone asked you what made you different from
all the other real estate agents in your marketplace -
in other words, why they should choose you to buy
or sell a home versus all other options - what would
you say to them?

e Could you give them a compelling and
convincing answer in 60 seconds or less?

 Would what you say elicit a response from them
of: "Wow, how do you do that?"

89



Chances are your answer to both these questions is
no, because the fact of the matter is, most real
estate agents don't know what a USP (Unique
Selling Proposition) is let alone have one.

Sometimes, even if agents have a USP that they
communicate in one-on-one situations (such as a
listing presentation), they don't communicate it
effectively te the masses in their marketing efforts.
And yet, if you don't promote a compelling USP,
you're not setting yourself apart from all of the other
realtors in your marketplace.

Your USP tells the world who you are and what you
do. It articulates clearly and concisely what benefit a
prospect will derive from doing business with you
instead of your competitors. You should be able to
articulate your USP clearly in 60 seconds or less.
Astonishingly, most realtors couldn't begin to clearly
explain their USP at all, and if you can't articulate it,
it's highly unlikely that your customers and
prospects will be able to understand it.
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The problem is that most realtors have never sat
down and asked themselves these important
guestions:

» What distinguishes my company or business
from my competitors?

e Do my homes sell faster? For more money?

e Do my buyers save money or time?

« Am | more expensive, less expensive?

e Do | have a better system to attract customers?

« Am | more aggressive in my marketing programs
and strategies?

e Do | render more service? Give better value? Give
a better guarantee? Make it easier to do business
with me?

« What makes me different?
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When it comes right down to it, most real estate
agents don't have a USP at all. When | review the
ads of most realtors, | invariably come across the
same problems:

e There is no unique selling proposition, or

e There is a wandering statement that most
frequently focuses on vague self-promoting
generalities such as:

1We're #1
2.\We give the best service we have the lowest
prices
3.We're the biggest -- the best
4.And so on

This is what | call 'Self Image Advertising'. The fact is,
every company says the same old things and
somehow expects them to be compelling...

Quality
Service

Price

Dependability
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These same vague, broad promises are empty,
meaningless, unsubstantiated, unbelievable and
completely lacking in credibility. Yet still, everyone
says them. Would you really expect anyone to claim
that they give the worst service or offer the worst
value?

In direct contrast to this, your USP must be benefit-
driven. It must be meaningful, relevant and valuable
to your prospects. Without these ingredients, your
message will most likely fall on deaf ears. It won't be
seen or heard. It will wind up getting "zapped" just
like the thousands of other messages the average
person is exposed to every single week.

Think About it From Your Customer's Perspective

An effective ad must be written from the prospect's
standpoint, NOT the agent's. When you write an ad,
INSTEAD of asking yourself: "What can | tell them
about ME?" ... you SHOULD be asking:

"What can | offer prospects that THEY want or
need?"
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All you have to do is scan your local paper to see that
THE AVERAGE AGENT DOESN'T HAVE A CLUE about
differentiating themselves. Everyone's saying the

same bland old things or nothing at all. Most Real

Estate agents waste their money on ineffective ads

that produce little or no results other than possibly
pacifying their sellers' demands by advertising their
property.

Your Prospects Don't Care About You as Much as
You Care About Them

Think of it this way. You probably have a pretty clear
picture of your marketplace and the agents who
compete against you. You scour every ad. Your ears
are tuned to hear what's going on in the market.

You solicit feedback on yourself and your
competitors. You live and breathe your real estate
business. In short, because you are so close to your
business, you've entirely lost your objectivity - your
perspective.

Well, let me tell you something very important. Your
prospects couldn't care less.
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When your prospects decide to hire a real estate
agent, the sea of choices looks just like that - a sea -
a vast ocean of choices with no directional markers
to steer his or her path to your door.

You know you're there. You know exactly who is
operating inside this big body of water - who's
fighting for position just underneath the surface.
But how can your prospects possibly find you if you
don't put up a marker to show them where you are
and - most importantly - why they should use you.

You may think you've got a marker up because of all
the money you're pouring into advertising. But if the
message you're spending money on looks just the
same as the message that all other real estate
agents are using, you really haven't put up a marker
at all. All that you and the other agents in your town
have down is raised the water level.

Are you the #1 agent in your town, your company,
your state or province? Well, take it from a customer
(and I've asked the same question of hundreds of
customers) - So what?! ... And what this really means
is: "So - what does this mean for me? What's in it for
me?"
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What's in it For Me?

Try to take a step back and look through a
customer's eyes. Every agent in your local paper is #1
for something. Don't fool yourself into thinking that
your prospects will take the time and energy to
analyze all these #1 claims to figure out which one
means the most. Believe me - they won't bother.

And why should they? You're supposed to be telling
them why they should do business with you - what's
in it for them.

“"Enough about you ... Let's hear about me ... ”
Cynthia Heimel
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7 Things You Should NEVER Do in Your
Advertising

1Focus on the agent, not the customer

2.Make vague and unsubstantiated claims . . " " .

3.Assume that because the prospect knows who
you are, they will call you.(i.e. "l Just need to get
my face out there") This is a mistake.

4.No benefits

5.Top Producer claims Saying "I'm #1" or "Top
Producer"” or "We're the Biggest" or "We're the
Best"... Who Cares! These statements in and of
themselves are meaningless to the average
consumer.

6.No direct response mechanism

7.Use of corny slogans or gimmicks (buying or
selling a house is serious business to your
prospects - they are looking to hire a
professional, not a comedian.) This is a major
problem in the industry, but it's a major
opportunity for you

Accept the fact that most of your competitors have
NO CLUE about how to market their listings or their
services, and then challenge yourself to come up
with a unique selling proposition that is truly unique.
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HOW TO CREATE A COMPELLING USP

Now that we've talked about what you should NOT
do in your advertising, I'm going to explain to you
what you SHOULD do.

Your USP tells the world who you are and specifically
what you do. It articulates clearly and concisely what
benefit (or benefits) a prospect will derive from
doing business with you. It answers the question:

"Why should | do business with you above all
other options, including doing nothing or
whatever I'm doing now?” -Dan Kennedy

Your USP is quite basically the essence of your entire
business concept; that wunique advantage that
distinguishes your business from all-your
competitors. The issues and questions you must
address to determine what your unique advantage

is are as follows:

o Determine what your customers want

e Find out which of these needs you can fill

e Find a way to clearly state to your customers that
you are the source to fill those needs - this is your
USP

98



6 Criteria Your USP Must Incorporate

Here are some general rules of thumb to keep in
mind when creating your USP:

« Be Unique... Offer something that is truly
different

 Be Specific... It's always better to be very precise
and specific. The more precise and exact a
statement is, the more believable it becomes.
People generally won't challenge - or even doubt
- precise numbers because they assume that this
precision was calculated by some kind of reliable
mathematical or statistical method. Instead of
naturally rounding off your statistics and saying
that your homes sell for 2% more than the real
estate board average, be precise and say they for
2.36% more.

« Be Relevant... This means that you have to offer a
benefit that means something to your prospect.
You have to connect with them at some deeply
felt level.
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 Be Believable... Don't offer something that is so
hard to swallow that you fail to be taken
seriously.

« Be Focused... Don't try to be all things to all
people. But equally, don't target your message to
too small a group (you have to be able to earn a
sustainable income), and don t forget to keep
your eye on the future (your USP may have to
evolve with changes in the market)

« Be Concise... You do NOT want a paragraph of
copy. Instead, you want a single - easy to
understand - thought. You must articulate - in a
few words - the precise advantage you have over
your competition.
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3 Key USP Platforms

Your USP tells your prospects clearly, concisely and
specifically what benefits they will derive by working
with you that they couldn't get anywhere else. I've
developed a number of highly successful USPs
which | group under three main platforms:

e Unique Service USPs
e Performance Guarantee USPs
o Statistical USPS

Let me explain what each of these platforms
accomplishes. As I've discussed, image advertising
fails to address real customer needs, focusing
instead on the agent. Regardless which platform my
USP rests on, in every case | tell the prospect how
they will benefit:
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Unique Service USP... Shows prospects how my
unique and innovative consumer programs will

make buying or selling a home easier, faster or more
fun, and get them superior results.

Example:

e View 6 Homes in One Afternoon With My Sunday
Tour of Homes

e How to Get the Information on Homes You Want
Without Having to Talk With an Agent

» How to Get Advance Notice of Hot New Listings
That Match Your Criteria
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Performance Guarantee USP... Shows prospects
how | go far beyond empty boasts and promises. |

set myself apart from my competition by making
myself accountable for the powerful guarantees |

give to my clients

Example:
e Your Home Sold in Under 120 Days or | Buy It

e Move Up to Any One of My Listings and I'll Buy
Your Home for Cash

e Your Home Sold in Under 60 Days or I'll Sell it for
FREE

e Your Home Sold in Under 60 Days or I'll Pay You
$1,000 Cash

e Your Home Sold for 100% of Market Value or I'll
Pay You the Difference

o $5,000 Savings on Your Home Purchase
Guaranteed or I'll Pay You $1,000

103



Statistical USP... Shows prospects specific proof
(using objective, independent statistics) that my
system will sell their home faster and for more
money

Example:

e Your Home Will Sell for an Average $3,000 More
(with graphs to back this up - my results vs the
Real Estate Board)

e Your Home Sold in 1/3 Less Time (with graphs to
back this up - my results vs the Real Estate
Board)

e Your Home is 2.68 Times MORE Likely to Sell
(again, demonstrates this with graphs based on
Real Estate Board statistics)
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It is the Performance Guarantee USPs that are most
"shocking". They elicit the strongest emotions and
reactions on behalf of my prospects: "How can he do
that?" they say.

Test these different USPs in different (but parallel)
markets or within different time periods that are far
enough apart. Find out which of these Performance
USPs works best for you and then "own" it - put it on
everything. These USPs will not only elicit strong
response on the part of your prospects, they'll also
be daunting to other agents in your marketplace.
Even though any one of these USPs is easy and non-
risky to execute (anyone could run them easily in
their market), they will seem risky to other agents
who won't even try to duplicate your strong claim.

| run the Unique Service USPs and Statistical USPs

to give backbone, substance and credibility to my
"jaw-dropping" Performance Guarantee USPs.
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With my Unique Service USPs, | show prospects
exactly how | can make, and be accountable for, my
superior performance guarantees. | showcase the
details and benefits of my innovative consumer
programs that were founded on real customer
research and developed to address real customer
needs.

With my Statistical USPs, | show them real and
verifiable results that prove not only how | can put
my money where my mouth is (with my
Performance Guarantee USPs), but also can give
them multiple specific case studies of my superior
system in action.

| do this in two ways: via statistics and via
testimonials. The statistics ads give very specific
proof about what kind of service and results they
can expect from me.

One of the biggest mistakes | see most agents make

is that their claims are completely void of any kind of
proof.
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Most advertisers (realtors included) make claims, but
very few back up any of these claims with proof.

Testimonials offer proof. Testimonials very
powerfully put my USP in the mouths of other

buyers or sellers who are just like them: Real Results
from Real People. | run a new testimonial every
week. You should do the same.

IMPORTANT NOTE: | do NOT leave these
testimonials to chance. One of my assistants (trained
in Direct Response Marketing) interviews my clients
after the transaction |Is complete, drafts a

testimonial based on both this interview and the
stats of the sale (or purchase), and then gets the
client to sign off on it. Why do | do this? | do it
because most testimonials | see are wimpy and non-
specific. A testimonial is only valuable if it is specific
and "meaty."
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Compare these two statements:

The Typical, Wimpy, Non-Specific, Non-
Compelling Testimonial Most Agents Use:

"Craig was great to us. I'd really like to thank Craig
for selling our house.
It was a really good experience.”

VS

The Kind of Powerful, Meaty, Highly Specific,
Highly Motivating Testimonial | Secure:

"Craig sold our Newmarket home for 98.8% of our
Asking Price in Just 9 Days!"

Which testimonial do you think would have a
greater impact on a prospect? Clearly the latter.

Just like your USP, your testimonials should make a

strong, compelling and specific claim that causes
your prospects to pay attention.
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Chapter 4

Direct Response Lead Generation

by Craig Proctor

How Highly Profitable Real Estate Sales Teams
Get Business:
Direct Response Lead Generation

BACKGROUND

One of the main reasons many real estate agents
have such a tough time balancing their jobs and
their lives is because they're so busy working in their
business as technicians that they fail to look at their
business and understand what it takes to get out of
the rut they're in.

If you asked the typical agent what they do for a
living, they'd probably answer that they sell houses.
But is this really what you do? How much of your
time is actually spent "selling houses"? The fact of
the matter is that there are hundreds of other tasks
to perform first before you ever even get near the
point of negotiating the sale of a house.
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To show you what | mean, let's look at the way a
typical agent spends their time. | think you'll all
agree that there are really four stages in the real
estate process:

e You have to FIND prospects

* You have to CONVERT these prospects into
clients

e You have to provide exceptional SERVICE so that
they become happy lifelong clients (this is the
"selling houses" part of your job, but even at this
stage, you're engaged in many other activities to
make the actual sale happen)

e You have to LEVERAGE this one customer's
satisfaction so they will give you their repeat
business and REFER you to others

Within each of these four main stages, there are
many, many little details that must be attended to if
the total job is to get done (e.g. banging in signs,
cutting keys, attaching lock boxes, writing and
placing house ads, following up with prospects,
providing feedback to your clients on showings etc.
etc. etc.).

111



The fact of the matter is, there's far more to your job
as real estate agent than most agents really admit
to themselves. If you're like most agents, you'll tell
yourself that your real job is selling houses, and
these other little things are not really your job,
they're just aggravating, time-consuming little
details you have to attend to in order to get to the
point of doing your real job.

| know | used to feel this way. How many times did |
say to myself, "l just have to push away all these little
details -- sweep them all away, get them all done --
and then | can work on what's really important to
make my business take off."

Well, I'm sure you know how that story goes. These
things never get "all done" do they? The fact is, all of
these time-consuming little details are part of your
job whether you like it or not, because if you don't

do these parts of the job ... well, quite simply, you
won't have a job.

The most important of these tasks is finding and
converting prospects, because if you don't do what

it takes to find and convert prospects, you won't ever
get a chance to service a client by helping them to
sell their home.
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You can be the most ethical, hard-working real
estate agent in your town with the most experience
and knowledge, but if you don't have any customers,
you'll starve.

The primary reason most agents fail is NOT
because they're not good at the technical aspects
of their business (most are), but rather because
they're not good at finding prospects. Once we have
a prospect, most of us are capable of doing a good
job, but because our clients move infrequently (once
you sell their home or help them buy a home, they
don't need you anymore until they decide to move
again in 5-7 years), we need a lot of customers to
make the business work for us. So a very big part of
our job as real estate agents is ensuring there's
always a new client to service.

The other problem, of course, is that because an
inordinate amount of time is usually spent trying to
find this new supply of prospects, many agents don't
do a very good job at servicing the few clients they
do get. After all, there are only so many hours in a
day. It's tough to fit everything in.

As a result, something suffers:
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e You'll either have very happy clients but not
many of them (because you focused on helping
your clients but not at getting new clients in the
door),

OR

e You'll have many less-than-satisfied clients who
feel you did only a passable job (because you
spent your time prospecting for new clients and
not on helping the clients you already have.)

It's a Catch-22. In the first situation, these clients will

probably use you again when it's time for them to

move, but you'll have to wait 5-7 years for this to

happen. In the second situation, you'll have to wait

till hell freezes over before these disgruntled clients

would ever use you again. This is the vicious circle
most agents find themselves in, and it's a problem
effective marketing can solve, if you understand
what you're doing.

Now, in reality, none of you is oblivious to the fact
that "finding" clients is a big job. We even have a
term for this job -- it's called "prospecting”. The
difference between me and most agents is that
most agents approach this task with dread, wanting
to sweep it under the carpet.

114



Ironically, however, it's a task that consumes most
agents (the average agent spends approximately
85% of their time on prospecting). When |
discovered this reality for myself, | took a major step
back to look at the big picture and, realizing that
this part of the Job wouldn't (and couldn't) go away,
| decided to find a better way to go about it. And the
better way to go about it is "effective marketing."

| use the qualifier "effective" when describing
marketing because many of you are not strangers to
the marketing process. Still, few agents know
enough about marketing to make it work effectively
for them. Let me explain.

The two most common Old School strategies that
agents employ in their effort to find prospects are:

e Cold calling/ grunt prospecting, and
» Image advertising (i.e. what the typical agent
mistakes for marketing)

Because so many agents flounder back and forth
between these two steps, 80% of new agents fail
within their first year. They get locked inside a fatal
cycle which ends up destroying their chances of
success:
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e The cold calling bleeds them emotionally and
e The image advertising bleeds them financially

You see, most agents start off with traditional
prospecting (just like | did); some venture into image
advertising (just like | did), and then fall back to
prospecting again when they decide that

"marketing doesn't work." Let's understand this
cycle.

Why Image Advertising Doesn't Work

When the typical agent has it up to here with
prospecting, they usually throw their hands up in
the air and moan about there having to be a better
way. At this point, many agents decide that
"marketing" is the "better way" to acquire new
prospects. That's certainly what | thought when |
reached a level of frustration and exhaustion that
was too hard to bear.

Marketing made sense to me. With marketing, |
reasoned, | could reach my target market far more
efficiently. Imagine how many prospects will read
my advertising and call me to do business.

Well, | was only half right.
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| was correct that marketing was an efficient way of
reaching a defined target of people, but because at
that point | knew nothing about what made

effective advertising, HARDLY ANYONE CALLED ME.
You see, the kind of advertising | engaged in made

all sorts of boasts about me, but it really offered no
benefits of interest to prospects.

The advertising | did was the same kind of

ineffective advertising most agents do: Image
Advertising (or, more specifically, Self-lmage
Advertising.) Basically, what these ads said was:
"Here | am. There's no one like me. Aren't | great!" In
other words, | talked on and on about me, me, me
without giving prospects any reasons or benefits to
call me over all the other agents who were saying
exactly the same empty things. The first ads | ran
certainly didn’'t get the phone to ring for me. You
may have had a similar experience.

So what happens now?
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Well, for most, instead of trying to understand WHY
their marketing efforts didn't work (and ultimately
realizing that they've been talking to the wrong
person - i.e. they've been talking to and about
themselves rather than to and about their
prospects), they either get out of the business, or
take a fatal step BACK to prospecting. Why? "Well,"
they reason, "I'm getting nowhere with my
marketing and it's costing me a fortune. | can't
afford to keep this up." [The fatal assumption is that
marketing doesn't work.] "As nauseating as
prospecting is, at least it gets me one or two leads
per hundred calls, and it doesn't cost me anything."

Have you heard yourself say the same thing? Well,
the fact of the matter is, marketing IS the better
way, but NOT if you do it the way most agents do it.

You see, the agent's self-interest is just as apparent

in this image advertising as it is in his or her
prospecting efforts.
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Basically, what you're saying to the prospect in
either case is: "Hi, I'm great. Please hire me and give
me your money. " You haven't answered WHY they
should do this. You haven't shown them what you
will do for them. In fact, you've given them NO
reasons or benefits at all to use you. Instead, you've
just put an image of yourself in front of them and
assumed that if they know WHO you are they will
call you.

Well, it simply doesn’'t work this way. | learned the
hard and expensive way that just because they
know who you are, doesn't mean they'll call you.

Instead of abandoning marketing, your challenge is
to start learning about and running EFFECTIVE
marketing that:

» Talks to and about your prospects

» Gives prospects real benefits

 Gives prospects a non-threatening way to get
more information, and

 Gives prospects compelling reasons to call you
to get it

You see, you can't make prospects call you.
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Prospects won't call you just because you want
them to. They won't call you just because they are
aware that you exist. They will only call you if it will
benefit them in some way to do so. All of us,
including your prospects, have the same radio
station playing in our heads: WIFM (What's in it for
me).

To be effective with your marketing, you must get
inside your prospect's head and figure out what they
want to hear and then play it for them. If someone's
a rock 'n roll fan, you’ll never be able to convince
them to listen to a country station. If you want them
to listen to you, you better play rock.

The Purpose of Your Marketing is NOT to Promote
Yourself, But Rather to Attract Your Prospects...

== 1his is a BIG Difference

Most agents think the purpose of marketing Is to
promote themselves, but this Isn't true. The
purpose of your marketing is to ATTRACT
prospects. In other words, they WON'T call you just
because they are aware that you exist.
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They will ONLY call you if they feel it will benefit
THEM to do so. So the ONLY reason you should run
an ad is to get prospects to call you because, as | said
before, you can be the most ethical, hard-working

real estate agent in your town with the most
experience and knowledge, but if you don't have any
customers, you'll starve.

Some realtors still challenge me over the Image
Advertising issue by saying "Hey Craig, how come
big companies like Coca-Cola and Nike spend
millions on image ads. How can these big
companies be wrong?"

Well, they're not wrong ... for the kind of products
they sell, but that doesn't mean the kind of
advertising they do would be right for real estate.
Consider the following four important points which
illustrate some major differences between their
business and ours:
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 Look closely to see if the advertising done by

these companies is really image advertising.
What you'll find is that these companies may
have ads that look pretty, but they are also
conveying important customer's benefits by
hitting on some key emotional hot-buttons,
even if their benefits are quite different in
nature than the benefits you and | would offer.

Think about Coke's image of the "real thing", or the

image conveyed by the beer companies. While you

can't see or touch these benefits, or put them in the

bank, they are, nevertheless, benefits which feed

consumers in a psychological manner - they feed

ego and self image and status. This is quite different

from the average agent's ad which shows a picture

of themselves and some vague or self-serving line

such as "Great Service" or "Why Not Call Me" or "Top

Producer"”. A runner projects a certain "status" when

he or she wears Nikes. The same mindset doesn't

factor into the choice of real estate agent. It's highly

unlikely that a homeowner would feel elevated in

status simply by using one real estate agent over

another. The services we as real estate agents

market, and the products these big companies

market, are worlds apart. It is, therefore, meaningless

to try to compare our methods of advertising.
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« These companies have pots more money than
you or | do.

Corporate pockets are deep and can afford the
luxury of running ads that will have a long-term (vs
immediate) impact and running ads they can't really
measure. You and | can't afford to do this in the
same free-wheeling manner. They have major sales
forces and promotion houses, mega marketing
departments and consumer research budgets. |If
something major doesn't work, they have lots of
padding that can insulate them from any major
damage. If you or | fail at our marketing attempts or
waste money on a campaign we're not measuring
and making accountable, there are no deep pockets
or corporate synergies to bail us out. ALL of our
marketing  efforts (whether USP or Classified or
Editorial-Style Direct Response) must be hard-
hitting, direct and measurable. If something isn't
working we need to know about it right away so we
can change it to make it work. Failure to make our
marketing dollars work efficiently could mean the
difference between success or failure for you or I.
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« These companies have a vast market area;
their products are everywhere.
In contrast, most real estate agents work within a
very specific geographic area which might
encompass a city or two. Our target market is much
smaller and much more defined.

e They have a much shorter re-purchase cycle
than you or I

You see, Real Estate is a very different business than
soft drinks, running shoes or beer. Consumers might
buy 100 cokes or more a year. They may own several
pairs of sneakers. For us in real estate, it's completely
different. The average consumer will only move once
every five to seven years, and if we don't find them
early in the process, another agent will.

What this suggests is that in addition to finding
those who are ready to act right now (and may
already have formed a relationship with another
agent), we ALSO have to find people early in the
home selling process so we can fill the pipeline.
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There's a sense of urgency to our business because
people are in and out of the market very quickly --
l.e. they may take 3-12 months to actually sell their
home or make a purchase, but once this is
accomplished, they're out of the market for several
years. This is quite unlike the purchase of lower
ticket items such as food or clothing, for example,
where the decision-making process is short but
there are many repeat purchases during a year.

In fact, the purchase process for real estate is
quite different than the purchase process for the
highly visible products we see around us -- not in
terms of the content or order of the stages
followed, but in terms of the length of time
between and during the stages. It's important to

talk about purchase process because it underlies the

highly effective 3-pronged marketing approach I've
developed for my real estate business. We'll discuss

this shortly. But first, | want to make sure you're very

clear about the fundamental difference between the

kind of (ineffective) advertising most agents do, and

the highly effective advertising | use with my

system. In simplest terms, my advertising uses the
prospects’ needs (rather than the agent's ego) as
a springboard to the message conveyed.
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Let me explain to you in another way why this major
shift in focus is so critical.

Why You Must Listen to Your Prospects
(The Importance of Tuning In To WIFM)

Fishing makes an excellent analogy to the
marketing process. When you go fishing, your
objective is to end up with a ton of fish in your boat
at the end of the day. But how do you get a fish into
your boat?

Well, when you spend your time cold-calling and
door-knocking, it's like standing in the water and
trying to snatch fish out with your bare hands. Often,
you're not even sure there are fish to be found here,
but you stand there in desperation, thrashing about
at anything that moves, knowing that if you don't
find something, you'll starve.

126



Even if you chance upon a prime fishing ground,

your results (i.e. fish in the boat) won't dramatically
improve. You may actually see them swimming

around you, and this may make you feel hopeful.
"Surely | can catch some of these," you reason.

"There are so many of them." Soon enough, however,
you find that this doesn't really improve your odds.

The fact is, fishing with your bare hands is highly
ineffective. If you're lucky enough to catch one and

hold onto it, you've undoubtedly had a thousand

more slip through your fingers, or evade your grasp
altogether. Rejection is a way of life for someone
who fishes with their hands (or who cold-call
prospects in real estate.

So then you get the bright idea to try fishing with a
pole. All you have to do is throw out your line and
the fish will bite. Right? It looks pretty easy. This is
what most agents think when they decide to
abandon cold calling and try marketing. All you have
to do is show your face and prospects will come
flocking to you. Right?

Well, back to our fishing analogy and let's see what
actually happens.
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The first time you try pole fishing, you go out and
spend a lot of money on some fancy lures. You buy
the ones that are big and colorful and beautiful. You
feel in your heart that the more money you spend,
and the fancier the lure is, the more fish you'll catch.
"If they see you, they will come," you think. How can
you possibly fail? Well, if you've ever fished, you've
undoubtedly known the frustration of sitting in your
boat, with your line in the water dangling your fancy,
expensive lure, and watching the fish swimming
around and around and IGNORING your lure!

"How can this be?" you whine. "Look at how much
money | spent! Look at how pretty that lure is? How
could the fish possibly miss it! What's wrong with
those fish anyway. Don't they know this is the best
lure money can buy? It's crafted of the best metal
and painted with the best paints. It's rated #1 by the
fishing association for heaven's sake. Surely that's
got to impress the fish."

But it doesn't seem to attract the fish does it? In fact,
after all the money you've spent on fancy lures and
spiffy poles, at the end of the day, there aren't really
very many more fish in the boat than when you used
the caveman method of snatching with your bare
hands.

128



It Never Occurs to Most to Ask the CRITICAL
Question:
"What Do the Fish Want?"

So what most do at this point is go back to the
caveman method. It's not very effective either, but at
least it doesn't cost as much. It never occurs to them
to ask the question "What do the fish want? What
would make the fish want to bite the lure at the end
of my line?" This is a fatal mistake, because without
asking this critical question, there's only one place to
go... backward.

Most real estate agents are also victims to this very
narrow mindset. Instead of realizing that their fancy
advertising is ineffective because it's not saying
anything of interest to the prospect, they quickly
conclude that marketing itself is over-rated and
ineffective.
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Even Fish Are Listening to WIFM

If the fisherman had done some research and
discovered that the kind of fish he or she was after
craved earthworms, and if he or she had put a
wriggling earthworm on the end of a hook (even a
very simple and inexpensive hook), what do you
think would have happened? Right, the fish would
have bitten the hook because it wanted the
earthworm.

You see, the reason the fish didn't bite the
expensive, beautiful lure is because those fish
couldn't care less how expensive or beautiful a lure
is, it will only bite a lure if there's something on it
that it wants (even fish are listening to WIFM.)

So, what does that mean for you and your
marketing efforts?

Well, follow the analogy through to something

closer to real estate but this time put yourself in the
shoes of the prospect.
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Let's take the process of buying a car. When you go
to buy a car, do you care that the salesperson at your
local car dealership is the top salesperson in your
town or country or world? Do you care that this car
salesman plays the guitar or loves dogs or has a nice
smile? Does the dealership’s slogan "We Care" do
anything for you? Or are you more interested in
getting the best car for your money? Clearly, it's the
latter.

Well, your prospects are no different than car
shoppers or fish. None of them really cares too much
about you, instead they care about themselves. The
fact is, my marketing is highly effective because |
make it my business to understand what my
prospects want. | know how to craft marketing that,
like that little worm on the end of a hook, compels
my prospects to bite, and I'm going to show you

how to do the same.

While all good marketing starts from the same
premise (i.e. offering prospects an easy way to get
something they want), there are many different
proven methods that I'll share with you.
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In direct contrast with the Self-Image advertising
that some agents do, and as shocking as this may
seem to you, much of the marketing you'll learn to
do won't even mention your name. But all of it will
ultimately accomplish the same goal - to help you
wind up with a steady stream of motivated
prospects who are eager to use you to buy or sell a
home.

This kind of advertising is called EMOTIONAL
DIRECT RESPONSE MARKETING, and I'll explain to
you shortly my 3-Pronged Marketing Approach | use
which is based on the principles of emotional direct
response. First, let's look at the issue of the purchase
process.

132



Purchasing Is A Process, Not An Event

Purchasing a home is a process, NOT an event.
People generally don't wake up one morning

without any preamble, and go buy or sell a house.
Instead, the decision to buy and sell an item as large
as a home takes place over time.

In fact, purchasing anything -- even a chocolate bar -
- is a process and not an event. While the length of
the process, and the thought that goes into each
stage of the process, may differ depending on the
kind of product you're purchasing, the stages
themselves are pretty universal:

* You discover that you have a need (e.g. your
present living arrangements are inadequate)

 You decide to do something about that need
(e.g. you decide to sell and/or buy a home)

* You consider your options (e.g. sell yourself or
use an agent; buy a brand new home or buy a
resale, etc.)

 You choose an option (e.g. choose agent John
Doe to help buy a resale)

What implications does this have on you as a real
estate agent?
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Well, as discussed above, like it or not, a significant
part of your job in real estate is to find customers.
And knowing that at any given point in time there
are prospects at different stages in the purchase
process described above, if you want to have a
steady stream of prospects calling you to do
business, you will need to:

» Make sure you have a way of attracting those
prospects who are ready to make a move right
NOW (ready-to-act buyers and sellers)

« Make sure you have a way of identifying those
prospects who will be ready to make a move in
the near future (3-12 months) and be able to
engage them in a follow-up process before they
form a relationship with another agent

o Make sure all area prospects have top-of-mind-
consciousness of the unique and special way you
can help them with their home moving needs so
when they start to think about moving, they will
consider you as an option

The three types of advertising which are most
responsible for doing these three important jobs for
me are: Classified Ads, Editorial-Style Advertising
and USP Advertising.
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| will talk about Emotional Direct Response
Advertising, and my specific 3-Pronged Marketing
Approach next.

Emotional Direct Response Advertising:
My 3-Pronged Approach

Emotional Direct Response Marketing is as UNLIKE

Image Advertising as it is from Prospecting. With
Emotional Direct Response Marketing, you offer
people what they are dying to know, and then
they call you to get it. In other words, in direct
contrast to Prospecting and Image Advertising, with
Emotional Direct Response Marketing, your focus is
NOT ON YOU, but rather ON YOUR PROSPECTS’
NEEDS, so that your prospect is motivated (not
manipulated) into action on their own volition.

When you turn the tables on the process in this

manner, astonishingly, you won't have to cold-call
prospects ever again, because prospects will call
you. It's that simple. | call this Reverse Prospecting,

and the best part is, it can happen AUTOMATICALLY.
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Every single ad | write is crafted to create this
reverse prospecting effect. At the back of my mind

at all times when developing my marketing is the
question: "Will this compel qualified prospects to do
something they are naturally averse to doing?" (i.e.
pick up the phone and call a real estate agent.) Is my
offer so in tune with their needs -- so motivating --
that they will take the step to call me?

And remember, it doesn't matter what | think. | may
develop an ad that | think will be a jackpot, but if it
doesn't get the calls, it wasn't a good ad. The only
vote that counts is the customer's.

Driving your customers to your website or hotline
makes this testing process incredibly easy. | take a
look at the results of my ads every day to
understand what's working and what's not - what |
should do more of and what | should change. | hope
all of you are using this invaluable tool in your
business.

| have spent many years and thousands of dollars
testing ads to understand what works and why.
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As mentioned, as a result of this testing, | employ
three key types of advertising:

o USP advertising
 Editorial Style advertising
o Classified advertising

While each of these three types is engineered
toward the same-ultimate goal (i.e. to get prospects
to call me), each type of advertising achieves this
end in a different way.

When creating ads in any of these three categories, |
ensure that | follow 6 basic principles of emotional
direct response advertising:

» Understand what benefits your prospect wants
and offer them in your ad

e Communicate these benefits in an attention-
grabbing, compelling and motivating manner

 Make an offer that has universal appeal to your
defined target (i.e. it is specific enough to attract
your prospects, but not so specific that it
eliminates them)
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 Make a soft offer that is non-threatening for
prospects to respond to (e.g. "free information" is
a soft offer because you're not trying to "sell"
anything to the prospect. Prospects don't feel
that they will be pressured into any purchase or
threatened by any sales pitch. Instead, they can
get this information in the privacy and comfort of
their own home and make any decisions without
a hovering agent looking over their shoulder.
Information is a terrific offer because it's
inexpensive to produce but has a high perceived
value.)

 Make it easy and non-threatening for your
prospects to get further information and to leave
their name and address to get this information

e Incorporate mechanisms (i.e. ID#) that make
your ads trackable and testable.

The psychology behind how and why each of the 3-
prongs of my marketing arsenal works is both
fascinating and important for you to understand.
First, I'll review my S-0-L-D formula which gives you
a blueprint for effective emotional direct response
advertising, and then I'll look briefly at each of the 3
advertising prongs.
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The S-0-L-D Formula For Effective Emotional

Direct Response Advertising

You don't need a writing or advertising degree to be
good at creating these ads. All you have to do is
follow the formula, and the formula is:

S-0O-L-D

| created this acronym because it parallels the
ultimate result you're looking for your day-to-day
business. The simple measure of success or failure in
your work selling houses is whether you manage to
get a SOLD sign put up. If you do, you were
successful. If this doesn't happen, you failed.

Well, it's the same with your advertising. The
formula for success is in these four letters: $-0-L-D.
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STOP THEM IN THEIR TRACKS (The Headline)
How | Compel Hundreds of

Ready-to-Act Buyers and Sellers to

Call Me and How You Can Do the Same

The first thing prospects see is your headline. Your
headline is the ad for the ad. Your headline must
STOP prospects in their tracks. Remember, you've
only got about 2 seconds to accomplish this, less
time than it took you to read this sentence. If you fail
to do this, your prospect will merely turn the page,
and it will be just as if your ad wasn't there at all.
Running an ad without a headline is like going
fishing without a lure. In fact, according to
advertising guru David Ogilvy, "on average, five
times as many people read headlines as read the
body copy." Research proves that 80-90% of the
success of any ad is a direct result of how well the
headline gets attention.

Your headline must grab your prospect by the
throat. It must be selective, precise, motivating,
attention-getting, big picture, full of benefits. You'll
probably want to write 10 or so headlines first before
you decide on which one you will use.
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There are 4 qualities that good headlines may
possess. They are:

Self Interest

News

Curiosity
Quick, Easy Way

OPERATE ON THEIR SELF-INTEREST AND DESIRES
(Make it Compelling)

If you managed to sneak your headline past their
advertising radar in your 2-second window, you got
5 seconds more to keep it up. Your headline is
simply the door opener. Make it specifically and
abundantly clear that you're talking about
something that will directly benefit prospects in
some way. Appeal to their self-interest, wants and
desires.

And remember, people don't buy products, they buy
advantages. They don't listen to selling points they
listen to buying points. They don't care about
features, they care about benefits. so talk about
these benefits.
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Let me repeat this important point:

People Buy Benefits, NOT Features

So instead of saying "Down filled", say "Twice the
warmth at half the weight". Instead of saying "Gas
Shock Absorbers", say "Smoother Ride". Instead of
saying "Top Producer" say "Sell Faster and for More
Money".

Remember, the only things we really need in life are
air, water, food and sleep. We don't need a new car
or home or vacation, but we may want these things
passionately.

Logic has nothing to do with it. Emotion has
everything to do with it. Deepen their interest. Make
it impossible for them to pass you by. Spell out their
specific wants and then explain in simple, factual
language how your product or service fills those
needs.
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LURE THEM WITH A STORY ABOUT SOMETHING
THEY WANT (Your Offer)

Always remember that you're only talking to one
person and one person only. The person reading
your ad.

After the first 7 seconds, your job is now to earn their
continued attention. Don't be afraid of making your
ad too long. Make it as long as it needs to be - but no
longer. People will read what interests them, so tell a
complete and interesting story. But don't pad it
unnecessarily.

Remember... People Will Not Allow You to Bore
Them... Woo Them... Romance Them... Get Them to
See Themselves in Your Copy... Talk to them as if
they were your friend. Your close friend.

You should view your ad as a conversation - a very
personal conversation - with this close friend. By the
end of this conversation, this person should be on
your side because ... You Should Have Connected
with Them
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You should have spoken to their heart in deep
enough terms that they will want what you have to
offer. (And remember, in real estate, it's a multi-step
process. One ad probably won't make them hire you,
but it should make them call you for the information

- the soft, non-threatening offer - you've made
them).

Make sure you:

« State what you're offering early on in the copy

» Make it easy for skimmers to get the essence of
your story by using effective heads and subheads

» Use of bullets, underlining and bold type also
make it easier to navigate

NEVER assume knowledge. You know your business
inside-out, but your prospects don't. ALWAYS state
the obvious.

DELIVER THEM TO DO YOUR DOOR (Call to
Action)

Ask them to do something. Demand action. And
make it easy for them to comply. Ask them to visit
your website, or pick up the phone and request a
FREE special report on the thing their heart desires.
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Give them an easy, non-threatening method to
obtain what they want. Tell them they don't have to
talk with anybody. Tell them it will be sent to them,
with no obligation, free of charge.

In other words, state as precisely and clearly as
possible what you want them to do (you'll find that
people will do what you tell them to do if you make

it easy). Motivate them into action. Create a sense of
urgency with a special incentive or a bonus. Tell
them exactly what steps to take: Order Today... ,
Respond By... , Send For Your Free... , Pick Up the
Phone and Call Immediately...

CLASSIFIED ADS

I've talked to you about the value of making an
information offer to your prospects. Now, in actual
fact, most of you are probably making some kind of
"information" offer to your prospects that falls under
the realm of Direct-Response Advertising without
even knowing it.

You see, direct-response advertising as an art form is

far from new. Real estate agents have been using
direct-response advertising for 100 years.
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After all, what else is a classified house ad but a
direct-response ad? When you run an ad for one of
your listings, you don't really expect the prospect
who calls in to buy the house in the ad, do you.

One of the biggest mistakes many agents make is
trying to sell the house in the ad when this is almost
an impossible goal.) 99% of the time, you don't sell
the house you advertised, but you DO get prospects
to raise their hands, don't you?

Almost all real estate agents run classified house
ads, but few realize what a powerful tool a classified
ad can be when it's crafted properly. The failure in
the real estate industry is not recognizing that some
kinds of ads work better than others. The problem
with running traditional house ads is that if none of
your listings interests Mr. or Mrs. Home Seller, they
won't call you. It's hit and miss. That's why your offer
has to have a more universal appeal to this highly
targeted group of consumers.

The fact of the matter is, classified ads are the most

effective (and least expensive) way | know of to find
NOW business.
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With my classified ads, I'm able to attract prospects
who have already gone through steps 1 and 2 of the
purchase process (i.e. they've discovered their need
and decided to do something about it), and are now
considering their options in order to make a choice.

Editorial-style ads are crafted to fly under your
prospects' advertising radar in order to attract future
business. Most of the prospects you attract with your
editorial-style ads will be thinking about moving and
looking for information about moving. Now, of
course, a classified ad is very different. To begin with,
most of these prospects have already made the
decision that they are moving soon, and they are
reading the classified ads to "shop" for a home (as
mentioned earlier, they have already taken the first
two steps of the purchase process and are now at
the point of considering their options in order to
make a choice.)
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As a general rule, then, these prospects are further
along in the thought process about moving, and are
now in the doing stage. They're starting to carry out
their plan.

(I said as a "general rule", because certainly some of
the prospects reading the classifieds are also longer
term prospects - renters who perhaps want to buy a
home, but don't think they can afford one yet. They
scan the classifieds with their eye and their dreams
on the future. This is an important group which we'll
talk about later in the program.)

While the majority of the prospects reading the

classifieds will be buyers, many of these buyers will
also have homes to sell.
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I'll show you how to attract BOTH buyers and sellers
with this medium. But an important point to make
here is that it is much easier to attract buyers than it
is to attract sellers, and there are two reasons for
this:

« |f people have a home to sell, in most cases they
will want to scout out what's available for
purchase before they take the major step of
listing their home for sale. Therefore, advertising
which attracts buyers is a smart way of finding
prospects who may also be sellers.

e Most agents grow up in this industry thinking
that listings are the most important part of the
business, and people know that real estate
agents are hungry for listings. As a result, if they
respond to an ad as a seller, they know that
they'll be hounded by dozens of agents all
looking for their business.

In other words, it's much easier to get prospects to
call you as a buyer than as a seller.
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Your Classified Ads Must Fly INTO Their
Advertising Radar

As mentioned, another major difference between
classified ads and editorial-style ads is that you won't
have to take any steps to fly under the prospect's
advertising radar with your classified ads, because
these prospects already know they are reading
advertisements. The classified section, by definition,
is 100% advertisements, so rather than trying NOT to
look like an ad, your focus here is to understand how
to jump off a page which is filled with

advertisements from agents just like you who are all
trying to get the same prospects' attention. Rather
than flying under their advertising radar, with your
classified ads, you must instead fly straight into their
line of radar and make sure you're seen.

Contrary to what you might think, the answer to
how you do this has little to do with having a bigger
ad, a more colorful ad, or the inclusion of a photo. In
fact, it has very little to do with how your ad looks.
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EDITORIAL-STYLE ADS

Editorial-style ads are exactly what their name
implies: i.e. they're ads which look like newspaper
editorial. | place them in the middle of other real
newspaper editorial in an attempt to fly under
prospects' advertising radar and catch the attention
of those who are very early in the purchase process
and get them to call me. They cost more than
classified ads, but they also do a different kind of job.

The key with this type of ad is that I'm trying to fill
my pipeline with FUTURE business by attracting
prospects before they even really know themselves
that they're really in the market - when their
thoughts of buying or selling are just beginning.
How do | do this?

Well, | get them to tell me, and you'll do the same.
You offer them something they want... free
information... this compels them to contact you.

Specifically, you make a risk-free offer to these
people which offers to give them answers to the
questions that are just beginning to form in their
minds. But you have to be there early if you want to
gain the competitive edge.
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Many of them will be so early in the process that
they are really just discovering that they have a
need. In fact, your "editorial" may even be the piece
of the puzzle which causes them to understand and
articulate for the first time that they have this need.
These people are sellers and buyers who have
probably not yet (but will soon) formed an alliance
with an agent. These are the prospects who will flow
through your pipeline and may not emerge out the
other end for months or even a year, but once the
flow-through effect starts to kick in, the amount of
business that pours out the funnel is double or triple
or more what it would be if you only ran classified
ads. As with classified ads, editorial-style ads will not
build top-of-mind consciousness for you, but they
will cause prospects to call you, and you will have
plenty of opportunity in your follow-up process to
build a relationship so they will end up choosing you
to represent them.
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USP ADVERTISING

USP Ads may not seem to be as effective as
classified ads and editorial-style ads at generating
leads {although it can do this job too), and USP
advertising is generally more expensive than these
other types of advertising, but it is highly effective at
generating top-of-mind consciousness and
changing prospects' perceptions. This is important if
you want to build a long-term business, and I'll tell
you why. If all you do is classified and editorial-style
advertising to attract your prospects, you will always
have a further job to do to convince them that they
should choose you over other agents they may be
talking with. With USP advertising, however, you can
create meaningful top-of-mind consciousness

which has some longevity in the marketplace.

Let's break that term -- "meaningful top-of-mind
consciousness" -- into two parts. One part is the
issue of awareness -- how aware people are that you
exist.

153



One of the marketing guru's put it this way. If a
door-to-door salesman came to your door selling
computers and presented you with two brands for
the same price with exactly the same features but
one was an IBM and one was a brand you'd never
heard of before, in most cases, everything else being
equal, you would buy the IBM. Why? Because you've
heard of IBM, and your neighbors and relatives and
friends have heard of IBM. IBM has publicly
demonstrated an expertise in the computer industry
that most people believe and accept. They have a
good reputation for helping people in a meaningful
way with their computer problems. Even if the
unknown brand is exactly the same as the IBM, odds
are people will choose the IBM because there's not
as much risk associated with this purchase. People
don't like risk.

But awareness on its own is not nearly enough to
win a prospect's business. There are plenty of other
agents in my town who have a high profile, but | still
do better in my marketplace than they do. Why?
Because I'm much more than just a well-known face
to the people in my town.
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Instead of just creating awareness as some others
have done, I've linked that awareness with some
very powerful, compelling and meaningful points of
difference or USPs. Where other agents are saying
"Why Not Give Us a Call" or "Top Producer”, I'm
telling prospects that I'll buy their home. This is a big
difference. A big fancy image may create top-of-
mind consciousness, but without compelling
consumer benefits attached to this consciousness,
it's unlikely you'll get many calls.

SUMMARY

To summarize, the purpose of your classified and
editorial-style direct response ads is to get prospects
to call you. 80% of the business you generate from
classified ads will be NOW business. This equation is
reversed for editorial-style ads where 80% will
represent FUTURE business.

USP advertising should also generate calls for you.
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Although USP ads will probably only represent 5-10%
of the calls you receive on a daily basis, they also
have a larger function which is to change customer
perceptions about you and create meaningful and
relevant top-of-mind consciousness for your services
(i.e. demonstrate clearly why prospects should
choose you over all other agents.) Importantly, this
will impact how well you are received when you
commence follow-up with prospects.

When | run an editorial-style ad which offers free
information about how to avoid 7 costly mistakes
when selling, prospects not only raise their hands,
but they also view me as an Information Provider
and NOT a salesperson. This is a very important
distinction.

When | run a classified ad for one of my listings, |
may create some interest in my client's property, but
the main reason | run this ad is not to try to sell the
house in the ad (in fact, as you'll see, it's nearly
impossible to sell the house in an ad) - the only
reason | run this ad is to get prospects to call me.
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In both cases I'm offering prospects information
about something they want (e.g. tips on selling, or
information about a specific property) and
strategically positioning my ad to either fly under
their radar (in the case of my editorial-style ads) or
right in the face of their advertising radar (in the
case of my classified and USP ads). In both cases, I'm
making it easy and non -threatening for them to get
this information (by directing them either to my
website or to my toll-free hotline, and | tell them in
the ad that this is where they can access the
information without having to speak to a
salesperson.) so that they do exactly what | want
them to do which is to call the number | give them
and leave their name and address.

Once they do this, | have another qualified name in
my ARPS pipeline, and this is the way the system
works. And the system will work if you follow the
rules.

What this all means is the following. Ultimately, you
should be doing all three kinds of advertising (and
some of the other kinds which fall into one of more
of these categories), but the speed with which
you're able to incorporate all three may vary
depending on your circumstances.

157



Classified Ads are the foundation from where our
leads are generated. They are the least expensive,
yet most effective way of driving prospects to your
website or hotline. The versatility of classified ads is
another reason why they are so effective, and why
we suggest you make these the foundation of your
lead generation system. Rather than only running
classified ads in your local newspaper, dozens, or
even hundreds of leads can be generated online
from online sources such as:

Google Pay Per Click
Craig's List

Postlets

[
e

All of which are highly effective, yet inexpensive.
Editorial style ads and USP ads have a role in your
marketing system, but only once a foundation has
been laid with the classified offers.
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Chapter 5

The Lead Flow Chart

by Todd Walters

The Highly Profitable Real Estate Sales Team Lead
Flow System

ou should have read in previous chapters that the
way you grow your real estate business is by having
an overflow of it. Whether doing 50 transactions or
500, you must have an overflow of buyers and/or
sellers to do more business. More business than YOU
or your present team members can handle means
you have the opportunity to grow your business.

Let's assume you have some great buyer and seller
lead generation systems in place. You have GOOD
leads to follow up with. More than you can get to, so
you have hired outside sales agents to help you
handle the overflow. After some time doing this, you
and your OSA's are super busy and leads begin to
fall through the cracks, so you hire more OSA's, but
then you realize the one thing that Craig Proctor
discovered years ago: that OSA's want
appointments, not leads.
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You discover they have been cherry-picking the easy
leads while failing to follow up with the longer-term
prospects, costing you a lot of business.

This is why Craig created the Follow-Up Call
Coordinator. Later renamed "Inside Sales Agent".

| remember way back in the mid 90's getting some
awesome ads from Craig called "editorial ads". These
ads look like news and ran in the general news
section of the local community newspapers. They
were and still are amazing lead generators for

getting seller prospects.

Here is one of Craig's Editorial Ads. Notice the ad

offers the prospect a FREE REPORT by calling the
info line or going to a special website to get it.
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(EXHIBIT A: Sample Editorial Ad)

27 Quick and Easy Fix Ups to
Sell Your Home Fast and for Top Dollar

Newmarket - Because your home
may well be your largest asset,
selling it is probably one of the most
important decisions in your life. And
once you have made that decision,
you;ll want to sell your home for the
highest price in the shortest time
possible without compromising your
sanity. Before you place your home
on the market, here's a w ay to help
you to be as prepared as possible.

To assist homesellers, a new
industry report has just been
released called "27 Valuable Tips
That You Should Know to Get Your

Home Sold Fast and for Top Dollar".

It tackles the important issues you
need to know to make your home
competitive in today's tough,
aggressive marketplace.

Through these 27 tips you will
discover how to protect and
capitalize on your most important
investment, reduce stress, be in
control or your situation, and make
the best profit possible.

In this report you'll discover how to
avoid financial disappointment or
worse, a financial disaster when
selling your home. Using a common-
sense approach, you will get the
straight facts about what can make
or break the sale of your home.

You owe it to yourself to learn how
these important tips will give you the
competitive edge to get your home
sold fast and for the most amount of
money.

Order your free report today. To
order a FREE Special Report, visit
www.UniqueDomainName.com or
to hear a brief recorder message
about how to order your FREE copy
of this report call toll-free 1-800-000-
0000 and enter 1023. You can call
any time, 24 hours a day, 7 days a
week.

Get your free special report NOW.

This report is courtesy of Your Request identification. Not intended to solicit buyers or sellers currently
under contract. Copyright © 2015

Anyone considering making a move, reading
through the front part of the newspaper, this ad
would stop them in their tracks. They would read it
and many would follow through on the offer for the
free report. And when | say many, | mean many. So
many, in fact, that it created an overflow of seller
prospects. This ad would get now business and it
would get future business.
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Yes, that means some were ready to discuss selling,
while others were longer-term prospects. And this
would prove to be a problem IF giving the leads
directly to Outside Sales Agents.

Again, Agents want appointments more than leads,
so overall, we discovered that it was a better
business practice to sort out the longer-term leads
and give those to ISA's and for those that were ready
to buy now or sell now, those we could give directly
to outside sales agents.

So, let me clear this up for you. With our great lead-
generating systems, we got leads that were ready to
act now AND we got leads that wanted to make a
move in a longer time frame. AND when our outside
sales agents' plates got full, they would no longer do
a good job of following up with the leads that
required follow-up. Because of this, Craig created
the Lead Flow System. The Lead Flow Chart (Seen
here on exhibit B) attached here is a good
representation of how all of this worked.

This system for handling the leads was/is brilliant

AND is the best system for highly profitable real
estate sales teams.
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With that, let me walk you through this Lead Flow
Chart.

Here's how it works. Firstly, the prospects contact us

through our reverse marketing systems. That means

with our unique marketing and advertising; we

stop the prospects in their tracks; they raise their

hand and identify themselves as a prospect. They
contacted us. That's right, all of our prospects call
us; we don't do any cold-calling, door knocking, or
manual grunt prospecting. All of the prospects that

we generate contact us. (See the editorial ad exhibit

A as just one example).

Now, that's the first step.

Next, our administrative team leader pulls all the

leads off of our various lead capture systems and all

the data is input immediately into our contact
management system. Our leads manager then

distributes the leads with the best inside sales

agents and the best outside sales agents getting
the best leads. With many of the online
marketing systems, the lead would come in and
go straight to the Inside Sales Agent, thanks to
automation.
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An inside sales agent on our team, assigned to the
lead, gives the prospect a call, following up with
them. That's the first point of contact.

At this first point of contact, the inside sales agent
determines that either more follow-up is required
before booking the appointment, or the lead is

dropped because the quality of the lead is too low,

or we book an appointment. Since we generate
many ready-to-act prospect leads, getting an
appointment is most likely. We then assign the
appointment to the best outside sales agent. Then,

of course, the outside sales agent goes on the
appointment.

After the outside sales agent reviews with the
prospect our Exclusive seller or Buyer presentation -
depending on the need, they are going to sign an
agreement with either a listing or buyer contract.
The prospect may do a post-dated agreement if
they are not quite ready at that time, but we will
continue to follow up with them to make sure we

are on track to proceed when the time is right.

If the prospect is more than two weeks out, then
they are kicked back over to our inside sales agent
for follow up and the process starts all over again.
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You can see from the Lead Flow Chart (exhibit B)

how the outside sales agent on our award winning
real estate sales team gets a steady stream of the
best and most motivated quality buyers and
sellers. They are not spending time chasing
prospects around town who are not interested in

talking or are not ready to move.

With this system, all of the leads are followed up
with and opportunities are maximized.
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(EXHIBIT B)
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Chapter 6

Steal Lesser Agents’ Listings

by Todd Walters

Breakthrough Report Uncovers Evidence of a
Sinister Conspiracy to Steal Lesser Agents Listings
Before They Ever Even Get Them!

Inside This Chapter You Will Find...

When You Apply the Concept of Leverage, Your
Real Estate Business Actually Becomes a Business
(meaning It works without you)!

Why Direct Response Marketing is the Fastest

Way to MORE Quality Buyer and Seller Leads and
Some Cool Examples!

Hey - If You Can’'t Measure It, Don't Do It!

And... MORE Lessons Learned from a Billion-Dollar
Agent
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WARNING:
These agents are out to steal your business, and
you don't even know it...

So what in the world am | talking about, who are the
thieves? Well, it would be agents like ME! | will take
your business if you don't watch out. Or better yet,
agents like me, Craig Proctor, Marnie Bennett,
Nathan Clark, Francois Mackay, Francis Lavoie, Carol
Royce, Jay Macklin and others you will hear from in
the pages of this book.

Here's what's interesting: we don't even know WHO
we are taking it from. Only that some poor, lesser
agent out there, will never see the listing we just
took.

| say lesser because they just don't really know what
works, or better yet, what business they are really,
really in (poor because they don't sell very many

homes).

What did you get into the real estate business for?
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Well, if you are like most agents, you got into it to
make more money and have more free time. Many
quickly find out that you don't make much money

and so much for free time. 80% or more of all agents
exit the business shortly after getting in. Moreover,
95% of all agents make less than $100,000 a year and
98% or so make under $250,000 a year.

| remember speaking in front of a large gathering of
agents and saying that 95% of all real estate agents
are WRONG about making real money in this
business. | got some sneers and some silent boos,
but that's only because | called some of them out. To
move forward, you must recognize where you are
and understand that to get a different result, you
must do things differently.

So before | get to what | opened with and detail the
warning about losing business, you don't even know
you are losing; let's talk about something very
important to those who want to take their business
to the next level. That would be - leverage.

171



Leverage is the power to maximize results with the
least amount of energy, time, and money. One sales
trainer guru (several for that matter) advocates
sitting down, picking up the phone, and cold-calling
prospects. That means You are doing one task at
that moment that offers NO leverage. But, if | hired 3
telemarketers to call expireds and FSBOs - all at the
same time - | have now leveraged that task, and |
personally can work on something else. | am not
advocating running out and hiring telemarketers to
call Expireds; quite the contrary- | am just making a
point about leverage that | knew you would
understand.

How | would handle this task is actually quite
different. | would most likely direct mail ALL of the
expireds and FSBQO's a Direct Response Marketing
Sales Letter that would have a large percentage of
those prospects CALL me instead of me chasing
them. A few hours of my time invested in writing
and testing the sales letter and then DONE. | can
send hundreds, even thousands out with a
predictable result. | can even have this done while |
fly fish or watch my oldest daughter's softball game
or my youngest daughter's tennis match.
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And if | am really good, | can leverage the sales
letter. My offer can address those who are ready to
talk to me now to call me direct and for those that
are not quite ready or skeptical, | can offer them to
call an info line and hear a recorded message about
the inner workings of my special offers in the sales
letter, or have them visit a landing page and order a
free report that details my offer- and then decide
whether it's right for them.

Here is another example of leverage. When | first
began generating seller leads through the killer
marketing | was learning from Craig Proctor, many
of the seller prospects were NOT my buddies or
referrals from buddies. They had no clue who | was
or what | could do for them. So, my call-back script
was important.

Let's look at this ad example:
How to Sell Your Home Without an Agent, Free
Report Reveals what you need to know to sell

your home yourself and save the commission. Call
1-800-000-0000 ID 0000# (talk to no agent).
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Of course, this ad generated quite a number of leads
and prospects wanting the report. But are they
expecting MY call? No. So, my call-back script had to
acknowledge who | was and why | was calling them
first.

Hello Mr. Smith, This is Todd Walters With Todd
Walters Real Estate. | received your request for
the Sell with No Agent Report and we have sent
that on over to you.

Is that OK?

The seller obviously says yes, that's fine - thus
allowing me an opportunity to ask a few more
questions and make them an offer they can't refuse.
| am simply leveraging the law of reciprocity.
(Incidentally, the above opening is the beginning of
our Universal Follow-Up Script that we teach
members in our coaching programs).

BUT - remember, this seller and | have NO
relationship. They have agreed to let me come over
after they said yes to my offer, but now | may have to
work hard at selling them on listing with me. So, to
combat that, | would send the seller a pre-selling
package called The Ultimate Converter as well as
The Bomb.
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(The Ultimate Converter is an online pre-selling
system we developed exclusively for our members
and the Bomb is the Offline Pre-selling Shock and
Awe system sent ahead of any listing appointments
to turn the seller into a come list me).

This allowed me to leverage the opportunity to pre-
sell the seller on listing with me. This way, when |
showed up - they were much more likely to list with
me AND at the right price AND at MY fee.

| may have gotten the listing without sending The
Ultimate Converter, -but getting my listing price and
my fee - would be more difficult without pre-selling
the seller on the benefits of doing business with me,
trusting me and my experience(s). And, of course, if
the seller does opt to interview other agents, it's
unlikely they will be able to compete with me now.
The value presented is just too good, even if | am 1-
2% more. They believe that they will GET more with
me, and statistics bear that out.
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Direct Response Marketing is the Only Marketing
If You Want to Be a Millionaire Agent!

You may not have any desire to be a 7 figure income
agent. That's ok, but you still want sellers and buyers
- so if Direct Response Marketing works for the TOP

agents, it will work for you. We are experts of direct-

response marketing. One reason, among many, that
we like it is because it is measurable.

Here is a simple example of direct-response
(emotional response) marketing

When you list two homes - you have the same for
sale sign in front of both. But | bet you that one
house gets more calls than the other. Why is that?
RIGHT, one of the homes is more desirable. The
buyer drives by, the house stops him in his tracks,
and the buyer calls you to get more. The buyer's
EMOTIONS took over because the house spoke to
him.

Your ads can work the same way. But most agent's
ads aren't very good. They try to be all things to all
people, and as Craig taught me, that will dilute your
effectiveness.
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| remember being faced with a dire predicament
several years ago. There were TOO many listings that
were not selling. More and more foreclosures were
stealing my buyers. Buyers drove past my well-

priced listings and decided to view the foreclosure
down the road, which many times was listed at a
higher price. | concluded because the home said
FORECLOSURE on the sign or somewhere.

So | invented a system called RBID to draw attention
to my listings, creating a perception that my listings
must be some kind of third-party sell. When in fact,
RBID was simply a website for the property and the
buyer to bid on it. A name, "RBID", did the work of
emotionally stopping the buyer in his tracks and
compelling action - hence direct response.
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Here is a screenshot of the RBID sign that worked
like Magic. The phone numbers in this sign have
been changed, as well as the URL, but you get the
picture as an example.

Public Notice
RBID Home For Sale
Free 24 Hour

Talking House Info at
1-888-883-5616 ID 447
or visit
www.R-Bid.net

The Public Notice STOPS buyers in their tracks -the
RBID HOME automatically creates a 3rd party
perception of sell and the offer for FREE 24 Hours.
Info creates a direct response. NOWHERE does it say,
"HEY, Call Me the Real Estate Agent so | can Sell You
Something..." Quite the opposite. Direct Response
Marketing focuses on the Prospect, NOT necessarily
the agent.
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Measure to Gain

One of the other cool things | learned from Craig
Proctor was how to measure results. This is a game-
changer for your business if you will DO IT. Most
agents remain poor (below the poverty line), selling 1,
2, or 3 homes a year (not my numbers, IMS numbers,
SO- 55% of all agents who sell a house sell 1, 2, or 3
houses a year max) because they are unwilling to do
things necessary to be successful. One such thing is
measuring results.

To jump forward, if you can't measure it, do not do it.
Everything in your business is measurable if you
want it to be. | will ask Platinum Members what their
#1 Lead Generator is and some will tell me, "l
generated 400 leads from pay-per-click last
month..." My next question is, what is your number
one Closing Generator? The answers to these
questions reveal two important things. Is their
biggest lead generator generating the best quality
leads and are they redirecting resources to that
which is providing their best leads? Where Closings
specifically come from is the key to being more
profitable.
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The reason to track and measure is obvious: so
you will know what to spend MORE time and
money on and what to spend less time and money

on. Some agents tell me that they get more closings

from referrals, despite their heavy expense in pay-
per-click - but yet they don't have a referral

marketing system in place. It seems to me that they
should spend less on pay-per-click and more on

referral marketing.

Here is a good story: Platinum member Tim J. does
a great job of getting must-sell sellers referred over

to him because he did a good job for a handful of
people at his Church in getting their upside-down

home sold.

That went viral, and word spread. So, he continued
for a while to get a steady stream of referrals from
his church. But he never really marketed for them. |
suggested he go to his pastor, let him know what he
was doing and how some in the congregation had
benefited and offer to do a seminar for anyone in the
church that wanted to come, show them how he
could help them get out from underneath the
pressing home mortgage and get a fresh start.
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After a couple of seminars, he was group listing 5-
10 sellers at each event. | then suggested he

implement a REFER-A-FRIEND system leveraging

the Church Seminar, the "Churched" bringing along

the "Unchurched" to the seminar. Good for the

church, really good for Tim. From that he created his
Mortgage Maze seminars with expectations of $1

Million that year.

Tim also does a fair amount of marketing for other
must-sell sellers, including advertising on the radio
and on TV, as well as direct mail. Each one of those
ads in those channels says the same thing - but the
call to action is different. The radio may say go to
www com, the TV www ..... net, and the direct mail
www....info - all landing on the same web page, but
he is able to track his response based on different
URL's. As a result, he quit doing the radio and
television for his mortgage maze seminar and put
that money into other, more profitable channels. If

he was not tracking it, he would not know where to
spend money, only conclude that expenses were too
high and possibly stop the seminar altogether.
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I have seen many agents go broke with a lot of
leads, but | never have seen an agent go broke
with a lot of appointments. Those who grow a
business around appointments - seller

appointments and buyer appointments - track what
produces leads that lead to appointments.

Those who are just after leads and more or less
delegate the leads to outside sales agents - struggle
with profitability or what to spend money on
because they are not sure what is working or where
the sales are actually originating from.

If | could wish one thing on a brand new agent just
starting out, it would be to learn this lesson of
tracking and measuring and put it to work
immediately. To know where every lead came from,
where appointments came from and when running
a sales report, know where each sale originated
from. Show me an agent doing that, and | will show
you one that is very profitable.
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Assumptive Closing Systems that Compel Sellers
to List With You!

| was looking at an ad from an agent the other day
that was pretty good. It said:

Your Home Sold or I'll Buy It Myself!
000-000-0000 or www...... com

It's a pretty bold statement but terrible call to action.
The agent is assuming sellers will see it, assuming
sellers will be so taken back by the offer that they
will call or go to the website. So, the ad falls short.
Way short.

We know that sellers are already skeptical of agents.
But obviously, this agent is different than others, just
based on his statement. But now what? What do
you WANT the seller to do? If you want them to call,
then tell them call and what will happen when they
do - same with the website, what will | see or get
when | go there.
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So the ad better written would be:

Your Home Sold Guaranteed or I'll Buy It at a Price
Agreeable to You*

To Find Our How Much You Can Sell Your Home
for and How Long it Will Take Call Todd at 000-
000-0000.

If you are not quite ready to talk to Todd directly,
request a Free special report detailing the exclusive
Guaranteed Sale Program at www....com
Don’'t fall short on your marketing, clearly state:
 Here's What I've Got for You
» Here's What it Will do For You

e Here's What | Want You to do Next

We like to say that a confused mind does nothing.
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Chapter 7

How to Recruit, Hire, and Train Your Team

By Craig Proctor

How to Recruit Hire and Train for
Your Highly Profitable Real Estate Sales Team

BACKGROUND

Even if you are not yet financially at the point of
being able to afford an assistant, this is a very
important topic for you to be thinking about and
planning carefully now. The fact is, every one-man or
one-woman show is just a business waiting to
happen if you're proactive enough to work on your
business to make it happen. If you don't take the
time to think about your business; if you spend all
your time just doing your business (i.e. working in
your business but not on it); you will never get out of
the grind you're in. You will forever put in 80-90-100
hours or more per week (until you burn out), and
you'll get stuck at a certain level of production that
you won't be able to get beyond because you are
physically stretched to the limit. Just as bad the
service you give your clients will suffer.
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Other People Can Extend Your Capabilities

The right people in the right place at the right time
can make things possible. They can extend the
capabilities of your business a hundred-fold or more.
The key is to develop a system to ensure that you
find the right people, place them correctly, and
motivate them relevantly.

BUT, Your Business Must NOT Be People-
Dependent

You may be surprised to learn that the place to start
is not with the people themselves. Far from it. While
your employees are important individuals on their
own, from the standpoint of your business, you must
view your Team Members as expendable resources.
You see, if your employees weren't replaceable, that
would mean that your business depended upon the
people you hired -- in other words, that your
business was people-dependent.

To understand how dangerous this would be, think

about what would happen if you ran a business that
was people-dependent and one of your employees

became sick and had to take a month or more off.
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What if an employee became disgruntled and left
for another job or, worse, didn't leave, and ended up
slowing down and poisoning the process. What
would happen to your business in these situations?

The Whole is Greater Than the Sum of the Parts

Now this doesn't mean that the specific individuals
you hire are unimportant or that you have a right to
treat them poorly or unfairly or with disrespect. It
doesn't mean that you should fail to recognize their
unique abilities and use these abilities to enhance
both their lives and your business. In fact, in my
experience, when | recognize and value excellence
in my team members, it makes them want to do
more for me because they feel acknowledged. They
feel acknowledged, and they also feel that they are
part of something bigger than themselves. This is
the key benefit of a well-functioning "team" -- that is,
that the whole is greater than the sum of the parts.
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So, while the people you hire to join your team are
individually important, and while you should
welcome and encourage their unique talents and
efforts, you MUST NOT become dependent on their
special qualities. If you do, you give these team
members permission to hold your business hostage.
If a team member feels he can threaten your
business by withdrawing his or her abilities, you
have a problem. You can't leave it up to your team
members to invent their jobs and thus your
business. A growing business can be crippled by
ultimatums such as "give me more money or I'll
quit."

Your Business Must Be Position-Driven NOT
People-Dependent

Instead, you must do the inventing, and you must

do it before you get help. You must first conceive the
position so that your business is position-driven
(NOT people-dependent). Then you must have a
foolproof plan in place to put a competent person to
work in this position, and ensure that you have a
system to train, motivate and measure them.
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You see, just as you have a duplicatable system for
selling a house (post it on MLS, put up a For Sale
sign, source leads through your ARPS, etc. etc.), so
you need a duplicatable system to build your team.
You must begin by recognizing that there are four
distinct stages in the process:

recruiting
hiring

training

managing

Each stage has its own rules and principles, and | will
discuss each of these stages separately.

Most agents do NOT have a system for getting
help. The first thing that most agents do when they
realize that they need help in the form of an

assistant is to run out and hire someone - anyone --

to take some of the pressure off. In actuality, this is

the last thing you should do, but like most agents,

this is the mistake | made myself.
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| Was Quickly Burning Out

When | hired my first assistant, | honestly didn't have
a clue what to tell her to do (although | sure kept her
busy). | had no organization chart or job description
in my head. | just knew | was quickly burning out
and needed to share the load with someone. This is
very typical of what happens when most agents
decide to get help. Even though this wasn't the

most effective way to structure my business, it was
better than the alternatives which were to either:

 try to do it all myself, refuse to let any detail slip,
and burn myself out in the process, or

« try to do it all myself, allow some details to slip,
and put up with a reality of disgruntled clients
and lost prospects

My first assistant found 17 commission cheques
shoved in a drawer that | hadn't had time to deposit.
Lucky for me, that one simple act on her part more
than paid for her salary. Most of you won't be so
lucky. The most common problem | hear from
agents is that they can't get their assistants to do
what they want and, as a result, both their money
and time is wasted on someone who is
unproductive.
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| usually counter to these agents: "Well, what did you
WANT your assistant to do?" It sounds like a simple
enough question, but it's a thought process very few
have gone through, and if you fail to take this
important first step, you're almost surely destined

for failure with the people you hire.

How Can Your Assistants Do What You Want
if You Don't Know What You Want Them to Do?

If you don't have a crystal clear picture of what you
want this person to do, how on earth could they
have an accurate picture. How can they possibly
fulfill your expectations if you don't really know what
your expectations are?

| Was a Pretty Competent Juggler, But | Was Also
Human

In truth, | didn't have any specific expectations of my
first assistant. Instead, | just had this vague hope
that she would see the balls | fumbled and catch
them before they hit the ground.
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| was a pretty competent juggler, but | was also
human, and | really needed someone to catch the
overflow because my Automatic Reverse
Prospecting System was so effective that | had more
business than | alone could handle.

Simply Plugging the Holes is NOT the Same as
Planning for the Future

| see now how inefficient these early stages were,
but on the plus side, it did initially ease some of the
intense pressure | was feeling and allowed me to
pause long enough to realize that this was, at best, a
way of plugging the holes, but it wasn't a solution
that could carry me into a successful future.

The point is, you MUST be very clear about your
expectations -- you must know specifically what it is
that you want your new team member{s) to do. As
overworked and overwhelmed as you're feeling (as |
was feeling) at the point when you're looking for
help, you will compromise the growth of your
business from the outset if you haven't taken the
time to really understand and map this out.
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This may sound like an obvious point, but even the
most disciplined among us can fall into the trap of
trying to take a shortcut when we're feeling a little
stressed and desperate. Actually, it's not just the
issue of shortcuts and stress intervening and
clouding the issue. Sometimes it's an issue of not
really knowing what we want someone to do. In my
situation, | viewed my job as one big job where
everything had to get done. | never thought of it as
having several distinct and specific segments to it.

When | began to understand this through my
extensive study, it became obvious. But at the time, |
just felt stretched and needed someone to help hold
me together.

In retrospect, | was very fortunate to be able to
overcome my short-sighted disorganization. | was
only able to do so by still carrying a superhuman
load (a load you may well be carrying yourself right
now.) | found that once I'd hired my first assistant, |
actually didn't work any less hours. Instead, | filled
the time she freed up to work on my business.
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| read the E-Myth by Michael Gerber cover to cover
several times (and I'd recommend you do the same

thing if you haven't already done so. It's one of the

best business books I've read on business systems.)

With long hours, hard work and the insight I'd

gained through my experience and study, | came

up with a 9-Step System (which I'll explain
shortly) which you must follow before you even
think about placing a recruitment ad.

A Team, as defined in my system, is very different
from the way traditional real estate companies
operate. Rather than a collection of individual
agents each working toward separate goals, my
Team is a unified group of "specialists" all working
toward a common goal.
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How Most Agents

My TEAM System

Operate




WHAT IS A Rainmaker

In a minute, I'm going to refer to the term
"rainmaker ". Let me clarify what | mean by this
term.

In simplest terms, the rainmaker of your business is
you -- the one who has the entrepreneurial spirit"
and decided to turn your job into a business. As you
can see from the organizational chart, the rainmaker
(you) is at the center of it all. The only activities you
should keep within your realm are those that have
the highest return on your time, or what activities
make you (and your clients) the most amount of
money.

There are at least 10 qualities which work together to
make a rainmaker:

« A "Natural”™ at the Job
The best rainmakers are "naturals" at the job. They
move into situations more easily than most people
do. They are comfortable with people. They project
self-confidence. They seem to market effortlessly
while others struggle to make it happen with far less
stellar results.
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e Intuition
Rainmakers learn to recognize what really matters
to people. They have a sense of what potential
clients REALLY believe is important in choosing an
agent.

 Good Listener
Unlike most people, a good rainmaker is a good
listener. It is not simply listening that is important,
however, but hearing what prospects are saying and
making the effort to truly understand their
problems or concerns. This is the primary element in
building early trust into the agent/client
relationship.

 Creative Problem Solvers
The ability to provide creative solutions elevates a
rainmaker to deal-maker status. Clients look for
programs tailored to their specific needs, not run-of-
the-mill solutions that look like, and deliver, the
same results as the stuff being churned out by the
next five guys down the road. A rainmaker with a
positive attitude works to make things happen for a
client, not prevent things from happening.
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 Anticipate Rather Than React
Rainmakers anticipate, not merely react. They
prevent problems instead of figuring out how to
deal with them after they occur and build trust with
the client every time they do so.

 Extra Effort
A Hallmark trait of a good rainmaker is extra effort,
especially as applied to building the client
relationship. Service is key, coupled with a concerted
effort to "go the extra mile" on the client's behalf.

e Put Themselves in Their Clients' Shoes
Rainmakers put themselves in their clients' shoes.
They consider a client’s response to everything they
do, and make sure the client fully understands what
is being planned and executed on his behalf.

 Never Bluffs
A wise rainmaker never pretends to know the
unknown, but always seeks to learn it swiftly.

» Sees and Is Seen
"See and Be Seen." This should be the Rainmaker's
Watchword. Maintaining a high community profile
by joining local business groups and charitable
boards reflects well on the rainmaker.
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 Entrepreneurial
Rainmakers need to be entrepreneurial, willing to
take risks. They know playing it safe doesn't develop
new business, and they work hard to create
opportunities. If they don't leap at these
opportunities, they know full well someone else will.

If you are a rainmaker like this, count your lucky
stars. Remember that, ultimately, the one widely
shared trait of good rainmakers everywhere is
energy and lots of it. It has to be focused and goal-
oriented, but without that high level of energy, your
rainmaker is just another soggy salesperson.

The 9-Step Strategic Process

You have to take a giant step back and design your
ideal team (You may envision your team as just you
and one unlicensed assistant, you and one buyer's
agent or you at the helm of a large team.) and how
you will go about building it (The Strategy). In the
following sections, I'll show you how to make it all
happen (The Execution) which includes not only
recruiting and hiring them, but also training and
managing them.
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I'll lead you through the thought process of how to
go about hiring staff before you actually begin to
recruit.

As discussed above, after much study and thought, |
developed a 9-step system which outlines the steps
and thinking you must go through to prepare you

for success in growing your business with team
support.

The Strategy

Building Your Team - The 9 Step System

« Determine your strengths - take the D-1-S-C
personality test to identify what your strengths
and weaknesses are.
 Define your Rainmaker role - given your
understanding of what parts of your business
you can change the outcome of, create a
position contract for your job as Rainmaker
 Determine your worth per hour - How much
money do you make in a year? How many hours
do you work in a year? Divide one by the other to
determine your worth per hour.
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Isolate the activities you shouldn’t be doing -
Isolate all the activities that you could pay

someone less than your worth per hour to do.
Categorize these activities into definable jobs or
positions.

Create a blank organizational chart - This is
your blueprint for your future Team. You are
probably doing most of these jobs yourself. As

your business grows, you will hire people to fill

the positions and replace your name with theirs.
Design your "game worth playing” - determine
in an overall sense what game you will ask new
Team members to play. The idea of this game

will help you outline the next step.

Develop written position contracts - for each
box on your organizational chart, write a detailed

and specific description of what this job would

entail. Remember to build cross -training into

these positions so you'll never get caught

holding the bag if one of your team members is
absent or quits. This way your business becomes
position-driven rather than people-dependent.
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 Decide which order you will fill the positions in
and when - considering the needs of your
business and your financial situation, decide
which team members you need first, second,
third and so on. Remember, this is a step-by-step
process. Few agents will be able to build an
entire team overnight.

« Execute your plan - now it's time to make it
happen. Put your plan into effect to get great
people on board who are ready, willing and able
to make great things happen for your business.
The execution of your plan is called the T-E-A-M
system.

Your Blank Organizational Chart

The blank boxes you identify in the strategic stage
are a collection of like tasks and duties that you will
eventually assign to a new team member who will
"specialize" in these functions.

Let me give you an example of the kinds of positions

| identified for my business once | went through the
process just outlined.
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Many of the things | did in a day related to
assembling, coordinating and disseminating
information about my listings. | found that | needed
one person who could co-ordinate all listing
information (i.e. gather the details and write up the
descriptions, place the ads in proper rotation and
generally keep track of what was happening on
each listing), kind of like an office quarterback.

To do these duties, this person would NOT have to
be licensed. | hired Cindy to take care of these
functions several years ago. Cindy doesn't have to
find or present to prospects. She doesn't have to
bang on doors or bang in signs or give customer
feedback. Instead, she can be (and is) highly focused
on this narrow and related range of activities and
thus does a great job of them. They always get done
perfectly and in the correct way.

Importantly, because all the systematic details of
Cindy's job as Listing Coordinator are clearly
documented and laid out (in the Position Contract
for this position), if Cindy were to leave short or long-
term, | could easily recruit, hire, train and manage
someone else in this position.
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Another position that fell out of my analysis was
Customer Service Manager. | found | needed a
licensed person to help with customer service after
clients had signed a contract with me. | eventually
hired Brenda to do this job. Brenda follows up with
each of my clients weekly to give them feedback on
showings, etc. She's great at nurturing these
relationships and ensuring my clients feel
acknowledged and informed. While I'm free to do
what | do best, which is to convert prospects to
clients, | know there's a reliable system in place that
will ensure my clients are happy.

Like Cindy, Brenda is free to focus her time and
attention on a few related activities. They become
specialists in these positions, and because the
position descriptions are reasonably narrow, they
can be systemized into repetitive steps or
responsibilities that someone else can take over
should the need arise.

I Hire "Average™ People

Let me make an important point here. My Team
consists of a few extraordinary people, but mostly
average people.
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You have to be able to build your business with
these average people by giving them a narrow
range of tasks that are within their capabilities.

Take the example of McDonald's, which is where
Gerber professes to have got his inspiration. Ray
Croc, the founder of McDonald's, was, to be sure, an
extraordinary entrepreneur. When Mcdonalds’
became a franchise, the company suddenly required
thousands of employees to run all the restaurants
that sprang up.

When you think in terms of "thousands" of
employees, you realize that it's unlikely that you'll
find "thousands" of extraordinary people. Instead,
you'll have to break down the tasks to their lowest
common denominator and ensure that average
people can excel at them. If you expect too much of
people, expect to be disappointed.

When McDonald's hires a hamburger flipper, they

don't expect the hamburger flipper to be super-
intelligent or super- entrepreneurial.
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They don't require the hamburger flipper to have a
great personality or know how to manage the
restaurant. They just want the hamburger flipper to
do a really great job of flipping hamburgers. After all,
it's unlikely that a person who could be content
flipping hamburgers would have the skills to do
these other jobs anyway.

But Mr. Croc doesn't care about this. He knows that
if one hamburger flipper leaves, his business won't
be paralyzed -- he'll just go out and hire some other
unskilled worker and teach them how to flip
hamburgers the McDonald's way.

| Was Expecting Too Much of My Buyer's Agents

Your business and my business have to operate on
the same principles. Let me give you an example. At
one time, as my ARPS became more and more finely
tuned, | found that my needs with respect to my
team members also changed.
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As more and more leads poured into my office, |
initially theorized that the need for an Inside Sales
Agent was becoming obsolete. | no longer needed
team members to source prospects since this
happened automatically. My initial vision was that
these leads would be handed directly to my Buyer's
Agents for follow-up in the same way that | followed
up with these leads. The process excited me
because the time | spent on the phone each day
with prospects was much more fruitful (because the
prospects were much better qualified). My
transactions increased dramatically, and | assumed
my Buyer's Agents would have the same experience.

Instead, what also increased dramatically (I
discovered over time) was the bleeding (i.e. many
leads generated by my ARPS were being lost
because of inadequate follow-up by my Buyer's
Agents.) The fact is, while | had some Buyer's Agents
who would follow up on some of the leads some of
the time, as a general rule, they weren't very good at
follow-up.

At first, this made me frustrated (frustration is often
the mother of invention.) Why couldn't they just
follow up on these leads? | asked myself (and them.)
They don't have to do any cold calling. All they have
to do is nurture and keep in touch with warm leads -
- people who have expressed the intent to buy or sell
in the near future.
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But here's where | had to face a hard reality and let
my business evolve to reflect this reality. You see,
even though you and | may have the discipline to do
all parts of the job, the kind of person who comes to
work for you probably doesn't have your vision and
drive. (If they did, they'd be trying to build a business
on their own.) As | hope I've made clear, it would also
be dangerous to depend on the personality of
someone who could put all the parts together.

While | have a couple of really dynamite Buyer's
Agents who willingly go the extra mile, for the most
part, my Buyer's Agents simply want to work with
"now" business, NOT follow up the future business.

I Finally Realized That These Were Two Different
Jobs Requiring Two Different Kinds of People

Were these people lazy? At first, | felt they were, but
as I've allowed my paradigm to shift, I've come to
realize that the "follow-up" and the "face-to-face
nurturing" are really two different personality
strengths that probably don't reside together in
many individuals.

The fact is the most successful realtors are those
who have some high combination of D
(Dominance) and 1 (influence). They're
charismatic, aggressive, self-starting and
persuasive. Is there a high tolerance for detail
work or repetition in neither of these personality
profiles? No wonder my licensed buyer
assistants did a crummy job of follow-up.
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My Inside Sales Agents, on the other hand, have
some D and | (i.e. they like working with people and
aren't pushovers,) but they also have a healthy share
of C (Compliance), which means they are attentive
to detail and good with follow-up.

| realized | was expecting too much of my buyers'
agents, and my business suffered because of it. So, |
restructured the Inside Sales Agent's and Buyer's
Agent's positions to improve the process.

This is what happens now. My Inside Sales Agents

(i.e. what | used to call Telemarketers - agents who
want a more predictable, orderly existence and have

a higher tolerance for details and follow-up work)

are responsible for nurturing the warm leads that
emerge from my ARPS. They work a fixed 40-hour
week with a decent guaranteed salary (they love this
security and stability) plus commission on any warm
leads, which they can nurture into hot leads that buy

or sell a home.

Once a prospect is ready to act, they're handed over
to one of my buyers' agents (or to me if it's a seller
prospect), who takes over the friendly, face-to-face
meetings and presentations. This agent would
ensure that this client feeds into all parts of our
system and emerges a happy client at the other end.

You'll find four positions on the organizational chart |
have attached to this deck.
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While my Buyers' Agents and Inside Sales Agents
help drive my business by aiding in the prospect
conversion stage, the other team members are just
as vital as they flawlessly take care of all the minute
but essential details necessary for the day-to-day
functioning of my business.

So where do | get these people, and how do | ensure
they do what they're supposed to do? That's the
subject of the following four sections, which outline
the execution of the strategy you've just explored
and mapped out.

The Execution

THE TEAM SYSTEM
T

ell the World You're Looking for

Team Members
(The Recruiting System)

ntertain Interested Candidates

and Choose the Best
(The Hiring System)

llow Them to Learn Before Doing
(The Training System)

anage Your Team
(The Managing System)
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The Recruiting System

Tell the World You're Looking for Team Members
Now, you have a chart with empty boxes. You have a
playbook (your position contracts) that defines what

each box is responsible for in detail. Your next step is
determining the most critical box to fill first - i.e.,

where is your greatest need?

You'll first need to find candidates who could fill the
position(s) you are recruiting for. You'll find these
candidates in exactly the same way you should be
finding buyer and seller prospects with your ARPS -
l.e., you'll place an ad that will compel candidates to
contact you and then jump through the hoop of
sending you their resume. By asking candidates to
send a resume, you'll be able to assess much more
quickly which ones you want to take forward to the
next step.

A successful ad will draw a high number of queries.
The more people you have to choose from, the
better the chance that you'll find someone good.

In the next section - The Hiring System - I'll tell you
how to sift through all the people who reply to find
the candidate(s) who will do the best job for you.
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The Hiring System

Entertain Interested Candidates and Choose the
Best

The purpose of this system is to put all the

candidates into the "funnel" and then sift out the

best - i.e. the one(s) you want to hire. As I'm sure you
realize, this exactly parallels the process | use to sift

out the best home buyer/home seller prospects via

my website and hotline.

Part of the interviewing process should include the
DISC personality test, which is like a DNA test of
someone's personality and will help you choose
people whose personality naturally fits the
position(s) you have created.

Many agents make the mistake of hiring someone
just like themselves. Don't do this. You should hire
assistants to complement your rainmaker skills -
don't hire someone just like you. The role of your
assistants is to perform the tasks that free you, as
Rainmaker, to focus on activities where you can
change the outcome.

My personal finding is that most successful agents
are High D and | personalities.
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Here are some examples of the personalities that
best fit some of the team members you will need to
hire:

» Bookkeeper/ Database Manager/ Tech Support
High C

e Call Coordinator
High lw/ S orC

e Closing Coordinator
High C w/ |

o Customer Service Manager
High Sw/ land D

e Inside Sales Agent
High C /w D and/or |

» Buyer's Agents
High | w/ D
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My 10-Step Hiring System

| have a ten-step system that | use to hire new team
members. My goal is to attract a lot of interest with
my ad, but | don't want to waste a lot of my time
with those who probably would never work out. | get
my office administrator to manage the parts of the
interviewing process that | don't need to be involved
in and then have a system in place whereby the
candidates will sift themselves in or out of the next
steps. | will interview only those that | consider
highly qualified candidates.

These 10 steps help you follow the process
systematically, efficiently and objectively to give you
the best opportunity of finding the best candidate
for the job.

e Review the resumes (if a candidate does not
have a prepared resume, | won't even consider
them).

o Select those candidates who will be invited in for
an interview.

 Have my assistant phone respondents and set
up a time and date when all candidates will
come in together for stage one of the
interviewing process.
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e Put all respondents in the boardroom and have
my assistant administer the personality tests to
them.

» Have my assistant score these tests.

e | then present my vision to this group of
respondents. | tell them about my company and
about the position they are applying for. | explain
what is expected of them and what's in it for
them. I'm very blunt and candid at this stage. |
tell them exactly what | will do for them and
what | expect them to do for me. In this way, only
those who are truly interested in the position will
move on. There will be no surprises down the
road.

» Have the candidates fill out a form that indicates
whether, on the basis of what they have heard,
they want to be considered for the next stage of
the interviewing process.

| review the personality tests of the candidates
who have expressed an interest in going on to
the next stage and choose the ones | am most
interested in.

e These candidates are called in for individual
interviews with me.

» | make an offer of employment to one or more of
the candidates (if they match what I'm looking
for).
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The Training System

Allow Them to Learn Before Doing

The sad fact is, once most agents hire someone to
help them, they completely let go and somehow
expect the new assistant to know what to do and to
have the same dedication and work ethic. This rarely
happens.

The fatal mistake that most real estate agents make
is to leave things to chance once they've decided to
hire an assistant. The relief is so great to have
another body to share the workload with that the
tendency is to split the pressure and run in opposite
directions. This is a recipe for disaster and one which
many of you have surely encountered. Before too
long, the employee who was supposed to be your
savior is another headache you have to deal with
because they're not performing the way you wanted
them to.
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But ask yourself-- how did you want them to
perform? Did you lay it out clearly? Did you show
them, tell them, work with them to make sure they
understood what was expected of them and train
them in areas specific to the skills necessary for
superior execution of the position they are filling?
Probably not.

Training is a sorely neglected task in most
organizations and, as a result, instead of decreasing,
your workload increases. The problem is, you tell
yourself, "I'm so busy doing my own job, | don't have
time to babysit my new assistant --1 want them to
help me!"

However, unless you take some upfront time with a
new employee, you'll more than likely be hanging an
albatross around your neck that will slow you down
even more. It's the same old working on your
business vs. in it preaching I've been doing. And it's
important for the very same reasons.

But here's the good news. While the training portion
may be a time-consuming first-time round, it's time

invested in your future. By creating a system to train
a new employee, you create a duplicatable program
that will be easy when you hire the second, third and

subsequent person in that position.
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Use the position contract for your new employee's
job to create a step-by-step map for how you will
train them. Sit with your new people and talk
through exactly what you expect of them. Set clear
goals with clear timelines. If the assistant is an
agent, have them shadow you in your listing
presentations, negotiations, offers, etc. Ensure you
give them adequate workspace to learn in (even if
it's only temporary).

Introduce them to fellow team members. Collect

and organize some training material for them to get
through, giving them the needed knowledge for the
job they have taken on. Compile both internal
documents generated by your office and my system
manuals to provide them with both a specific sense
of your office and a big-picture view of where they fit
in. A few hours spent now will save you days, weeks,
and thousands of dollars later.

You will only realize the exponential power of
leverage concerning your assistants if you properly
train them from their first moment on the job.

Before you know it, this part of your job will be much
less time-consuming and you'll be free to attack all
the neglected areas of your business that you hired
this person to free you up for.
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Never Assume Anything

A good rule of thumb is never to assume anything. If
the new team member is a quick study, you can
move through the steps of the training process

more quickly but include all steps. What's obvious to
you because you're living and breathing your
business may not be obvious to the person you hire.

It's a good idea to establish a probation or trial
period upfront (usually 3-6 months, depending on
the position.) Let the Team member know that you'll
meet formally on a certain date to mutually review
progress to determine if you are meeting each
other's expectations.

If you omit the critical step of training new team
members, you will almost certainly end up in a
situation where they will quit (or you will fire them.)
It's just a matter of time. This task is especially
important for you as a Coaching member, given that
how you conduct business will differ from how most
agents and real estate assistants are used to
operating. Without training, you'll likely find yourself
back at the drawing board, having to recruit all over
again.
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The Managing System

Manage Your Team

Many agents manage their employees using the
principle of Seagull Management:

o« SWOOP into the office

« SQUAWK a bunch of commands at your
assistants

» FLY out of the office before they can ask
questions

« SWOOP back into the office

o CRAP all other them when they tell you that your
commands could not be completed
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This is because they have no clear system to ensure
that their assistants are doing the right things and
doing them well. As a result, they worry constantly
as things don't get done and they end up doing
everyone's job and managing by crisis. '

It doesn't have to be that way. Managing your
employees doesn't mean doing their jobs. You have
hired them to free you to do other things. While
managing them will have to be one of the things
you do (unless you delegate this to someone else),
the role of manager doesn't have to be time-
consuming.

If you've trained them properly, and if you've set up
clear and measurable parameters that you can
monitor them by, then you can track their
performance objectively, fairly and easily (in exactly
the same way you do with your advertising).

Part of the issue I'm talking about here is effective
communication. Assuming that you've followed the
steps and strategies outlined to recruit, hire and
train, every single one of your team members should
have a crystal clear understanding of what you
expect of them, both on a day-to-day basis and
longer term.
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In order for these expectations to be met, you need
to:

e Ensure that two-way communication occurs
regularly and formally {| have a mandatory
Monday morning meeting with all staff to review
objectives, performance, and updates.)

 Incorporate an objective system of measurement
in the form of performance reports to monitor
long-term achievements of your Team members
and

e Incorporate a management strategy that
ensures that day-to-day duties are being carried
out without you having to worry about them.

Studying other industries, | discovered a unique but
highly effective management strategy | use in my
own business called Management by Exception. This
critical concept will allow you to get on with the
business of working on your business with the peace
of mind that things are getting done without your
constant interference.
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Management by Exception

Management by Exception is one of those common-
sense concepts that I'm sure 99% don't practice. It is
a management system that assumes that work is
done according to orchestrated systems and
standards. Any exception to the sanctioned
orchestration requires notification of the manager in
the form of an exception report. The exception
report provides the nature of the exception, the
logic and, if appropriate, an alternative strategy, due
date, or request for assistance.

As you can see, this concept assumes a perfectly
visioned and detailed system. There's no guesswork
required on the part of your people -- they have
been told exactly what to do and how to do it. They
will, therefore, be able to operate the system
perfectly -- without you. There will be no need for
them to constantly ask you questions about this or
that. There will be no need for you to watch over
their shoulders. You'll be able to focus on working on
the business, knowing that everything is running
smoothly and exactly as it should -- and if it isn't,
you'll hear about it.
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Furthermore, you'll hear about the exception, not in
the form of a problem you will have to drop your
work to solve but rather in the form of a solution -- a
notification of the deviation and how it was solved.

Managing with Questions

You should make it your business to learn from your

team members as well as they will come to know
their functions better than you ever will. Their
feedback and opinions will be input to your ultimate

role which is to constantly improve the overall
system.

Therefore, effectively managing your team
members should involve asking questions... lots of
questions. Here are 10 great questions you should be
asking team members as you talk with them
throughout the course of a normal day.

As an entrepreneur, most of these questions will be
ones you find yourself unconsciously asking yourself
all the time. Your team members, however, probably
won't think these questions through unless you ask
them.
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 What made you mad today?

e What took too long?

o What caused complaints today?

e What was misunderstood today?

e What cost too much?

e What was wasted?

e What was too complicated?

o What was just plain silly?

e What job involved too many people?
» What job involved too many actions?

Not only will this send the important message to

your team that their opinions matter, you'll also be
surprised at how enlightening some of their
opinions are. The most important concept in
effective = management is to help vyour team
members take  responsibility for a common
definition of success. | read an interesting article
recently which stated this same concept in a
different way and stressed the critical importance of
delegation.
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Management by Delegation

Do these scenarios sound familiar? You're walking to
your office and an employee stops you to give you a
rundown of what's happening: "l phoned the paper

to place the ad you wanted and the rep won't get
back to me. So, I'm going to try again tomorrow
morning and spend the balance of the day following

up the leads | was trying to get to last week. | should
have reached most of them by next Tuesday, and, by
the way, the copy machine is broken. Should | call a
repairman?"

As you get to your office, another Team Member
stops you to give a rundown of his or her situation.
This lasts another three minutes.

Frustrating? You bet. And you wonder, why can't
these people take more responsibility and not drop

every detail of every project in your lap?

Well, maybe it's not them, but you. Maybe you're not
delegating effectively.

227



Here are some key points to remember:

e Stress results, not details. Make it clear to your
team members that you're more concerned
about the final outcome of all projects, rather
than the day-to-day details that accompany
them.

e Don't be sucked into giving solutions to team
members' problems. When team members
come to you with problems, they're probably
looking for you to solve them. Don't. Teach them

how to solve problems themselves. This, too, can

be frustrating because it takes time. But in the
long run, you'll save yourself time and money.
e Turn the question around. If a team member
comes to you with a problem, ask him or her for
possible solutions. If a team member comes to
you with a question, ask for possible answers.
» Establish measurable and concrete objectives.
With all team members, make your objectives

clear and specific. Once this is done, they will feel

more comfortable acting on their own. Think of
this plan as a road map -- and your team
members will too.

228



e Develop reporting systems. Get your feedback
from reporting systems: monthly reports,
statistical data, or samplings (I recommend
weekly meetings with team members.).

e Give strict and realistic deadlines. If you don't
give clear deadlines, team members won't feel
accountable for the completion of their tasks.

o Keep a delegation log. When you delegate an
assignment, jot it down. You'll be able to monitor
the progress, and discipline team members
when necessary.

» Recognize the talents and personalities of your
team members. Being a good delegator is like
being a good coach of a baseball team. You have
to know what projects each team member can
handle, and what projects they can't.

Summing up, there are three main parts to the

whole of managing my team, which | call my CAR
formula:
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Summing up, there are three main parts to the
whole of managing my team, which | call my CAR
formula:

ommunication - in the form of weekly team
c meetings to measure, inform and update

ccountability - through effective delegation

A and management by exception, make team
members responsible for their day-to-day
functions

eporting - weekly, monthly and yearly reports
R objectively measure whether a team member
IS making it happen

When you manage your car effectively, it will go and
go and go (and so will your team and, as a result, so
will your business.)
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Chapter 8

Your Routine = Your Results

by Todd Walters

You MUST make things happen -vs- letting things
happen. Same for your admin and agents. Your
whole team! Your routine = your results.
Something BIG | copied and implemented from
Craig early in my career was to have a written
process for everything, a plan that was to be the
routine. Everything routine is written into a
process/checklist, then gets set up in your operating
system as an activity plan. (What is it you want to
accomplish? What is your plan for that?? That is
how it worked. But there's more to it than you may
think).

The obvious example is when you take a listing. First,
you find the prospect in your CRM. You then set up a
listing for that prospect and launch a new listing

plan for that property.
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Now, every day, your team comes in and turns the
computer on; their schedule tells them what to do
and when to do it. This automatically prioritizes the
priorities and bakes into the business 5-star
customer service. Working from a pre-configured,
well-thought-out activity plan consisting of
everything that should get done, guaranteeing
great results.

The issue with the example above is that most

listing plans DO NOT CONSIST OF MORE. Example -
creating ads - not ad - 'ads' using that property and
running them every day, in multiple places - video,
blogs, ads, online, offline, list of homes-like that, etc.
Most agent's activity plan is to sell the home. RICH
agent's activity plan is to use the home to create
multiple flows of prospects. The PLAN/Routine is a
direct result of thinking.

The not-so-obvious example of written processes

turned into action plans would be something like
the onboarding process for a new agent.
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You may onboard your new agent, but the plan is
missing activities like promoting the fact that you
added MORE people to your company and WHY
they came, in video and text - over multiple
platforms, newsletters, etc. To draw attention to YOU
and YOUR BUSINESS - vs.- hiring a new agent and
training them to handle prospects. You got to do
both - all - and more. Much more.

Activities like daily Social Media Marketing, personal
brand building, providing information to your
intended audiences, etc., for the majority of agents,
consist of only doing a few things (one thing, maybe
two or three. Maybe).

This thinking of a few things WILL NOT WORK if you
are super serious about achieving your heart's
desire. It takes massive actions - quantum leap
actions - to be a serious player.

Another point is your work ethic. You cannot allow
your competition to outwork you. Ever! Your future
self WILL have regrets and your present business
will suffer if you do not approach your day and
weeks with an extreme attitude about work.
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I'm not advocating working 12 hours a day, seven
days a week, although you should be willing to do
that if that's what is necessary for a period of time to
accomplish what is most important to you.

You know my personal story of losing my first
business at the age of 21, being bankrupt, and
having to sell my house and move into my father-in-
law's basement. | owed it to my wife to get up every
day and work all day, every day, to get out of that
situation. | owed it to my grandmother, who loaned
me $40,000. | owed it to my family, my father-in-law.
| owed it to my customers who do not want to work
with a loser or failure. | owed it to ME and my future
ME - which is Me now and the Me to come.

The bottom line here is to be willing to outwork
everyone. GO HARD, 6 days a week. 7 if need be.
Look, old biblical scripture says that God went hard 6
days a week. New Testament Scripture has Christ
doing 7 days. | don't think that is in there by
accident. Government work - average -says 40 hours
a week with lots of holidays along the way. If you
aren't into the scriptures, so what - it does not
change the facts. Be willing to do what most are not
doing.
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If you are going to be a super successful business,
you must cater to your customers in an over-the-top
way. You do recall our Sunday Tour of Homes
System, right? By that, you should know that our
business did not shut down for days at a time.
ALERT: IT NEVER SHUT DOWN! | could go hard,
build one of the most successful real estate sales
team businesses in history, make millions of dollars
in commissions, sell thousands and thousands of
homes, take vacations, go fishing and hunting,
coach travel softball, and play 70 games a year. But
even on vacation, | did not abandon my
work/responsibilities. | was thinking about it, reading
about it, writing about it, on the phone working
deals. You CAN walk and chew gum at the same
time ... right?

Do not be influenced by anyone who tells you to
slow down; you are doing too much to take time to
smell the roses and all that crap. That advice comes
from people who are not overachievers and usually
are being told to justify their own lack of productivity
and achievement of something big.
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You have to know that it's not hours worked per se;
it's what happens during the hours worked - why |
started this newsletter off as | did (built-in quantum
leap actions into every activity plan). My definition of
work is producing something. Otherwise, you are
taking something. Again, when you are working, you
are either producing something or taking
something- both take the same amount of
time/work. There is no such thing as wasting time.
Wasting time is, in fact, taking time from someone,
just like an admin at work but on the internet
shopping for themselves - taking time from you and
your customers.

Confusing activity with productivity is something
you must identify. Not all activity is productive. So,
build productivity into your business by
implementing written processes via your CRM at
each step in every system - FOCUSED on the
quantum leap act1vities.
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How important is your family? How about your
future? If you place the level of importance you say
on it; then you will right now take massive action to
ensure your future self will not have regrets.

What is the best way to get more done each day?
Well, | never met a super successful business
without employees. Have you? The bigger the
success, the more people they have producing
something. BIG GIANT CLUE for you in those words.

Since no one reading this has a real issue with work
ethic, then the reason MORE does not get
accomplished is because work is being done on the
wrong things as a priority. You must PRIORITIZE the
PRIORITIES of working ON the business vs. in it all
the dadgum time.

Gain clarity first. Clarity on your BIG WHY/Vision.
Then, clarity on WHAT to do and how to get it done.
For me, the easiest and fastest way to gain clarity on
what to do and how to get it done is to show up for
ALL of the coaching sessions AND network often
with the super successful. This will severely cut
down on the time to learn and do. A massive
shortcut!
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If it were me, | would bake into my routine these
things first. If I'm looking at a blank schedule with a
lot of white space, I'm going to start by filling in
scheduled coaching sessions. Here it is if I'm a Craig
Proctor System Platinum Member:

e Daily at 8:30 am - | will watch a 15 min video(s) on
sales management, marketing, or business
building. | get these from any number of places
in the Platinum webinar library and file libraries.
Don't just check the boxes off on attendance on
our sessions as a spectator - watch, learn, write
down to-do's and objectives, and... implement.
This will require going back and watching again...
and again these training sessions (See Platinum
Webinar Library).

e« Monday at 11 am is the Help Line with Craig.

e Tuesday at 4:00 pm is the Platinum Webinar
with TW.

e Thursday at 11 am is the Role Play Clinic with
James.

e Friday at 11 am is the Marketing Clinic with CP,
TW and James.

e No less than once a quarter, | am at a 3-day CP
Conference.
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 |In addition to that | have scheduled twice a
month 30 min sessions with my coach or a super
successful member/mentor- both.

 In addition to that, | have 30 minutes scheduled
daily to network with Platinum members on the
Platinum Private FB page.

« At night, | read or watch a business/self-help
book/video -for 30 mins.

e On my commute anywhere, I'm on the phone
with prospects, customers, vendors, and clients
OR listening to sales training/book.

Seems like a lot of time learning. Add up the hours
and you will discover it's about 10 hours a week on
LEARNING what to do and how to get it done. | can't
imagine wanting a world-class business that my
family deserves, my future self will thank me for, and
NOT investing time into discovering, learning daily
regularly what to do and how to get it done (gaining
clarity).

What this does is create a habit of learning, program
my brain to think bigger, focus on the outcomes and
goals, AND set an example for anyone I'm asking to
follow me.
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Or... you can do pretty much what the majority of
people do in the world today. Wake up, go to work,
come home, watch TV, go to bed. Repeat:
Pretending the activity will result in something BIG.
This is called -AVERAGE.

| choose quantum leap actions and productivity. For
me, my family, my clients, my people, and my future
deserve IT and nothing less. How about you?
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Chapter 9

System

by Todd Walters

Wikipedia gives us TWO definitions of SYSTEM:

1. A set of things working together as parts of a
mechanism or an interconnecting network.

2. A set of principles or procedures according to
which something is done, an organized scheme
or method

To fit this into our 3 days together... a success
formula for preferred predictable outcomes.

The NOW BUSINESS SYSTEMS Conference is really
a 3-day coaching session on TIME MANAGEMENT.

Although You can't control time, you can control
what you do with your time.

How many of you would like to accomplish many

times more than what you are currently
accomplishing?
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Anything more than a 50% increase we define as a
quantum leap.

Raise your hand if your business is up 50% or more
over the same time last year?

Once you discover the POWER of systems in your
business, you escape from the mindset of trading
time for money.

Are you living up to your full potential?

-So far, every super successful person | have asked
that question of the answer has been NO. Not even
close.

If you are like me, you are guilty of not thinking
BIG enough.

Lets' say though that you are serious about
achieving something amazingly BIG in this life.

And let's say it's a world-class real estate business as
the vehicle to help you do that.

What specifically is required of you to not just
achieve your goals but exceed them?
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Over my almost 3 decades of being around the top
real estate professionals in the world, | have
discovered there are commonalities.

Some of these commonalities can be better
described as principles.

There are Success Principles | have discovered and
put to work in my own life and business.

Take from it what you want, but again, these
principles in my assessment and experience ARE
just that... Success Principles.

A SYSTEM for personal and professional growth.

Violate them at your own risk.

You must have a vision, a purpose and extreme
passion for accomplishing it. Period!

Divorce all naysayers. Spouse, friends, parents,
colleagues, etc.

Work harder than everyone else.

Become a direct response marketing expert.
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Stop looking for validation.

There is no plan B.

Failure is not EVER who you are. It's how you learn.

Be grateful for everything especially adversity.

Be Fearless. When you are fearless success is
limitless.

Never ever say | can't do x - always ask how | can do
X.

Give - Invest - Live in that order! Not just money, but
time and help.

Give credit lavishly.

| would caution you to believe there is wiggle room
in any of these principles.

Moreover, nibbling around the edges of success
principles and success formulas VS strict adherence
to them is a surefire way to fall short of your BHAG's
(Big Hair Audacious Goals).
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Are these ALL of the success principles in the
universe? No.

But these are my discoveries over a long period of
time, helping real estate agents in our SYSTEM do
amazing things.
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AUTOMATIC REVERSE PROSPECTING
SYSTEM

Use Robots (Hotlines &
Websites) to Automatically
answer SIFT & SORT your
best prospects

Run Direct Response LEAD
GENERATORS to compel

prospects to call you.

1 2

LEAD CONVERSION SYSTEM

Implement FOLLOW UP Compellingly PRESENT
System (convert prospect to BENEFITS (USPs)
appointment) (convert prospects to clients)

3 4

LIFETIME CUSTOMER SYSTEM

Provide WOW SERVICE by Communicate with clients to
implementing Systems & obtain testimonials &
Assistants to handle REFERRALS to build future

Quantum Leap in Business business
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Chapter 10

Proof of Results

By Todd Walters

Since the mid-90s, Craig Proctor Real Estate
Coaching has helped thousands of agents quantum
leap their businesses, many so much so that they
have built and are building highly profitable real
estate sales team businesses. In the previous
chapters, you have heard from Craig and me about
establishing and leveraging your team to sell more
homes and give clients superior service and results.
But... there is no need to simply take our word for it.

On the following pages, you will read about others
who have built amazingly successful real estate
sales team businesses. These contributing authors
to this book are members of our coaching programs
at Craig Proctor Real Estate Coaching. They have
effectively taken what Craig and | give and teach
and put it to work in their own businesses, allowing
them to establish highly profitable real estate
businesses that do not depend on their constant
involvement.
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These agents only do the things they are good at
while delegating (not abdicating) everything else to
their award-winning team of professionals.

| have often heard Craig say, "Success Leaves Clues."
For that reason, you would be wise to study each of
these Team Leaders' words and how they do things.
More important than "how" is what they think about
each day. What you think about and how you think
about things directly impacts your level of success. |
kid around at conferences and on coaching consults
with agents, telling them that | would sit around my
office and think about how NOT to do things but still
get everything done while giving superior service
and results to clients. | am not really kidding,
though; to an extent, it is true, and this way of
thinking translates into "leverage," allowing way
more to get done and get done way better than
ONE agent doing all the work.

So as you read what some of our most successful
members from around North America have to say
about their team and how they do things,
remember that they approach this business from a
different paradigm than the majority of real estate
agents do.
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Enjoy their words! | know | do and am regularly
inspired by them.
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Chapter 11

Success Leaves Clues

by Rudy Kusuma and Todd Walters

One of the points Craig and | make throughout our
time coaching agents is to study success. But let me
be clearer on this point here.

Success comes in many forms and manifests in
many different types of people, personalities, races,
and religious preferences, such as men and women.
But what is real success?

There have been a lot of books written on this
subject and | mean a lot over a long period of time.
For me, success is demonstrated by someone who is
at the pinnacle of whatever | most want to
accomplish. They do 'IT' seemingly better than the
vast majority of others, and... this is important; they
carry it well.
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It's one thing to be really, really good at something,
but another to mismanage how it's displayed. No
one really wants to learn from a bad, corrupt, or
self-indulgent person.

Obviously, from picking up this book and reading it,
you are motivated by more success. You believe
there is more that can be obtained. You get a
charge out of and inspired by those who overcome
hardships and go on to become uber-successful.

I know many real estate agents that fit this
category. One that jumps to the front of my mind is
Rudy Lira Kusuma. Rudy is the former #1 RE/MAX
Team Leader in California. His team is spectacular,
and they do fantastic work for buyers and sellers in
the L.A. area. This is a man to study.

His story is both inspiring and FULL of clues to
successfully establishing a highly profitable real
estate sales team. Read his story with a highlighter
or notepad.

- Todd Walters -
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A Success Story

by Rudy Lira Kusuma

INTRODUCTION:

| was born and raised in Indonesia, and at the age of
12, my parents sent me to Singapore for middle and
high school. After graduating, they sent me to the
United States for my college education. | started at
Santa Monica College in Southern California before
transferring to the University of Wisconsin in
Madison for my Bachelor of Science in Mathematics.
My parents' dream had been for their son to work in
a Big Corporation with all the benefits and live from
huge paycheck to huge paycheck, as they
considered that a "safe harbor".

| completed my undergraduate university education

in less than 3.5 years and was accepted at the School
of Mathematics Graduate program at the California
State University in Los Angeles on scholarship, and |
read the book "Rich Dad Poor Dad" by Robert
Kiyosaki. It gave me a whole new perspective on
building my own business instead of working for
someone else.
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Needless to say, | withdrew my enrollment form and
started taking all the sales courses and seminars
that | could get my hands on. | was a seminar junkie.
| got involved in a series of networking companies
just to get my sales skills. | started my basic training
with doorknocking and hours of cold calling. | was
chased by dogs a couple of times because of
doorknocking. To tell you the truth, | hated it. |
couldn't stand rejection, and | almost gave up a few
times. But when you persevere, the whole process
makes you better each time. You learn from those
failures.

BEGINNING OF REAL ESTATE CAREER:

In February 2007 - | was trying to sell legal insurance
to a church member and he owned "ERA" real estate
company. He didn't buy my products but instead

told me | could be a really good real estate agent. So,
| gave it a try. Took the test, passed it, and joined
that real estate brokerage...and what's next? |

started my career by doorknocking and passing out
flyers because | didn't know what else | could do. No
tools were provided.
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Since | didn't have any clients and had a lot of time, |
started hosting the Robert Kiyosaki cashflow club
and expanded that to the Investors club. To this day,
our Team NuVision Investor's Club has over 1357
members. We got assignment deals from this club
alone that have netted us over $200,000 in income. |
started my real estate career when the market had
just tanked. My very first deal was my friend's short
sale deal. | knew nothing about signing a listing
agreement, let alone a short sale transaction. The
broker | was with provided very little knowledge
about the process, so | had to look elsewhere. |
started taking short-sale courses and learned more
as | took more classes. In 2007, right after my license,
| remember selling 0 homes.

| moved to a different Coldwell Banker brokerage in
the middle of 2008, and again, there was no training.
The only training was the cold calling and door
knocking. | hated both. | continued searching for
better and more systematic training that would

allow me to build my business, as Rich Dad says.

260



In 2008, | sold 8 homes, averaging about $60,000 in
commission - working 60 hours per week.

2009 - GCI $110K - working 80 hours per week if not
more

2010 - GCI - $250K - | didn't even know how many
hours | put in. | had a newborn baby in 2010, who |
hardly saw anymore. By this year, | knew | had to do
something. | hired my first assistant, thinking 2011
would be better.

2011- GCI - $350K - | had 1 assistant and 2 OSA. | only
let the OSA handle buyers, but there was no training

or tools, so | was shooting blindly. | didn't know of

any coaching program that could help me turn my

real estate career from S (self-employed) into a true

B (business). This was the best | could do. |

constantly change and replace OSA, or they left me
because they didn't see the value of being with the
team, nor did | know how to create value to retain

good people ... classic problem.
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BEGINNING OF BUILDING A TRUE REAL ESTATE
BUSINESS, NOT CAREER

In the spring of 2012, | found a flyer at my office
about "Craig Proctor" seminar. | went to the half
seminar and signed up for the 3-days seminars in
Anaheim. | was so excited with all these new tools
to run my very first guaranteed sale ad in the local
newspaper. | thought | would be making my first
million in that same year. | quit after 6 months. Not
because the program didn't work, but it was too
overwhelming for me. | didn't have enough
manpower to do all that.

March 2012, my second son was born. My wife quit
her job and wanted to go back to Indonesia for good
to work on family business because she was burnt
from working 9-5, making $50k per year and | was
never home. We agreed to put our second son when
he was only 9 months old in Indonesia, my wife quit
her job, and decided to help me in the business. She
gave me 1 year to prove if we can really turn this
around. | took her to a Craig Proctor's conference in
LA live that year.
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The whole thing made sense to her - so we told
ourselves we wanted to get really serious about
implementing the coaching program into our
business, and we did. It wasn't without struggle; it's

a constant learning experience, but | can tell you, it
didn't take us 1 year to see our 1st million. By the end
of 2013, we had 5 OSAs, sold 115 homes, with $1
million in GCI, and we picked up our second son in
November 2013.

November 2012 - Re-Signed up for Craig Proctor
Coaching

March 2013 _ Joined the Craig Proctor Platinum
Program. Once we joined the platinum program,
Todd helped us to take our business to a brand-new
level. We understood more about the Guaranteed
Sale Program and leveraged it really well in our
marketplace.

November 2013 - Had the honor to receive the Craig
Proctor $1 Million income earner.

And at RE/MAX International convention in February
2014, Rudy was awarded the Hall of Fame - given to
the RE/MAX agents who earned more than $1Million
GCI.
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And today...

Year to date May 2014 - we have sold 48 homes and
GCl $552,365 - all of which wouldn't have been
possible without Craig and Todd's help.

GAME CHANGER IN OUR BUSINESS

1. Using Statistics in our JS Postcard
- leveraging the Guaranteed Sale program

The very first conference call | had with Todd - he
said -you sent me all this marketing pieces .... | don't

see your USP, and | don't see a reason why | should

do business with you? That is profound. He asked us

- why do | have to do business with you, over
anybody else, including selling the house myself? |
was dumbfounded. That's the beginning of learning

more about what Guaranteed Sale is about, and
truly being able to leverage it better in our
marketplace. | couldn't tell you the countless times -
phones are ringing, and the first question prospects

asked is "how much you want to buy my house for?"
Instead of Ur and Uhm ... | said "l don't know, when

can | take a look at your house? And book the listing

appts. Thanks to the great coach we have.
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2. Hiring a VA - an ISA

Hiring a VA - an ISA to follow up with the leads that

we generate. Very early on during our first couple
months with Craig Proctor coaching program - we
were taught on how to generate leads. so, we didn't

have problem generating leads. The problem is how

to convert those leads to appointments, and
appointments to closings. Hiring an ISA is like
finding a missing piece of the puzzle. Now, the
results are more predictable, and we are able to
measure our marketing dollar. Like Craig and Todd
said - if you can't measure it, you shouldn't do it.
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| often hear people say making your first $1 Million is
the hardest, but after that, it's like a snowball; it gets
easier once you hit your first million. We have hit our
half million this year, and it's only May. | finally
understand what it means to work less and make
more money, as quoted by my two great coaches.

I've always been recruiting real estate agents as an
outside sales agent to build my team, but during the
Summer of 2019, | kept coming across really
ambitious agents who were frustrated with how to
implement the Craig Proctor Quantum Leap

system. They wanted to be successful and finally
break free of the never-ending, uphill battle that

Real Estate can be. | recognized their pain because |
was once that agent sitting in the seminars and
taking in all the information Craig was passing on.
Just like these agents, | was eager to try out some of
the techniques, only to find that it takes persistence,
time, and money to build up a thriving business.|
didn't want these agents to get discouraged and

quit the business, so | figured out a way to help

them grow their business.

My idea was to take my business to the next level
outside the San Gabriel Valley so | could help more
people with their real estate needs.
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The agents | met were from all over Southern
California, so that's how | got the idea that | was
going to dominate many regions. The start of my
expansion into different markets in Los Angeles and
Orange County started when | left RE/Max in
November 2019 and licensed from Craig Proctor
"YOUR HOME SOLD GUARANTEED REALTY"
(YHSGR), The Real Estate Office of the Future. My #1
mission is to make it the best place to work, buy, and
sell real estate. | became the first licensed "Your
Home Sold Guaranteed Realty' brokerage in
California.

The paradigm shift and learning curve to fully
understand and implement the Craig Proctor
system do not happen overnight. It does take
repetition before the light bulb and the ah-ha
moments happen. | realized a handful of OSA's
wanted to expand YHSGR with me. It was clear to
me | had to make that possible for them and
created a Team Leader expansion model of YHSGR.
They would devote their time to learning the system
I've implemented to ensure the continuity of care |
expect from my team. My USP to recruit agents is
my promise to book agents with appointments.
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Since the majority of my business is in San Gabriel
Valley, my OSA's travel, sometimes an hour or more
each way, to go to these appointments that were set
up for them. Their dedication to serve is part of the
Second-Mile Service we, as a company, live by.

In order to expand into different markets, | prepared
our Team Leaders to apply what they've learned
through Craig Proctor's marketing methods. I've
been with Craig and Todd for many years and my
biggest takeaway is to just implement something.
Anything. Just do it. | could spend weeks figuring
out the perfect way or perfect system, but that is
time lost.

| have many talented people working tirelessly and
collaboratively to make the brokerage what it is, and
by replicating the hiring process and checklist for
Admin, ISA, and OSA departments, I'm able to guide
the ambitious Team Leaders to hire their team
members. I've created a platform and foundation to
support the Team Leaders in growing the Your
Home Sold Guaranteed Realty footprint as well as
positioning them as the local real estate experts. The
company was starting to gain momentum.
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Then out of nowhere, the world was shut down. Five
days before the world went into COVID-19 lockdown,
| signed a lease to expand my office to include a
large, state-of-the-art training facility. Little did |
know this would become mission control and |
would broadcast daily trainings via Zoom and all my
agents could learn in the comfort of their homes. |
instantly changed how | operated the meetings and
trainings overnight. | was now able to reach more
agents who used to have travel and time conflicts to
having 100% attendance via the computer.

For about 3 months, | took this opportunity to train,
prepare and position the agents at YHSGR to be the
best agents a client could have. The craziest thing is
my OSA's never stopped selling homes during the
pandemic.

Behind the scenes, | had several meetings to
capture the attention of significant corporate
accounts. One of the accounts would become the
biggest avenue of leads in YHSGR's ongoing efforts
to continually be of service for clients. Our investors
partners would provide the real estate agents at
Your Home Sold Guaranteed Realty with various
solutions to offer Cash to buyers and sellers needing
a way to be competitive in the housing market.
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Armed with ongoing training, solutions necessary to
help any buyer or seller fulfill their heart's desire, and
more business the OSA's can handle, YHSGR is
becoming a well-known name all over southern
California. With the first group of Team Leaders in
cities in LA and Orange Counties, I'm able to
replicate YHSGR so the service they provide is
consistent with the company's core values.
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Rudy L. Kusuma and the Your
Home Sold Guaranteed Realty
team have sold over 5,000
homes totaling over $1B in real
estate transactions.

Rudy is the CEO of Your Home
Sold Guaranteed Realty in
California.

He has been recognized as
#1 Best Selling Author

o Co-Author the #1 International Best Seller with
Jack Canfield "The Soul of Success" (vol 2)

e Co-Author Amazon Best Seller "GOD in Business:
Faith is The Deciding Factor"

o Co-Author the #1 International Best Seller with
Richard Branson, Harvey Mackay, Dr. Nido

Qubein, and Dr. lvan Misner "Professional
Performance 360 Special Edition: SUCCESS"

e Featured on Brian Tracy TV Show "The Real
Estate Office of The Future"
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Your Home Sold Guaranteed Realty

e INC 5000 Fastest Growing Private Company in
America 2016, 2017, 2018, 2019, 2020

e INC 5000 Fastest Growing Private Company -
California 2020

e The Los Angeles Business Journal TOP 100
Fastest Growing Private Company 2017, 2018,
2019

» Recipient of 2019 The Best of Small Business
Awards SB 100 Honoring America's Top 100
Small Business Visionaries.

?gll.!ﬂl:lﬁ@%ﬁglzn %, BBB-846-7482

BLOD CONTALCT US

Contact U=
? Rudy Lira Kusuma
par Horae S Givwannoed O 11 Bap B* BRellii anad Re iy Kis e rea Bast Ao T I

b
"'r : Vi fimel pamamian Liabe 5 Tha Timva OF Lvasgl

Ahaut Us

Rudy Lira Kusuma
Website: www.YourHomeSoldGuaranteed.com
Telephone: 626-789-0159

272



CHAPTER 12

FROM
MARINE TO
MILLIONAIRE
AGENT




Chapter 12

From Marine to Millionaire Agent

by Jim Bottrell

How a Former Marine Turned Real Estate Agent
Uses Leadership - Vision, Organization, and
Systems to Establish a Millionaire Real Estate
Sales Team.

This chapter is in two parts. The first part was written
5 years ago, when | had just broken through
$1,000,000 in Gross Commission Income (GCI). The
second part, written 5 years later, includes a number
of lessons learned in my journey from $1,000,000 to
nearly $5,000,000 GCI. This is so you can learn from
my mistakes, so you don't have to make them
yourself.
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PART 1- 2015:

"How did you go from being a Marine to owning a
real estate company? They are so different!" people
always ask once they find out that | was a Major in
the United States Marine Corps before starting a real
estate company.

| always reply exactly the same by saying, "Well, as
weird as it sounds, the two roles are almost entirely
the same. In the Marine Corps, my job was to
manage people, processes, and provide solid
leadership. As the owner of a real estate company,
my job is to manage people, processes, and provide
solid leadership. The key difference between the two
is that I'm no longer getting shot at." which always
receives a laugh.

"How did you know how to build your company so
fast?" is the next question about 90% of the time.

| explained to them that | sought out some very
smart people that taught me how to implement
repeatable and predictable systems, even in the
chaotically unpredictable environment of real estate.
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| further describe that once we implemented those
systems that it took only 2 years to grow our
company from a revenue of just over $200 000 GCI
(Gross Commission Income) to over $1,000,000 GCI.

The good news is that I'm about to tell you how | did
it....

One thing that | need to address at this time is that
any United states Marine that read my answer in the
second paragraph (above) cringed in horror because
| used the word "Manage" to- describe what | did m
the two Jobs. In the Marine Corps, we call managing
"The M Word" as it is almost forbidden and demands
as much disrespect as any word can. The reason
being that there is a big difference between
"Managing" and "Leading". Those differences were
pounded into our heads early on in Boot Camp and
literally as we got off the bus at Officer Candidates
School.
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So why am | talking about Leadership in a book
about real estate?

Let me explain:

It's actually pretty simple. No matter where you
work, what you do, or how you do it; people will
gravitate to you if you do what you do confidently,
with purpose, and you are consistent. The
interesting part is that WHAT the leader is doing is
actually less important than HOW he is doing it.
Everything must be done with confidence, purpose,
and consistency.

"A poor plan executed violently is superior to a great
plan executed poorly", is what | can still hear my
Marine Corps, Drill Instructors screaming over and
over again. So, maybe for this context, we replace
the word "violently " with "confidently".

Confidence in the way you speak, your actions, even
in the way you walk. Do each of those with purpose
and confidence and you will be surprised how easily
things happen for you.
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In its most simplified form , confidence (do not
confuse with arrogance) is the most critical element
of Leadership.

A Leader is a person that people look up to. People
want to emulate or ascend to the same level. Not
because a Leader is flawless by any means, but
because the Leader is decisive in actions yet caring
and compassionate to others. A leader does not just
look at what he can make people do, a Leader uses
systems in a very consistent way to get things done
because people WANT to do those tasks vs. being
made to do those tasks.

Managing, on the other hand, derives its "power"
more from job title than anything else. People do
things for the Manager because they have to -
because the manager is the boss. It says so on
his/her office door, on their business cards, etc. That
point is that people do things for the Manager
because they have to while they do things for a
Leader because they want to. Just one of the
reasons why the word "Managing" is so vehemently
despised in the Marine Corps.
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So back to real estate....

For me, | quickly learned that | had advantages in
real estate because of my years being a "Leader of
Marines". |, just like the majority of agents, started
my career in real estate largely as a Buyer's agent
working at a big-name brokerage. Long weekends
showing homes, preparing for those showings,
doing open houses etc. etc. etc. All of the stuff that
newer agents do. However, it didn't take me long to
realize that my Buyers were writing offers and
getting them accepted quicker than other agents'
Buyers were.

"How did you put them in a house so quickly?", my
peers often asked. Sometimes not so nicely....

It was actually fairly simple: | was organized, on time
to everything ("if you are not 5 minutes early, you are
late!™), did what | said | was going to do (every single
time) and acted confidently and decisively. If you do
those simple things, people will trust you. If they
trust you, they feel more confident making decisions
around you. | never had to "sell" my clients on
anything, they correctly trusted in me that | would

not allow them to go down the wrong path.
Therefore, they found it easy to make decisions
around me. That meant they bought homes quicker.
You can do the same thing.
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The other advantage that | had, which truly changed
my business, was that | was not too proud to put
down my own rather large ego and LISTEN. In this
case, I'm talking about listening to somebody point
out the flaws of my business. Sometimes hard to
hear that you are doing it wrong, or more to my
personal situation, that | was not seeing what was
right in front of me....

Staring me in the face.

The good news is that | listened to the coaches that |
hired to help me organize and build my business.
Not just any coaches though - my coaches had built
multi-million-dollar real estate businesses of their
own. | believe it's critically important WHO you learn
from- for me, people that | listen to for advice MUST
be people that have succeeded in exactly what | was
trying to succeed at! In my case, | hired Craig Proctor
and Todd Walters. If these two spent years as the
number one and number two RE/MAX agents in the
world. They built their businesses from the ground
up, making mistakes along the way, correcting

them, building systems, and kicking-ass. | found a
wealth of knowledge in these two. From that point
forward, my business, and my life, took a
substantially different path than it ever would have
without them.
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Vision:

Once | saw the vision that Craig and Todd were
talking about, it made me look at the entire real
estate industry differently. More of a true Business
vs. a highly leveraged job. When | was making
$200,000 per year, | thought | was Top-Dog! On top
of the world! | thought | had reached my "Blue Skies"
and there wasn't much more | could do.

However, what | did not know was that, in reality, |
was only successful only in my "Job". That's right, |
had a $200,000/yr "Job" and that's all. | didn't have a
business at all! If | got hurt, sick, or something else;
there was nobody, no system, and no redundancies
to do my "Job" and my income would come to a
screeching halt immediately. They taught me that
having a "Job" as an individual in this industry is no
way to live and prosper for the long term (which is
also the entire point of Michael Gerber's book the E-
Myth).

| attended all of the conferences with the Craig
Proctor program as well as watched all of their
webinars. | used their chat room to ask questions
and | made a lot of friends in the group.
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However, | am the type of person that needs to
"touch and do things" to actually understand them.
It's my personality- it's the way | learn.

Given that, | started traveling. My wife, Jessica, and |
drove and flew to the offices of the most successful
people in the Craig Proctor organization and literally
sat in their offices for 1 to 3 days each learning their
systems. We visited Jay Macklin in Scottsdale, Lester
Cox in Tempe, Wally Kerr in Oklahoma, as well as
Francois Mackay in Canada, Tracy King in Tennessee
and Sarah Reynolds in Virginia just to name a few.

Each of these people is a multi-million dollar per
year producer. In their offices | learned where their
leads came from, how they captured them, who
spoke to them, what they said, how they nurtured
them, how they were handed to the agents, what
the agents did and said to them, how they closed
them, and even how everybody was paid for their
jobs amongst many other things. Basically, | learned
each of their systems inside and out.
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Those trips were absolutely invaluable as they
provided the opportunity to see first-hand exactly
how the most successful teams in North America
conducted business and exactly what it was that
made them so successful.

After those visits, | had the templates for success
AND had seen the templates in action. All that was
needed was organizing and implementing the
systems | had learned.
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Organization:

Often times organization is the hardest part for
people starting businesses. Especially with the
business model that the Proctor program teaches.
It's vastly different than any other real estate
business model out there and there are seemingly a
million moving parts (which there are not, it just
seems that way at first). The good news is that you
can use just portions of the systems (which will
provide success) or you can implement the whole
thing (for massive success). The question of "Where
do | start?" becomes the pertinent question. That's
where organizational skills come to play. For those
that can multi-task and prioritize, it's actually easier
than you may think.

At my first Proctor conference, | took 26 pages of
handwritten action items. Not 26 pages of "notes", |
took 26 pages of "action items"! Holy Cow!!! That's a
lot! It was all so new But SO GOOD! How could
anybody possibly do it all’? How could anybody
actually figure out where to start?
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The answer actually was pretty simple...once |
figured out the trick. To cope with the massive
number of things | had to do to implement the
systems, | simply opened an Excel spreadsheet and
created columns across the top that read like this:
Person, Priority, and Task. That's it, just three simple
columns.

Person: Whose job is it to complete this task

Priority: on a scale of 1 to 10 - how important is it that
this job get done

Task: A brief description of what it is that needs to be
done

The next step is to sort and filter it in the order that |
need it to be displayed (there is a "Sort & Filter" tab
on the Excel tool bar. | simply sorted by Name then
Priority). The result was the tasks sorted by by the
persons name (A to Z) then sorted by priority of that
task (10 to 1). So, when the list was complete, all
anybody had to do was scroll to their name and their
tasks were in order from highest priority (those with
10's) down to those with the lowest priority (those
with 1's).
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This little Excel spreadsheet ensured that | and my
staff stayed on track and did the things that needed
to be done, in the order that they needed to be
done. It was a simple little trick that helped us grow
our company from a $200,000 GCI to $1,000,000 in
just over 2 years.

Important note: This listis NEVER DONE. | have
found that | am always adding to it.....always
tweaking and improving the systems. Given that, it's
best to consider it a "living document”.
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Systems:

As you might imagine from my long experience in
the Marine Corps, | like systems.

Once | started implementing the systems that my
coaches were showing me, | noticed an immediate
change in my business. First of all, it made Real
Estate fun again! Secondly, it became immensely
more profitable AND...l didn't have to do all of the
work myself. As Michael Gerber says in his book the
E-Myth - | was in a rut of "doing it, doing it, doing it". |
was also working for a maniac (me). Once Craig and
Todd showed me how | could get away from that,

life took a wonderful turn.

Now we have automated systems that obtain large
quantities of leads each month, Inside Sales Agents
(ISA's) that grab and nurture those leads until they
are ready to buy or sell, Outside Sales Agents that
help the client buy or sell a home using scripts and
presentations that are provided to them. Everybody
knows exactly where they are in the system and
what their responsibilities to the system are.
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The truly spectacular part of the system is that it
repeats itself over and over each month. My Outside
Sales Agents are not bogged down with the
marketing it takes to get buyers and sellers, the
long-term nurturing of their pipeline, or the mounds
of paperwork associated with real estate
transactions. They can focus on their clients and
selling homes. They love it!

My job, as the owner, is to create and implement the
systems. The systems now run the company.

Today, | manage the systems by overseeing them
and constantly tweaking and improving them to
make them more efficient (hence, the task list is
never complete). | am very lucky that my coaches
provided working templates and people that | could
consult with any time | had a question.
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What Makes Us Better:

Are we better than the vast majority of real estate
companies? Absolutely we are. Are my Agents
better than the vast majority of Real Estate Agents
out there? Absolutely they are! You might ask
yourself why?

First of all, we have the best training in the world.
While my Agents receive the same training that
every other real estate company provides (what
Escrow does, how Title works, how to properly write
contracts, etc. etc. etc.), my agents also get trained
on how to SELL, NEGOTIATE and how to TALK TO
PEOPLE!

That's right, as weird as it may seem, other
companies do not train agents how to sell,
negotiate, or even how to talk to people. For the life
if me | don't understand why- but they don't.

| always say to agents during my recruiting
seminars, "That's great that (agency) taught you
how to fill out a purchase contract and read a title
prelim...but if you have no idea how to CLOSE a
buyer or seller, there is no need for you to know how
to do those things."
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The other thing that makes us better is that we
provide VALUE to our clients. That's right, VALUE.
We have proprietary systems that other companies
simply don't have. For Buyers, we truly have access
to not-yet-on-the-market listings that other
companies simply don't have among other things.

Further, we retain our Buyer leads through our
"Buyer Satisfaction Guarantees" and other Unique
Selling Propositions {USP's) that other companies
don't provide to their Buyers. Given that we provide
value to our clients that they don't get elsewhere,
we don't lose buyers to outside agents - it just
doesn't happen.

For our Sellers, we have cutting-edge technology
that helps us sell their homes much quicker and for
more money than our competitors do. We have
found it very simple to win nearly every single listing
presentation that we go on just by demonstrating

our proven systems, our superior statistics, as well as
our Seller Satisfaction Guarantees and our other
Seller Unique Selling Propositions (USP's).
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Overall, we have better systems. We have learned
how to capture large number of Buyer and Seller
leads and HOLD ON TO THEM through the use of an
Inside Sales Team and systems that nurtures those
leads until they are ready to buy or sell. Long gone
are the days of my agents trying sell homes AND
nurture their pipeline as we all know that 90% of
those leads will eventually get ignored and those
clients end up buying or selling through somebody
else. After all, those people ARE going to buy or sell,
the only question is whether or not we will be a part
of it. Our systems prevent the loss of those leads and
my Agents can concentrate on selling homes and
making money.

Lastly, | owe a very big THANK YOU to Craig Proctor,
Todd Walters, Jay Macklin, Tim Johnson, Wally Kerr
and many others for showing me the path to

success. All of us at Ardent Real Estate Services
thank you.
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PART 2- 2020 Update:

I'll tell you what... the 5 years since writing the article
above have been interesting for sure. Some really
good lessons learned in the following paragraphs.

The good news is that the company has grown from
$1,000,000 GCI to nearly $5,000,000 GClI, profitability
Is way up, I'm only in production in extreme
circumstances, I'm down from 70+. hour work weeks
to a reasonable 40 hours (or less), | have nights and
weekends off, and my life is once again my life.

That means that | get to enjoy life, take time off, and
spend lots of time with my wife and 3 daughters. |
actually have a business now, no longer a job.

But that does not mean that there have not been an
incredible number of challenges. It's been shocking
to say the least. There are three big lessons | have
learned over the last 5 years that | am going to share
with you now.
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After going back and reviewing what | wrote in the
following paragraphs below, what | am going to tell
you is going to sound pretty negative.- That said, |
don't want you to think that the last 5 years have
been a negative experience as they have not. They
have been wonderful!

However, if | wrote about how perfect everything is, |
don't think you would learn much. So take it all with
a grain of salt and understand that | am writing all of
this for your benefit - so you can learn.

Lesson 1: You will learn a lot about people:

You will learn that you really never know people and
you never really know when you hire somebody if
they will be good or not. | have hired people that |
thought were going to be absolute game-changers
to the company and they ended up being the
biggest flops in the history of real estate. | mean...
THE BIGGEST FLOPS EVER!
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On the other hand, | have found myself needing a
"warm body" to do a job and hired people that |
thought would be OK for a menial task. Some of
those people have turned out to be spectacular. For
example, the Vice President of my company is a 26-
year-old girl who was hired 4 years ago as an
assistant. She was hired to do data entry and stuff
envelopes. However, 4 years later, she has worked
her way up through the ranks and is now the Vice
President running the day-to-day operations of the
entire company! She is amazing and spectacular in
every single way, and | never would have guessed it
when | hired her. She has turned out to be the best
hire | have ever made as well as the single biggest
game-changer we have ever experienced. So ... you
never really know.

When you run a team or own a company, just
understand that you are going to lose people. Real
estate agents are transient in nature. Losing key
agents is just part of the game. I've lost lots and lots
of agents over the years. Some of them were my top
performers. After losing a key person or two |-have
heard people say, "The company is DONE. They can't
recover from such a loss."
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| even had one agent as she was walking out the
door after having just quit the team tell me, " | don't
want to be the last person on a sinking ship."

Think about that one for a minute .... | had put
EVERYTHING into building this company and | get
told that she doesn't want to be the last person on a
sinking ship... It was crushing.

Early on it used to really hurt me when people
would leave, make me lose sleep, and make me
question whether or not we could survive. | took it
personally. It was like getting punched in the gut
every time.

Nowadays though, when | lose somebody, "It's Just
Wednesday" (a phrase | talk about later on that you
will laugh at). The point being that now | understand
from experience that every time we have lost people
in the past, we got better. We ended up doing
MORE deals and helping MORE families change
their lives for the better.
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When you_ build a team, you need to understand
that agents come, and agents go. It's just part of the
business. Don't get me wrong though - | HATE
losing good agents. It kills me...but | no longer let it
define me. | no longer allow it to make me question
my business, nor allow it to make me question who |
am. "It's just Wednesday."

As you grow your company, you will also have
people that will try to burn you and your company to
the ground....and they aren't always outside
competitors. Sometimes the attack comes from the
inside.

The iconic quote "Et Tu Brute" comes to mind. ltis a
Latin sentence meaning "Even you, Brutus?" It's
from the play Julius Caesar, by William Shakespeare.
In the play, Caesar utters these words as he is being
stabbed to death, having recognized his best friend
Brutus among the assassins.

Yeah... it sometimes feels that way. People who you
have done really great things for and changed their
lives for the better will sometimes stab you in the
back and try to take everything you have. You will
find yourself blindsided by these people and they
will sometimes be vicious.
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At first, | thought it was just me. Must be something
that | was doing that is causing these things to
happen. But, as | have grown in my business and
have become friends with people that run real
estate teams at the same level as mine, I've learned
it happens to all of us.

For example, one of my closest friends, who | will not
name, had one such vicious attack come from his
own daughter! She blindsided him, took half of his
sales team, and stole his client database to go start
her own company! Wow...

Just understand that as you grow your company, it
will be attacked. Not just from the outside, but from
the inside too. As much as | hate the term "It's just
business", the fact is that dealing with things like
this is just what happens when you run a successful
business. It will happen to you too. Don't blame
yourself. Just work the problem.

Some people will read the negative things | wrote

above and say, "I'm not doing that, I'll just stay small
and not hire people." My advice don't do that.
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If you elect to stay small in order to avoid problems,
you will always be in the rat race and you will simply
have a highly leveraged job that depends on you 7
days per week. Read the book by Michael Gerber
called the E-Myth and you will understand a little
better.

Knowing that | did not want to live a life where
everything depended on me being there every
single day and knowing that | had to hire people to
create an actual business, | had to learn how to
protect myself and my company from the bad
people.
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Here is one important way that | protect my
company:

My OSA and employee contracts have grown from
what originally was just under 2 pages to the
whopping 17-page contract that it is today. | joke
that "Every paragraph in this contract has a name
associated with it".

That means that every time somebody does
something to harm me or the company, a new
paragraph shows up in the employee/OSA contract
to protect against whatever they did. To summarize
it best, (and | don't know that this next sentence will
actually make the book, but I'll write it anyway and
see what happens) we have a nickname for the
Employment/OSA contract: It is fondly nicknamed,
"17 pages of Jim getting F**cked".

So that sentence alone should summarize
everything enough for you. Make sure you protect
yourself and your company. Do not be naive and
think that people will be "nice" and not attack you. If
you are successful, you will get attacked. Protect
yourself. Nobody attacks the losers, and everybody
attacks the winners. Just be ready for that.
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Further, one EXTREMELY IMPORTANT thing to do is
to make every person in the company sign a new
contract every single year. If you don't, you leave
yourself exposed with old contracts. New laws and
new threats occur every year and you must protect
your company at all times. That means that in my
company, every single person signs a new contract
every single January. It does not matter how long
they have been with the company; they sign a new
contract every January. | tell business owners to do
this and | am amazed that they are afraid to. Don't

be. It's only a big deal to do this if you think it's a big
deal. The OSA's and staff really don't mind. Especially
after they have seen the issues caused by a bad
person. My people actually embrace signing new
contracts because they realize this protects them

and their livelinoods too.

Lesson 2: How to play a proper "Defense™:

What | mean by that is that you have to look at your
expenses and ensure that your business is profitable.
Otherwise, without a good defense, it literally does
not matter how much GCI you earn. You have
created a not-for-profit business.
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Trust me, | have looked at P&L's for real estate teams
where the GCl is in the multi-million-dollar range yet
the business owner is actually LOSING money.... and
| don't mean a "paper loss." They are actually LOSING
money while bringing in millions in revenue. Why?

No defense. It really happens.

So the old saying, "It's not what you make, it's what
you keep" really rings true. So make sure you
understand the P&L and take detailed looks at it at
least twice per month. You will learn all of the little
nuances of the P&L over time. At first, it's a little
daunting, but it gets pretty easy soon enough.

Along these lines, one mistake that | have seen big
real estate teams make is to trust somebody else to
review the P&L to ensure that your company is
running correctly. DO NOT TRUST ANYBODY ELSE
TO MANAGE YOUR P&L. Never ever ever ever do
that! Somebody that is not you, whether they be an
accountant, financial manager, or whatever; does
not have YOUR best interest in mind. It's just
numbers to them. The key difference between you
reviewing your P&L and somebody else reviewing it
is that they are YOUR dollars, and nobody else truly
cares about YOUR dollars!
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DO NOT TRUST SOMEBODY ELSE TO
MANAGE YOUR P&L NOR YOUR DOLLARS!

A sign above my desk says,
"Count the Money, First Thing, Every Day".

The lesson here is to learn your P&L and watch every
dollar that is being spent. Remember that each

dollar you spend on your company has a job - its job
is to go out and capture other dollars and bring

them back to you. If your dollars are not doing that,
you are wasting them. So, watch your dollars, make
sure they are working for you and not being wasted.

Lesson 3: Plug the money leaks in your system:

Looking back at my business over the last 6 years |
have made a number of really big mistakes. Here are
probably the two biggest mistakes that | have made
that negatively impacted our production and profit
more than anything else:

A. Lack of Pipeline Management Systems and
Personnel

B. Lack of Past Customer Retention Systems and
Personnel
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Pipeline Management Systems and Personnel:

After reading my initial chapter (above), | realize that
| was naive. | wrote that the agents only had to sell
and did not waste time working on pipelines. | also
naively said that we don't lose clients. In fact, 1 went
on to emphasize by saying "That just doesn't
happen".

Il I can is wow... was | ever a MORON! | didn't think
we were losing clients. | have since learned that the
reason | thought we were not losing clients is
because we were not checking to see for ourselves if
we were losing clients! How stupid.

We weren't following up with the clients

themselves, so we didn't know that we were actually
losing tons of clients. Hundreds of thousands of
dollars (if not millions of dollars) lost because we
were not watching. We were not checking. We were
not managing the agents' pipelines. We were
reading what the agents were writing in the CRM
and assuming it was the truth. Wow were we ever
shocked when we started calling the clients directly!
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In the past, | assumed (Assume: Ass/U/Me -
"Assuming makes an Ass out of U and Me") that my
agents were staying on top of their pipelines like
they were supposed to. Turned out that when |
assumed that it certainly made an Ass out of Me!

It's important to note who actually pays for the
agents' pipelines. Is it the agent? Or is it the business
owner? Of course, it's the business owner. Therefore,
it's YOUR job, as the owner and the person that
PAID for that pipeline, to watch the agents' pipelines
like a hawk! It's YOUR money, you need to watch it. |
commonly tell the agents on my team, "You better

be a good steward of my money, or you won't get
any more of it."

In the past, | MISTAKENLY could not justify the cost
of hiring an employee whose sole job it was to
manage the agents' pipelines. However, knowing
what | know today, and after losing hundreds of
thousands of dollars (if not millions of dollars), |
realized that was wrong.
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| realized that | simply cannot afford to NOT have
somebody watch their pipelines like a hawk. That
position is the best money you can possibly spend -
so do it! I'm going to say that again, THE PIPELINE
MANAGER IS THE BEST MONEY YOU CAN SPEND!
Get a pipeline manager BEFORE you bring on that
new lead generation source. There is no lead to

bring on new expensive leads until you have
eliminated the waste of the leads you already have.

Do the agents like it when you supervise their
pipelines like this? Of course not. Can you afford to
allow them to dictate to you how you manage your
investment into their pipeline? Of course not. It's
YOUR business, it works how YOU say it works.

| had an agent recently complain to me that she
didn't like us "micromanaging” her pipeline. The
objection was simple to overcome: | asked her if she
had invested $40,000 of her own money into
somebody else, would she watch her investment
carefully?

She said "yes".
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Then | smiled and said, "So we agree. Thanks for
coming in, have a great day..."

Remember, it's YOUR business, it's YOUR money. It
works how YOU say it works.

Past customer retention:

Like most realtors, 1 assumed that all of our past
clients would call us when it came time to sell their
home. Therefore, 1 didn't put much into past client
retention. That is until January 2019 when | spent an
afternoon looking at the 4th quarter 2018 and all of
the past customers who sold their homes with
somebody other than us. There were a ton of them.
Shit....

It made me sick to my stomach. | wanted to throw
up. | wanted to walk into a liquor store, buy a bottle
of cheap booze, then crawl under a park bench with

all the other bums.

| could not understand it.
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| looked at the notes for these people, | saw that the
customer had written glowing reviews for us after
we helped them buy their homes so why didn't they
call us to sell their homes for them?

The answer is simple, we did what every other agent
did. We allowed them to forget about us.

This failure sits squarely on my shoulders - 100% my
fault. All that business was lost because | had not
justified the expense to have system and personnel
to retain past clients. | could not believe how stupid |
was. Hundreds of thousands of dollars (possibly
millions) lost...

That very day, | hired a person whose sole job was to
regain "top of mind consciousness" of all of our past
clients. Her job was to go through my 1,300 past
clients and call every single one of them. Start with
#1 and go to #1,300. Then go back to #1 and do it
again. We called them, mailed handwritten memos
to them, made offers for them, made warning
videos, sent them fun things and much more. It was
a full-court press into our past client database so
that we did not lose our past clients anymore. | was
focused, it would not happen again.
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Business owners need to remember that it costs
about I0x more money to generate a new client
than it costs to retain an old one. So just like | could
not initially justify the cost of hiring a person to
manage the agents pipeline then learned that |
could not justify the cost of NOT having that person,
| learned this client retention person was another
position that | couldn't afford to be without.

Results:

The result after 1 year of having these two positions
(database manager and past client retention) is

quite shocking: As | write this near the end of July
2020, our number of closed transactions is up 44%
over where it was at the end of July 2019. Further,
our revenue is up 58% over this time last year. To put
a number on that, as of the end of July 2020, our
Year-to-Date Revenue is up almost $1,000,000 over
where our revenue was at end of July 2019. I'm going
to say it again, we are UP nearly one million dollars
OVER where we were at this time last year and it's
just July!

Why is that?
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Some people may think that we have more leads,
more ISA's, or more appointments. Actually, 2020
has been one very weird year so far and we are
actually DOWN on leads, DOWN on number of ISA's,
and about EVEN on appointments. Yet, despite that,
we are way up in sales and revenue over last year!

The answer to that is what | just wrote above: We
added Pipeline Management Systems and
Personnel and we added Past Customer Retention
Systems and Personnel.

We manage the agent’s pipelines much better
these days - fewer clients choosing another agent
because our agents didn't follow up and we now
also get a TON of repeat business.

My cost for the two people running these systems is
nominal. One mid-level salary and one low-level
salary. The revenue gained, about one million
dollars... In my opinion, money well spent.
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In summary:

When you embark upon building a real estate team,
you need to understand that it will not be easy. In
fact, it will be one of the most difficult things you will
ever do. | also want you to understand that all of the
problems you encounter are normal, that you are
not an anomaly, that the world is not after you - that
every problem you encounter is just running a
business. A business that will provide for you and
your family for the rest of your life so it's worth doing
and it's worth doing correctly, despite all of the
problems.

Let me leave you with this funny (but true) story
that | am sure you will enjoy:

This is the true story of where the phrase "It's just
Wednesday" came from.

A few years back | was at a Craig Proctor Titanium
meeting on a Wednesday morning. | had with me
my Marketing Director (Michelle) and my assistant
(Leslee).
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Through the morning | had noticed that another
Titanium member (John) was pacing back and forth
in the hallway and did not venture into the morning
session. Obviously, he was having an issue, but | did
not know what it was.

At the morning break, Michelle called our office to
see how things were going. After hanging up the
phone, she reported to Leslee and | that: We had an
agent quit, we had a staff member quit, we had two
staff members at each other's throats over some
argument and one stormed out of the office, and we
had a complaint filed against us with the Real Estate
Board and it was still before noon.

Leslee balled her hand into a fist and hit the table
with it and angrily growled, "Why do these things
always happen to us, what is wrong with us?!!"

| looked at Leslee and said, "Leslee, look around this
room. This room is filled with the top people in this
entire industry and they all go through this stuff...
Leslee, it's just Wednesday, it's not a big deal." (Little
did | know that the phrase "It's just Wednesday"
would be used for years to come.)
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Just then, my friend John walked back into the
room. As he passed my seat, 1 called out to him, "Hey
John, you doing OK?"

John pulled up a chair and detailed his morning
phone calls by saying this, "Well, | had an agent quit,
| had a staff member quit, we just learned that one
of my new ISA's was arrested for being an 'active
shooter', it also turns out that one of my female
OSA's moonlights in adult movies and that little bit
of info just went public, and apparently there is a
fraud alert on my bank accounts and Wells Fargo
has frozen ALL of my accounts (both personal and
business), today is payroll and | can't make payroll
because of the frozen accounts. How is that for a
morning Jim?"

| leaned back in my chair, looked over to Leslee and
calmly said, "See...it's just Wednesday."
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Jim Bottrell was born in
San Pedro California on
October 15th, 1970. His
father was a Marine who
later became a police
--éi:.n.;:tr:::lsne, officer, his mother a nurse.

g /\hustys 2 hadue A salt-of-the-earth hard
working middle-class

blue-collar family.

Growing up, Jim played lots of sports. Mostly football
and baseball where he was routinely on whatever
all-star team there was. He was the kid that got to
practice early and stayed late in order to be the best.
However, he was not one to ever trash talk and was
the first to congratulate an opponent that truly beat
him at the game. Then he practiced harder to
ensure that it would never happen again.

In high school, Jim started his own business
washing cars. The business developed into a full -
blown auto detailing "business” by the time he was
19 and he used his earnings to put himself through
college...debt free. He sold his business the day he
graduated from college and went into the mortgage
lending industry.
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At just 21, he found it difficult for people to take him
seriously, so he learned some tricks to take people’s
mind off of how young he was. One such trick was
the ability to write and do math upside down. Try it.
Jim would sit across from clients and write out
mortgage closing costs, payments, whatever he
needed to write out - all upside down. It was a very
profitable "trick".

However, mortgage was not where is heart was. By
the age of 22 he was a private pilot. A skill that he
took to very rapidly and easily. But Jim wanted more
- he wanted to fly military jets.

At the age of 23 he visited several military recruiters
to inquire about flight opportunities. Jim wanted to
follow in his father's footsteps and become a Marine.
However, becoming a Marine Corps Officer was
something that proved to be much more difficult
than he expected and they were not offering Flight
Contracts.
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The selection process to become an officer in the
Marine Corp was an extremely difficult one. Only 1%
of applicants get an opportunity to go to Officer
Candidates School (which, in itself, has an attrition
rate of over 50%). Jim was not selected on his first
attempt. Nor was he selected on his second
attempt. Nor was he selected on his third attempit.
Each time, Jim improved his package, worked
harder, and he was eventually selected on his 4th
attempt. Although he was not offered a "flight
contract", Jim went into the Marine Corps in hopes
of being a pilot just getting there "the hard way".

Jim suffered tremendously through the grueling
Marine Corps Officer Candidates School (OCS). The
arches in his feet collapsed, he suffered ACL and
MCL injuries, a gastrointestinal virus, and a
consistent sickness often referred to as "the crud". At
one point, Jim was offered an opportunity to go
home, heal up, and come back but he refused. Not
so much out of honor or something like that, he
simply said, "No, I'm not doing this again. | finish this
now!"
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After being one of the 43% that graduated from his
OCS class, Jim entered the Fleet Marine Force as a
Platoon Commander in 2nd Battalion, 4th Marines
(called 2/4). In his 3 years with 2/4, Jim did multiple
deployments and also spent a lot of time shooting
competitively for the Marine Corps in national rifle
and pistol matches. He earned multiple medals in
both types of weapons.

Jim then went on to become a Company
Commander at MCRD San Diego - Marine Corps
Boot Camp. There he led over 800 recruits, 32 Drill
Instructors, and his company staff through 9 recruit
training cycles. He says that tour was his absolute
favorite time in his 10 years as an active-duty Marine
and he says he would drop everything and go back
and do it again tomorrow if the opportunity
presented itself.

During that tour, the events of 9-11 changed the
world. Like all Marines, Jim wanted some payback as
did all Americans, so he relished his opportunity to
return to the infantry and deploy to Iraq. Jim was
assigned as a Company Commander once again.
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On his first night of the invasion, Jim's company of
255 Marines successfully took an Iraqgi military air
base 50 miles deep into Iraq. At dawn of the first
morning of the war, that air base became the main
logistics hub for the Marine Corps. Soon after, he led
his company into the city of Nasariyah where he and
his Marines experienced the multi-dimensional art
of fighting inside of a city. He now says, "You only
appreciate life once somebody has tried to take it
from you." Jim says his greatest accomplishment in
life was that all of his Marines came home from the
war, back to their families, with all of their fingers
and toes intact. Accomplishments that he relishes
every day.

After returning from the war, Jim was promoted to
Major, where he became a Battalion Operations
Officer, which put him 3rd in command of over 1,800
Marines. But he discovered that he preferred being a
Captain, "out in the field WITH MY MARINES vs
sitting at this stupid desk". In late 2004, Jim moved
on from his career in the Marine Corps and started
his civilian life.
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For a couple of years, he "flipped" houses. Made
good money but it was a tough life. In late 2006, it
was obvious that owning extra properties would
soon become a money-losing endeavor so he
stopped flipping houses and used the skills that he
learned buying and selling his own homes by
helping others own or sell their homes. Yes, as
unlikely as it sounds, Jim became a real estate
agent.

Real Estate:

When he was a new agent with Realty Experts, he
hit the ground running and achieved an impressive
sales record putting him consistently in the top two
agents in an office of over 180 agents.

After 4 more years working under a broker, Jim
decided to venture out on his own and create his
own company. That company is Ardent Real Estate
Services.

318



If the highest form of flattery is imitation, Jim has
paid lots of compliments over the course of his
career. Not one to reinvent the wheel, he firmly
believes that the best way to be successful is to
follow in the footsteps of those who already are. So,
when he opened his brokerage in late 2012, he
decided to pattern his practices after Craig Proctor
and Todd Walters. The two of them have achieved
something that only a handful of people have in
history and that's to sell over a BILLION dollars of
real estate. Yes...with a "B". Through a tremendous
amount of very hard work, he learned how to
implement systems that Craig and Todd used to be
S0 successful.

On the surface, most people probably would not
have expected him to be in any sort of coaching
program because he is an extreme "Type-A"
personality. With his large amount of personal
experience with real estate having been a Mortgage
Lender, a General Contractor, and having his own
personal rental properties, some would say that he
already possessed everything he needed to be
successful. Truth be told - he was "successful." But
once he joined the Proctor program, he learned that
there were many definitions of the word
"successful".
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After two hard years of building and implementing
the Proctor systems, "The Bottrell Team" is now in
the top 1% in homes sold in Southern California and
has just earned its 4th consecutive 5-star award for
premier customer satisfaction. An award presented
by San Diego Magazine to just a few agents each
year.

Furthermore, The Bottrell Team was recently
recognized as one of the top 200 most respected
real estate teams in all of North America and was
presented the "Quantum Leap Award" in 2013, an
award presented by Craig Proctor himself to the
agent or team that demonstrates the highest rate of
growth in his program.

Jim was also invited to be part of Craig Proctor’s
inner circle that he calls "Titanium". This is a small
group of just 20 hand-selected people to be part of
his personal mentoring and business development
program. This group is made up of only the very top
agents in North America. Jim still wonders how he
ever got an invitation to this group, but he knew
that selection to this elite group is about as big an
advantage as anybody can have.
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Success:

Organization and efficiency have propelled Jim's
company to grow exponentially over the 24 months
since joining the Proctor program. Before Jim
started with the program, he typically sold about 25
homes per year with an annual commission income
of approximately $210,000. Most people would think
that is pretty good. Many would call it "successful".
So did Jim.... until he met some truly astounding
people in the Proctor program that showed him a
different way of working and a different way of
thinking. Since that fateful introduction into the
program in January 2013, his commission revenues
have doubled and then doubled again. Yes, it's true -
he went from $210,000 in gross revenue from 23
sales in 2012 to $434,000 from 40 sales in 2013 then
to an astounding $885,000 from 72 sales in 2014.
Furthermore, as of this writing on January 21, 2015 -
He currently has over $250,000 in commission
revenue from 26 sales in escrow right now! That's in
January- a month where most agents are still on
vacation and thinking about maybe going back to
work sometime after the super bowl.
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Jim set his 2015 goals to earn $1,500,000 and close
120 transactions in the year. Given that he is only 21
days into the year and already has 26 sides and over
$250,000 commission income in escrow He is
looking to revise his goals upward.

Jim attributes his success to three things: 1. His
experience from the Proctor program 2. His ability to
implement and lead people to a common goal and
3. His superior support staff and real estate agents.

Jim hires mostly Marines. 80% of his agents are
Marines and his entire company staff was sourced
from Wounded Warrior Battalion. Wounded Warrior
Battalion is comprised of Marines that have been
wounded in combat to the point where they can no
longer serve in an Active  Duty role. He admires these
individuals not just for what they have overcome,
but because they have a Can-Do attitude. Jim calls
them "fire and forget" missiles- by that he means
that he simply gives them a task to accomplish
(what in the Marine Corps is called his "Final Result
Desired") and they do whatever it takes to get it
done with very little follow-up or supervision
necessary.
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Moving Forward:

Success is a relative term. People view it differently
as their perspectives and expectations of success are
different. Jim has considered himself successful
many times in his life only to find that "the bar" has
been moved. Sometimes from an external
experience, sometimes self- generated.

The point being that you are never "done". You are

either implementing, growing, and building or you
are fading and dying. Which one are you?
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Chapter 13

Celebrity Brand

by Marnie Bennett

How | Became Team Leader of a World
Championship Sales Team and a Celebrity Agent
in My Market Place

These days, we all understand the importance of
connecting our names to a compelling identity in
order to attract clients and to be publicly recognized
as the cutting-edge knowledge team and THE
trusted real estate authority. The meatier challenge
can be finding an effective medium through which
to market our brands - preferably, a medium that is
not already flooded with competitors' noisy blurbs.

From my humble beginnings to the present day, |
have pursued many different avenues to "get my
name out there and in the front of my target
markets' minds". And | would have to say that the
most unusual, persuasive and successful tactic I've
employed is hosting my own radio show.
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My original goal was to create and then increase my
name-and-brand recognition, and to solidify my
reputation as a real estate student, educator,
commentator and mentor. Those goals have
definitely been met. But something else started to
happen very quickly. Much to my surprise, | also
became a popular radio personality with a devoted
audience of followers. And, even more to my
pleasant surprise, my on-air methods and style
resulted in my being recognized by a national
television network as a real estate expert who could
consistently analyze, intelligently comment upon
and understandably describe the wide variety of
facets and issues in local, national and international
real estate markets and offered a live real estate
segment on their News at Noon television show.

Now with more than a dozen years at the mic, | can
unequivocally and confidently state that having a
weekly radio show (Bennett Real Estate and Wealth
Show - which expanded to two shows per week) was
simply a "game-changer" that enabled us to
overwhelmingly meet and surpass our original goal
of brand recognition. It has been so successful and
so market-penetrating that the majority of my firm's
clients come to us as a direct result of our constant
radio (and now, television) presence.
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When | was starting out in real estate, | never
dreamed of becoming a radio celebrity. But today, |
have come to genuinely love the medium. While
radio and television are both terrific ways to reach
the public, there are a couple of obvious advantages
to radio. It is generally easier to break into, and it's
less expensive to produce and air. Radio also enables
one to gradually expose one's true inner self,
motivations and goals that allows a personal
warmth" to be exposed to, and perceived by, the
audience - which is something that just cannot be
achieved on television.

Well-known journalist Peggy Noonan perfectly
expressed the subtle but profound power of radio
when she wrote, "TV gives everyone an image, but
radio gives birth to a million images in a million
brains."

Radio actively engages our imaginations. It lends
itself to a more intimate relationship between
speaker and listener. When we listen, it is easy to
imagine that the speaker is in direct conversation
with us. | have had more people than | can count tell
me, "l felt like | already know you."
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Less glitzy than television, radio is a perfect tool for
establishing real estate professionals as real,
approachable people with legitimate and current
expertise to share.

The decision to go on the radio was not something
that | stumbled upon or got into by fluke. |
researched the marketing approaches of the top ten
realtors in my city. | made an honest assessment of
where my own strengths lay; and | made a strategic
decision. | had always been a skilled and fluid
communicator, and | felt confident that my
educational background in law and economics gave
me special and apropos insights into the real estate
market. | concluded that radio would likely be a
great way to showcase these strengths on a large-
scale basis.

| strove to incorporate elements of informative
television talk shows such as "Good Morning
America" and topical news shows like "60 Minutes".
Each one-hour show would have its own theme and
would be strictly structured with four distinct
segments.
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| planned to invite expert real estate guests from
various segments of the real estate industry and
markets in Canada and the United States to be
interviewed by me; and we would also field calls
from listeners.

| approached the radio station with a detailed
template, and the audience was receptive. Next, |
began drumming up corporate sponsors - a task
that, fortunately, did not intimidate me. | had
established a wide-ranging network of business
connections over the years, and | had faith in my
vision. | commissioned a memorable jingle and,
before long, | was hosting a live hour of radio once a
week.

While the medium was new to me, | did not feel that

| was in completely foreign territory. In the past, |

had worked as a sessional college professor

teaching business strategies and marketing. | had
found that the students enjoyed my down-to-earth

but detailed-laden treatment of the subject matter,
particularly my habit of relating various business
situations to personal life experiences. Viewing my
classes as a focus group of sorts, | decided to use my
teaching style as the basis of my approach to radio.

329



Our listening audience tends to be well-educated
and includes many entrepreneurs and people in
senior management. We also have a growing
market of ambitious Generation Y listeners.

Substance matters to these people. | consider it my
mandate and duty to provide useful, relevant and
current information and to interpret data in a way
that is as far from dull or confusing or nebulous as
possible.

Preparation for each show is very time-consuming -
but that careful and thoughtful preparation is

simply vital.

As the old adage goes: "If you are failing to prepare,
you are preparing to fail." Simple but 100% true.
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Whether the week's topic is women in real estate,
first-time buyers, divorce and the division of
property, or real estate investment or selling or
buying real estate safely during a global pandemic, -
or any other facet - | am well-armed with both facts,
figures, examples and anecdotes. | spend time
researching the global, national and local
economies, to ensure my reasoning and statistics
are sound and to give my listeners a broader
understanding of the factors-at-play in the various
segments of the real estate market.

Each week, to encourage audience participation
(which increases the likelihood of attracting new
clients), we issue an invitation to register online for a
workshop, seminar or special event, or offer the
chance to become a "VIP Buyer" (and to receive
access to as-yet unlisted properties or to receive
advance info for new home projects etc.) We also
feature online contests. By encouraging a direct
response from our listeners, we are also able to size
up audience interest and engagement.
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My son, Taylor Bennett is my regular weekly co-host.
As a millennial, he adds a younger perspective to
whatever topic we are discussing. But what is just as
important is the fact that his presence solidifies,
fortifies and perpetuates our Bennett-Family Brand.

Not surprisingly, my biggest challenge has been to
keep the show feeling fresh over the years. My
original competitor in radio has begun to mimic my
style, ideas and information. While imitation is the
sincerest form of flattery, this has presented me with
an even greater challenge in terms of setting my
show apart.

The solution? | never let myself get too comfortable.
| push myself to broaden my perspectives - to learn
new information, new approaches, new
technologies. | also switch things up regularly.
Sometimes, we air live from outside venues such as
the sales center for a new luxury downtown condo
or from a new housing project, for example. Other
times, the show will focus on a specific segment of
the real estate market - such as construction
insights, international properties, vacation
properties investment options and opportunities
etc..
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In addition to bringing both local and international
real estate and investment experts on the show, |
will feature preferred partners (such a kitchen
manufacturers, renovators, carpet retailers etc.) as
well as different members of my team. Every guest
has a different area of expertise, different frames of
reference and a different personality.

That makes for interesting dynamics. As charismatic
as you may be, there is no doubt that variety adds
both substance and pizzazz.

For those of you who wonder if a radio show might
be the right move for you, | would suggest you ask
yourself if you possess the following qualities:

» Self-confidence

« A comfortable, friendly demeanor. | am a natural
extrovert who loves good conversation. These
traits are common to many of us in real estate,
BUT they are essential for radio.

e A warm, listenable voice

» The self-discipline to be well-prepared every
week - which is NOT easy!

» The ability to think on your feet: A must when
fielding live phone calls.
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A talent for breaking down complicated ideas
and lingo and jargon into easily digestible
chunks. Let's be honest: real estate figures aren't
the stuff Tom Clancy novels are made of. It is up
to you to put an interesting spin on them.

e A unique approach. Embrace what makes you
different from your competitors. Different sells.

e Tough skin. Those of us who put ourselves in the
public eye and achieve recognizable success can
attract criticism along with the praise because
competitors hate to see someone else get ahead.
It can sting; but if you've got faith in yourself and
focus on your ultimate goals, you'll do fine.

A risk-taking nature. You've got to be willing to

push yourself out of your comfort zone, both

emotionally, intellectually and financially. To get
big, you've got to embrace the role and continue
with it even when it takes months for results to
start showing.

For those who have the right stuff, a regularly aired

radio program provides incredible long term
exposure.
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Each time you answer a listener's question or
interpret the latest housing numbers, you are
earning respect and nailing down your reputation
more firmly.

And consider these benefits:

e For the client, there is an emotional pay-off to
having a radio personality as an agent. They feel
they're in the best hands; they feel special. They
have confidence in you from the get-go. Now it's
just up to you to justify that confidence.

» A self-perpetuating cycle is now in place.
Because your name is well-known, your clients
are more likely to talk about you to others,
further increasing your brand presence. People
who might have thought "She's too busy to talk
to me" will realize that you (or one of your team)
can, in fact, take them on as clients.

e Thanks to the internet, radio broadcasts are no
longer fleeting. You can give them staying power
by posting links to a library of podcasts on your
website together with a summary of the topics
covered that week.

335



« Radio gives you an instant platform to promote
any new venture you embark upon. If you are
starting a new investors' program, you can
publicize it; if you win an award, you can chat
about it; if you're running a workshop, you can
promote it. Having said that, it's important to
market yourself with class and restraint. If you're
skilled, you can work in references to your
projects in such a way that they seem natural
and helpful - and not strike the audience as
hucksterism.

A radio show isn't for everyone. To make it work,
you've got to be willing to make sacrifices - of time,
privacy and, initially, money. But trust me on this:
when it's done well, it can be a huge game-changer.

Marnie, Team Leader
of the #1 Sales Team in Ottawa, Canada
can be reached at:

marniebennett@bennettpros.com
613-233-8606
www.bennettpros.com
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Marnie Bennett

Founder, CEO,
Broker of Record,
Real Estate Guru,
Mentor &

Public Personality

In the sometimes-hard-nosed world of real estate, it
is a joy to work with a gifted practitioner who
believes that business sense and a generous spirit
can go hand in hand. Marnie Bennett is an educator,
mentor and wealth coach to clients who seek to
master the art of the wise real estate transaction. As
broker of record, founder and public face of the
Bennett Property Shop Realty, Marnie Bennett has
built a one-of-a-kind boutique real estate brokerage
in Ottawa and Toronto, Canada, whose business
philosophy is based on exceptional personal service,
leadership, industry-leading innovative policies and
practices. Marnie trains a team of 25 elite sales
representatives, sharing her deep and wide-ranging
expertise with warmth, humor and outstanding
results.
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The Bennett Property Shop Realty sales volume
speaks for itself with over 10,000 homes sold for top
dollar since 1994 and over $4 Billion in residential
sales. Along the way, she's gathered a devoted
following. Always comfortable in the public eye,
Marnie has cultivated a strong identity as a print
columnist, TV and radio personality, and
internationally recognized public speaker. Such
engagements allow her to share her knowledge
with a wide audience base, including first-time
homebuyers, budding entrepreneurs and high-
ranking executives. Marnie is considered among the
legal profession to be the leading expert witness for
real estate.

Passionate about her calling and deeply dedicated
to her clients, Marnie Bennett doesn't hesitate when
asked about her multi-faceted career as mentor,
marketer, broker and public figure. "Some people
feel boxed-in by their professions, with no room to
breathe. I've never felt that way," she says. "I've
shaped my career in a way that allows me to explore
my strengths - one of which is connecting with
people. If there's a chance for me to share what |
know with others, I'll jump at it." "For me, this is the
best job in the world," Marnie says simply, and we'd
have to agree.
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Chapter 14

Building a Winning Team: Always Be Recruiting

by Wally Kerr

I'm a HUGE Oklahoma City Thunder fan. Though I'm
an avid sports fan and MC for the University of
Oklahoma on home football game days, | never
really cared about the NBA until the Thunder and
Kevin Durant came to town. Now, | rarely miss a
game on TV, and attend many when they play at
home. The tandem of Durant and Russell Westbrook
is amazing to watch, along with an amazing
supporting cast. Like any other successful team, the
composition of today's Thunder basketball team was
built one player at a time, and the draft picks and
subsequent player trades over the last three to five
years have finally assembled a group of superstars
who seem to "really” enjoy playing and competing
together. The Thunder team analyzes its needs, and
then drafts or trades for new players each season, in
hopes of building the best possible team. Each
player has their own strengths, with each
contributing to the team in their own unique way.
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In the 2014 Western Conference Playoffs, the
Thunder were beat out of the finals by San Antonio,
who ultimately went on to the finals and defeated
the Miami Heat for the 2014 NBA Title. Though OKC
swept the Spurs 4-0 in the regular season, the Spurs
found a beat OKC at its own game in the playoffs.
Greg Popovich has now won 5 NBA Championships
as the Spurs Coach, and all since 1999. Again, this
year, the Spurs were credited as a team that played
with great humility, passing the ball on offense with
lightning speed, until a player had a "great" shot at
the basket. These are professional players making
millions per season true SUPERSTARS, the Best of
the Best. They understand teamwork and success at
a level much greater than most of us will ever
experience; knowing that just one or two additional
losses in the regular season makes all the difference
in having a home-court advantage when it's time for
the Playoffs. More important, it's been said that no
matter which Spurs player is substituted into a
game, it has little effect on the game outcome.

Each player CLEARLY understands his role in the
game his strengths and weaknesses, and the reason
he was drafted and signed (or traded) to the Spurs,
and how his play specifically influences the outcome
of the game.
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Todd Walters, our Platinum coach in Craig Proctor's
Platinum Program, often references the Atlanta
Braves, and their constant recruiting efforts to
continually replace their "worst player." In our
business careers, most of us have heard the term
"your business is only as good as your weakest
employee." Thus, the Braves, the Thunder, the Spurs
and every other professional sports franchise
recruits, drafts or trades to replace its "weakest link."
Recruiting NEVER stops. Within the Craig Proctor
organization, we refer to it as "ABR" Always Be
Recruiting.

| see my real estate team today, their skills and
productivity, and realize that I've recruited and built
my real estate team much like the Thunder, Spurs
and Braves have done. Each member of my team
was recruited for their individual .skills... specifically,
the members of my administrative team, though

I've also recruiting specific agents to fill "gaps” in
working with certain buyer and seller personalities.
I'll get to that more in a moment.
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Specifically, | don't need my staff closing coordinator
or customer service representative to have great
sales skills. If they did, they'd ask to join the sales
team and could make the money that some of my
top agents make, though they would give up a
predictable 8-430 PM weekday job and regular
paycheck. Instead, these very "detailed" personalities
are the glue that holds my office together. Unlike

my highest earning salespeople, they strive for a
neat and organized desk at the end of each day.
They collect the paperwork that literally flies around
in the office, pulling each sheet out of the air,
organizing and filing the details that the busiest
agents produce.

I've made that sound more dramatic than it is; as we
went paperless nearly two years ago with online
document management (we use SKYSLOPE.) Still,
the highest producing agents in my office take
longer to complete their files, which must be done
for them to be paid after closing. My customer
service manager CLEARLY understands her role in
our machine. As the market has improved and
become red-hot in many price ranges in 2014,
listings are "priceless." A home priced right in our
market is going to sell.
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With my agents as busy as ever, these listings must
be serviced and protected. My customer service
manager understands how important it is that these
home sellers hear from someone in my office
regularly. Our policy is once a week, minimum,
though every home seller will tell you how often
they'd like to hear from you ...... just ask ... ! We've all
had home sellers who are so laid back that they say,
"call me when get an offer!" Others need daily
attention, or to hear from us two or three times a
week. As far as I'm concerned, that better be a really
GREAT listing to earn that kind of attention, right?
Simply put, real estate is a service business, and
keeping the customer informed and happy is #1 in
our firm. My customer service rep was easy to find ....
she'd been in the customer service field previously.
My staff closing coordinator was easy to find, too ....
she was previously a vice-president at a local credit
union, but wanted to work for a smaller, more
personal firm with fewer headaches and red tape.

My recruiting and hiring is no different than with the
OKC Thunder.
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When the Thunder realized it needed more offense
and scoring late this season-when it was clear they
would make the 2014 Playoffs, they brought in free
agent Caron Butler, an 11-year veteran who had a
great jump-shot outside the paint but could also hit
the three-point shot with 40% accuracy. First, the
Thunder identified its need, and then recruited
accordingly. Why should your business be any
different? What is it that your business needs now to
take its next step forward? In my case and prior to
hiring my staff closing coordinator, my top agent
might sell seven homes in March, but only 2 more in
April. Obviously, he was consumed with the activities
it took to get those seven homes he sold in March to
the closing table. If his forte is selling, why should he
be doing ANYTHING other than selling? Are you so
busy that you can no longer call each of your sellers
every week?

What will happen if this continues to occur and you
lose touch? This became any issue for me as we
grew quickly | had more listing calls and home
sellers than | could keep up with. If you lost just ONE
listing every other month over the next year due to
poor communication, what would the cost to you be
at the end of the year?
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It probably comes as no surprise that superstars like
Kevin Durant, LeBron James and Peyton Manning
actually have "coaches" themselves. They are the
most talented athletes in the world at their own
positions, yet they are humble enough to accept
training and coaching from others to become an
even BETTER player. | needed this lesson in
humility. As | grew more successful, | became LESS
willing to learn from others as | became the
"superstar" in my local market. From 2002 to 2006,
working only with my wife, one admin assistant and
a new agent | had hired (who is now my top
producing agent,) | was closing 60-65 homes per
year on my own, and my wife was doing very little
selling. Mostly, she assisted in the office and
managed our personal lives, family and finances, as |
was seldom home. | started each day around 830
AM, and worked most weekdays until 8 or 9 PM,
regularly giving listing presentations AFTER others
had fed THEIR families and were finally ready to
meet with me to discuss the sale of their home. My
income was stable, but not increasing during that
five-year period stuck on earnings of $375,000 to
$425,000 per year. My mind was closed to doing
business a different way, and | was becoming
burned out.
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Headed into the spring market in 2007, | remember
sitting at my office desk, lamenting how much time,
energy and effort it would take to churn out another
$400,000 in income perhaps a little more....in the
spring and summer months. | had worked myself to
death, prospecting constantly and competing

fiercely with several other local agents who were

"hot on my tail." | was #1 in my market in closed sales
volume in 2004, 2005 and 2006, but | wondered if I'd
be able to hold up to pull it off again in 2007. | had
closed 62 homes in 2006, with closed volume at just
above $13,000,000. In the back of the March issue of
REALTOR magazine was a picture of Craig Proctor
with several medals pulling his head to the floor,
being rewarded by Dave Liniger as the #2 RE/MAX
agent worldwide. | even remember the headline at
the top | can see the words clearly in my mind, even
today...." | work 40 hours a week and made $1.SM last
year." | remember thinking "BS.... that can't be true. |
work much harder than that and don't make
anywhere near that. He must be in Hollywood and
have an average sales price of $9,000,000. He
probably sells all the movie-stars homes."
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| called the toll-free number and was connected to
his coaching office. | was told that his statements
were true, that an upcoming conference in Dallas
was near my location and was also assured that |
could sit in the Super Conference until noon on the
second day and still receive a full refund of my
tuition if | didn't feel the ideas that had already been
shared by that time would allow me to earn an extra
$50,000 in income that year, if implemented.

Truth was that Craig was in a small town outside
Toronto, Canada, and his average sales price was
near $300,000. He was closing about 550 homes per
year and was a dedicated agent much like me. Craig
was humble on stage as he recited his background
and upbringing, the son of a real estate broker. Craig
saw things differently. What | learned from Craig
would change my paradigm and career.
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Wally Kerr began his real estate career in 1987, at the
persuasion of an old friend who owned a Better
Homes and Gardens real estate franchise.

Your Home Sold
GUARANTEED

or [ll Buy ft!*™

ey

Wally owned a popular mobile disc-jockey company
called Mobile Music Unlimited, and also DJed on his
off nights at several local nightclubs, always
struggling to stay ahead financially.
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In 1992, Kerr was offered the broker position and a
minority ownership in the Better Homes and
Gardens franchise, until it was closed in 1992 and he
and his wife Cindy moved to RE/MAX in Norman,
Oklahoma. They remained with that same firm until
March 2010, when they opened their first office, Kerr
Team Real Estate.

Kerr had now been Norman's top ranked residential
agent by either sales volume or number of closed
Transactions every year since 2007, and as of the
publication date of this book, Kerr has remained at
the top in Norman through 2014.

He and Cindy have two offices and a plan to open a
3rd, with over $92,000,000 in sales in 2014 and an
average of just over 40 homes sold per agent in both
2013 and 2014.
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Chapter 15

Shortcut to Success

By Debbie Renna-Hynes and Todd Walters

Successful People Are Willing to Do Things
Unsuccessful People Aren't

| don't think it's a big secret or even a little secret
that super-successful people do things that the
majority simply are not willing to do or do not want
to do.

My story is well documented. At a young age, |
resolved to be a Millionaire Agent. Impatient, |
sought out the #1 Agent in North America and paid
him large sums of money to both show me how to
do it and to license me his stuff to copy and use in
my marketplace. That was a good move. | went on
to be written about in books, touted as one of the
top agents in the U.S. and contracted by arguably
the #1 Millionaire Agent Maker Coach in North
America to help him coach.
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Let's look at it a different way, though. Let's say you
make clocks, and you sell your clocks for $10 each.
Business is OK, not great, but OK, you get by. Then
your buddy from college comes along and he gets
into the same business, making and selling clocks.
A year later, you read about your buddy in the
newspaper, in the business section, as his company
has just been named one of the city's fastest-
growing clocks-making companies.

You investigate and find out that he made a deal

with Disney to put Mickey Mouse on his clocks and
sell them for $50 each. Your response? "Well, | could
sell more clocks too if | did that...!"

But you go back to your clock-making business,

back to the status quo. Not many changes.

| see this kind of thing happen every day of my yeatr,
but with agents and the decisions, choices they
make. We talk to agents and offer them

opportunity, for a fee, to come and learn from

Billion Dollar Agents, hang out with Millionaire to
Multimillionaire Agents, and copy stuff that will

bring in more business... again for a fee, but most
say no. Some, though, say yes. You are reading
about some of those in this book.
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ALL say they want to do more and can do more, but
only some are willing to actually do things
differently, like pay for coaching.

| see this as no different than paying for college,
same mindset. It's no different than Michael Jordan
paying for a personal coach or Tiger Woods paying
for a personal coach. | am pretty sure just about
every successful person has bartered, traded or paid
directly someone MORE successful for their
knowledge or stuff so they too could be like them.
The bottom line is you will want to resolve to pay
any price, make any sacrifices

Bottom line is you will want to resolve to pay any
price, make any sacrifices necessary to quantum
leap your business, IF you really want to. This
includes coaching. But not just any old coach. Very
few have ever made millions of dollars selling real
estate. Even fewer taught others how to make
millions selling real estate. Even fewer are doing
both very successfully and profitably.
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Nevertheless, be willing to do things most are not
willing to do. Debbie Hynes comes to mind.
Remember the exact moment she joined our
Platinum Millionaire Agent Maker Program. In fact, |
will never forget it. As she got up out of her chair to
turn her form in, she tripped and flew across the
room. It was quite a scene, but it did not deter her
from moving forward. She had resolved to quantum
leap her real estate business. And quantum leap
she did, flying across the room aside.

Let's hear from Debbie on the matter.

- Todd Walters -
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It's How Much??!!!

by Debbie Renna-Hynes

| can remember as if it were yesterday. | was walking
up one of those crazy hills in Austin, Texas, where |
had just attended a real estate conference when |
turned to a fellow Real Estate agent and asked,
"Where is Stephanie?" My broker said, "She is with
her Coach." | said, "Really, she has a Real estate
coach? How much does that cost??" | just about fell
over when | heard the words "$1000 per month!"

When | entered into the glamorous world of Real
Estate, | never dreamed that people have coaches.
After all, isn't real estate easy? It just about buying
and selling houses. Anyone can do that right?
WRONG!!!

Throughout history as far back as the writings go
people have always been coached. From teaching
man to hunt, cook, and draw paintings on cave
walls. | guess even back then the role of the Teacher
or Coach can be simply described as helping
someone to learn in order to improve their skills.
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| had just finished my 25th year as an educator
before | started my new career selling real estate.
Teaching all ages from children to adults, | could not
figure out why it seemed so foreign to me to have a
coach. | went to the dictionary for a true definition
and read that a coach or trainer can help one
through the development process of a specific area.
Coaches help the individual or group achieve
specific goals, achievements, stay on task, and make
one accountable. And, while it may be in a one-on-
one relationship or in a group setting, opportunities
are presented and the coach's job is to challenge the
learner so they can discover new ways and ideas
instead of the "same old same old thing."

This makes great sense. As some of the biggest
businesses in the world, sports teams have coaches
to make them excel in their game performance.
Heck, they even have mind coaches to make sure
their head is in the game. Pro golfers have coaches,
gymnasts have coaches. Just about anyone you can
think of that has some type of performance-based
career has a coach. | made the decision to now have
a coach, too.
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I'm on a mission to see if | can find someone who
can display the objects and objections to bring
someone to their fullest potential at a new level.
That someone is me.

So here | am in real estate selling 30-40 homes a
year, never being able to break that number. No
matter what | did that same number would appear
every year. | kept hearing people say, "Work smarter,
not harder." While | felt that | was working this way,
looking back | would have to say that | probably
worked harder, not smarter.

You see, | would ask every agent | talked to about
their business, but many felt they couldn't share
anything with me. They had to keep all to
themselves. | would hear things like, "Here is a
phone book... start calling!!!!" That's when it finally hit
me that for the past 25 years that's exactly what |
had been doing. COACHING my students.

The hunt began to find the perfect coach. After all,
Tiger Woods had several coaches so why can't I.

There were so many "Real Estate" coaches out there
all offering ways to get you rich quick! Well, | was all
about making money, but it had to be the right fit.
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When looking for a coach | made a list of what |
thought my coach would be:

A motivator and facilitator

A time block/time management master

Someone who can ask questions to make me
think or take me through the process on another
level

Goal-oriented to track my growth and help me
achieve more

A good listener

A constant source of improving what we are
doing so that | can develop new ideas or areas to
focus on

A person who gives feedback and constructive
criticism

Dedicated to giving me the appropriate level of
service

As passionate as | am about real estate and
teaching

Here's the biggie... drum roll please. That they
must have sold or sell REAL ESTATE and a lot of
it!
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As a Realtor, you receive many solicitations from
different companies with each one promising they
have the best programs with all the systems and
models. | knew that if | took this leap of faith and
went to the direction of paying what | thought at
the time was a huge investment, this person better
be great!

After much research, | found the perfect program
that not only included coaching, but systems,
scripts, and ideas about how to run your business.
After all, a business without a plan is like getting into
a car going somewhere you have never been before
without directions or a GPS.

| anxiously and patiently awaited my calls from my
coach. Each call, we would go over successes of the
week along with things in business and personally
for which | am grateful. Of course, going over my
numbers were a big part of the conversation, too.
We often talked about books that could be read that
could help the business, and of course the closing
was always about the one thing that | was to focus
on until our next call.

The coaching program proved to be a huge success.
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| soon learned the difference between working "on"
versus "in" my business. The need to learn and to
learn more stuck to my bones. Within a year my
numbers doubled, soon after tripled. | went from
being an average solo agent to a mega-agent team
leader, running one of the most successful real
estate teams in the state of New York.

WOW this really works. In addition to the one-on-
one trainings, emailing back and forth when you
need a quick question answered, group calls, there
is also a bigger piece to this equation. Three to four
times a year we get together to mastermind. There
are no words to describe the feeling of getting
together with agents from all over the world and
discuss ideas, and what ideas are working and
which ones we have tried that need change.
Moreover, the word to describe the friendships
made with mega agents around the globe is
"PRICELESS!"
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"Rochester Realtor Debbie
Renna-Hynes wows real estate
professionals when she travels
to various offices in several
states to hold office meeting on

"How to be a Mega Agent."

Originally from the New York City area, she holds a
bachelor's degree in Fine arts a Master's in
Education and was a former high school teacher for
over 25 years. Debbie Renna-Hynes entered into real
estate in 2003. Debbie, a local investor of over 40
years in the Rochester, NY Real estate market felt
that with the interest she had in real estate

combined with education it was a natural move to
become a REALTOR.

The merging of the two things she's very passionate
about led her to a very fast start in the real estate
industry. Renna-Hynes attributes her success in the
real estate industry not only to hard work but having
real estate coaches.
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"l have always known that education is important in
any business." A little over five years ago, she started
researching coaches in North America and

stumbled across Craig Proctor, who is a top agent
and coach in his field. It was through Craig Proctor
and his coaching organization that she met Todd
Walters.

Through the help of her two coaches, she quickly
began to be recognized as a top agent in her area.
She is the CEO of "The Renna Hynes Team" with EXP
Realty. Year after year, Debbie ranks high
achievements with local, state, and national levels

and has received numerous awards throughout her
career, to include her most prized accolade, being
named REALTOR Associate of the Year 2007,

holding a number of designations, and ranked as

one of the top agents of her Real Estate Board.

Her team is also consistently ranked as one of the
top teams in New York State by Real Trends. Debbie
was featured on the cover of Top Agent Magazine
for being at the top of her field nationally. In

addition, she co-authored a book with Brian Tracy
titled "Ignite Your life," which became a Bestseller in
two categories.
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Debbie has always been a leader and a teacher. You
might often hear Debbie say, "| am a passionate
people person! I've taught for over 25 years and
loved learning from my students as they learned
from me. Buying & selling a home requires the same
kind of passion & dedication."

Debbie, while currently training, teaching/coaching
with her team, various market centers, and coaching
clients throughout North America, continues to run
an award-winning Real Estate Team. Debbie
currently resides in Rochester New York where she
has been a resident since 1978. She is proud to have
raised her three sons in the area with her husband
who is also a Realtor/Broker.

When she's not selling real estate or coaching mega
agents, she volunteers her time with the Rochester
General Hospital TWIG association and a number of
organizations that she donates her time and was
also a financial sponsor for "Artistic," an art show for
autistic children through Autism Speaks.

In her spare time (HAI), Debbie continues her artistic
endeavors by reading both for personal and
professional development, writing, cooking, and of
course painting.
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Chapter 16

Creating the Best Customer Experience

by Laura Petersen and Todd Walters

What Your Clients Actually Prefer

Judy Agent is out showing homes to a buyer who
came Iin from out of town without much notice.
Meanwhile, her listing at 123 Main St., a referral from
a friend she works out with, has a buyer knocking at
their door. The reason the buyer is knocking on the
door is because they drove by the house an hour
ago and have been trying to reach the listing agent,
Judy, but Judy is tied up with the buyer from out of
town. After looking at the 4th house of the day with
the out-of-town buyer, the buyer looks at Judy and
says "... we just don't like any of these homes and
now we are having second thoughts about even
moving to this part of the city. We are going to have
to rethink what we are doing here..."
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Judy, disappointed with the out-of-town buyer
packing it in after a long day of looking, gets

around to returning some calls on her way to her
daughter's lacrosse game that she is already 30
minutes late for. The Buyer interested in 123 Main St.
does not answer. She thinks nothing of it. While out
to dinner later with her daughter and husband,

after the lacrosse game, her cell phone rings and it's
her seller at 123 Main St. The seller expresses his
disappointment that a buyer who was knocking on
their door as they drove up to their house after
returning home from the grocery store said they
were Iin town for a couple days and need a house.
They had one picked out but before they made the
offer, wanted to see the house at 123 Main St. Judy's
seller did not let the buyer in, but did tell the buyer
Judy, their agent would call them asap.

Judy told the Seller that she had left the buyers a
message but had not heard back from them. The
next day Judy called the buyer again and this time
the buyer answered but indicated they had made
an offer on another house they had seen earlier.

Does this story sound familiar? Most likely you have
a similar one. But the real stories are the ones told

by the buyers and sellers, not by the agents.
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The customer's vote is the one that counts. How do
you think the two buyers and the 5 sellers in the
above story would vote? Yes, there are two buyers
and 5 sellers in the above short simple story. A lot of
people impacted, influenced by Judy Agent and

how she does things.

Delivering a unique customer experience Is
demanded by sellers and buyers in today's
marketplace. Unfortunately, they rarely get it.
Unless they are working with a top-notch agent
with a stellar sales team. You see, with proper
leverage, good systems and people in place, a
highly profitable sales team, the above story plays
out much differently. It's likely the buyer who came
into town on short notice actually was followed up
with, over the phone, and "go-to meeting" online
meetings took place well ahead of time. The buyer
KNEW how the agent worked and showed up with
an appointment and was looking in the part of the
city that was the best fit.

368



It's likely that the buyer wanting to see the listing at
123 Main reached someone live on the phone and
scheduled an appointment to see the house, where
the agent showed up with other homes as well as a
buyer benefits presentation and buyer agreement.
All of this happened while the team leader drove
their kid to the kid's Lacrosse game eatrly, even
helped coach the team, never missing a game or
practice.

If you are not sold on the fact that a well-trained,
systems dependent team with ambitious team
leader provides a much better customer experience
than a traditional real estate agent, then | am not
sure what else | can say here. The above story is
commonplace.

Let's take a look at Laura Peterson, millionaire
agent from the Orlando, FL area. Laura Is serious
about the customer experience. Much more serious
than the majority. She is willing to do things that
most are not willing to do. | know most agents say
they are serious as well, but how can you service all
of your clients simultaneously? And provide them
with a great experience to boot? Laura knows how.

- Todd Walters -
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Creating the best Customer Experience

By Laura Petersen

We have gone through the Industrial and the
Service Age. Experts agree that we are now entering
the Experience Age. It is not as much what we do,
but how people "feel" as a result of doing business
with us.

One of the cornerstones of the Craig Proctor system
is to provide "WOW" customer service to the people
we work with. Providing this "WOW" service to our
clients, we stand out! This is evidenced by some of
our recent reviews that you can find on Google all
with 5 of 5 stars given by the customers.

Here are some of our current reviews.
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"We have worked with Laura from FrontGate Realty
for just about two years. She was truly the solution
to all our problems, she made everything easier. We
were out of state the whole 2 years we worked with
her. She is very knowledgeable; she was always
communicating with us. She told us the many pros
and cons of different places we looked at that we
would have never thought of. She led us to the
perfect home."

“Laura went above and beyond our expectations.
She recommended different lenders, she even
recommended places outside of what | wanted
which was really great. She made sure to show us
all our options. She evaluated what | was looking for
and found the perfect house in the perfect area."

"My experience with Laura was... unexpected. | am
based out of state, she picked me up from the
airport and took me through a tour of the area. She
even dropped me off at the hotel, | never expected a
realtor would do that for me. It was a very unique
experience. | ended up buying three properties
through her. She has the experience, knowledge,
and professionalism every realtor should have."

"I have not seen a better realtor like Laura. She has
a professional approach, knowledge of the
product/market, her overall attitude. She goes
above and beyond to help the customer. | bought 3
properties through her and will continue to use her;
Laura is the best!"
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The first thing to providing a great customer
experience is to practice "The Golden Rule".... Treat
everyone the way that you would like to be treated.
But, in working with the number of clients that we
serve on a daily basis, providing this great customer
experience cannot be done without systems and
that is where the Craig Proctor Program comes in.
The "WOW" customer service is what keeps them
coming back and referring others. You can provide it
to a couple of people, but with systems, you can
provide this service to everyone you work with and
do it consistently. Craig's systems are full of follow-
through plans that include a multi-tiered approach
to reach, nurture and respond effectively to leave
the customer with this good feeling. You are able to
leverage yourself through people, systems and
technology.

One of the first technologies to implement is a great
contact management system. This will remind you
when to contact the client, what has happened in
the past with the client and customized action plans
of the best time to contact in the future.
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The contact management system keeps you
organized, so you can not only keep track, but many
times contact the client just before they were going
to call you ... and impress them that you are on top
of their dreams and goals in selling or purchasing
homes.

Secondly, as your business grows you will leverage
yourself through people. Through Craig's systems,
you will find position contracts that outline job
descriptions. Since everyone is a little different in
what they require... they may or may not require a
little tweaking for the position you are filling. But
they give you a head start in getting someone
started. In addition to that, there is an abundance of
training.

With intensive training, both in-house and out-of-
house, the people that you have working for, and
with you, give the same customer experience.

We use The Craig Proctor system for a lot of our

training. There are live calls and webinars on specific
subjects to help train the people that work with us.
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We also use the years of archived calls and webinars
that are available on almost every subject and pick
what is best for each employee. In addition, there

are online and live courses that Craig and Todd
Walters, Platinum Coach have available to assist in
the team training. This provides a great basis for the
team member and saves the team leader time in
training to provide consistent service to the clients.

Lastly, having systems in place, systems that service
the clients and make you look good and keep your
workload to a minimum. Systems need to be in
place to contact the clients as mentioned above.
Systems to follow through with them giving them
updates as a buyer or seller. And follow up systems
after the sale to keep the relationship for repeat and
referral business.

It is not one thing that provides a great customer
experience. It is all things together that combine to
leave them with a great feeling and that they met
their goals. It is ingrained in our corporate culture to
provide a great customer experience to each and
every client.
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In 2005, with over 20 years
of business management
and ownership, Laura
started her Real Estate
career in Orlando, Florida.
In 2008, Laura bought
FrontGate Realty and has
continued to build a
successful Real Estate

nd her team sell
sistently earn a 5-star

rating by their clients Tor the excellent customer

service.

Laura is a member of the Platinum Group of the

Craig Proctor Quantum Leap System as well as the
elite Titanium Group, consisting of agents in the top
1% of North America. In 2014, Orlando Style Magazine
named Laura as one of the top 10 Realtors in

Orlando. Laura also coaches realtors across North
America in the Craig Proctor Quantum Leap System.
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Laura grew up in lowa and graduated with an
Accounting degree from the University of lowa. She
has passed both the CPA and CMA exams. She lived
and worked in Chicago for many years before
relocating to Orlando. She enjoys traveling, reading
by the pool, bike riding and spending time with

family and friends. Laura is very involved with
various ministries and her church and sits on several
boards, both ministry and community.
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Chapter 17

New England Mogul

by Todd Walters and Nathan Clark

Ambition is Required.

| admit that | am somewhat shielded from agents,
people who lack ambition. Still, on occasion |
encounter them. Make no mistake about it, these
types are deadly. They will sink your business, either
on purpose, or by accident. Or at the very least, keep
you/it from doing amazing things. Do all you can to
steer clear of those that lack ambition and

surround yourself with those that possess it.

| understand that virtually every agent will tell you
they want to be more successful. Saying that
requires nothing but a voice. BUT... doing that
requires much, much more.

Ambition would be one such requirement. Ambition
to have what a truly, highly profitable real estate
sales team will give you. Our Craig Proctor
Coaching Programs are packed full of such types.

One such agent that comes to mind when | think of
the word "ambition" is Nathan Clark, of Rhode
Island. Nathan is an aggressive, serial real estate
business builder.
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When I first met Nathan he was doing well, earning
about $300,000 a year from his real estate business.
Shortly after joining our Platinum Millionaire Agent
Maker Program, he propelled himself to #1 with
RE/MAX, in all of New England. | got to watch as he
voraciously implemented the systems, we make
available, growing his real estate business to well
over $1 Million in a very short period of time.

What | most like about Nathan is that he tests. He
has no issue with investing in marketing, testing
and split testing message-to-media-to-market
match, pressing his team to track every lead,
measuring what works and what does not.

His story is a good one and worth studying for any
ambitious-minded agent. But don't take my word
for it. | will let Nathan tell it to you.

- Todd Walters -
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Rejecting Industry Norms and Standards,
Embracing Being Different
and Telling That Story

by Nathan Clark

When | first got into this business, | was
embarrassed by some of the agents around me. |
remember going to a wedding and a fellow real
estate agent

started passing out business cards to complete

strangers. It was like she was getting on her hands
and knees and begging for business. | never really
bought into this traditional way of getting business.

Doing business this way perpetuates a public view
that a real estate agent is not worth much, willing to
work 24/7, Sunday's doing open houses, at the beck
and call of buyers and sellers. Doing cold calling,
saying I'm never too busy for referrals, manipulative
closing techniques, and the list goes on and on. |
simply do not want a business like that. | want, and
work to make my business different. One where
prospects seek me out, value my time, my advice,
and are willing to pay a premium fee to get me.
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But it's one thing to want a business like this, viewed
as an expert, authority, even a celebrity real estate
agent, and another thing to actually have one.
Wanting one is the first step. The next step is
differentiation.

| was starting off in the business at 20 years old and
was eager to find out how to be the biggest in the
world. It is a lofty goal, | know. | remember going to
the local real estate conference and meeting one of
the international coaches there. | found him at
lunch, and | told him my goal of being the number 1
real estate agent... in the world. | asked him what |
had to do to get there. He looked at me and | think
he almost choked on his sandwich. | could tell from
that look he thought | was a nut, too ambitious, too
lofty a goal. Nonetheless, he was no help, or
unwilling to help me.

Make no mistake about it, | am ambitious. | want a
super-successful business that helps hundreds of
buyers and sellers each year, thousands even. | am
impatient to have it. | wake each day with one goal
in mind and that is to figure out how to have such a
business.
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| attended Craig Proctor's Super conference back in
2004, after | learned he was the number 1 RE/MAX
Agent in the world. | thought what better way to
become #1 than to learn from the #1 agent.

It didn't take long though for my paradigm to
change. The way | was thinking about things was
keeping me from really achieving amazing things as
a Real Estate Agent.

Craig Proctor spoke about a systemized way in
which he did things. He showed me that to
accomplish more, | must do less. And this is what
hooked me. This guy, Craig Proctor, #1 in the world
was not just telling me how | should do things, he
was actually doing what he was preaching. When he
offered to show me how to do more, but by doing
less, he had the street credentials to back it up.

Craig spoke the truth about the dogma practices of
real estate, how everyone just does what the guy in
front of him does, because that's just the way it's
been done around here. While other agents and
trainer gurus were telling me to meet people on
Sundays and ask for referrals and mail out recipe
postcards and make cold calls, Craig was telling me
to do the opposite.
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| learned how to run ads that got prospects calling
me vs me calling them. | learned how to convert
these prospects into clients. And | learned how to
leverage all of this newfound business to get even
more business, to the point where it was way more
than | could personally handle.

This overflow of business allowed me to implement
Craig's system for recruiting, hiring and training a
team. It was at this point where | felt a true real
estate business taking shape.

Before | started in Craig Proctor's program, | was
selling 25 homes a year, doing open houses and
working 80 hours per week. | was 20 years old, so
the hours weren't a problem. What was a problem
was living from one closing check to another? It was
a continuous roller coaster. You would prospect to
find a buyer/seller one week. The next week you
would stop prospecting and work on selling the
home or finding them a home. The fact that you got
paid was great but you were now out of clients
because you stopped prospecting so you had to re-
start prospecting again and the vicious circle would
continue.
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One of the first things | copied and implemented

from Craig was the performance guarantee, "Your
Home Sold or I'll Buy It". | believe this business is full
of agents who promise clients the moon and stars to
get their business but come up short on meeting

the client's expectations. So, this performance
guarantee was a great way for me to put my money
where my mouth was, take all the risk out of selling
and Guarantee the Sale of the Sellers Home in under
120 Days, or | would buy it.

Right away this was a home run. | began to advertise
this performance guarantee everywhere. We put

this message on our business cards, our letterhead,
and our signs...everywhere | was.

From there we went on to improve our marketing
with systems that made it easy for the customer to
buy from us. | think this is a big problem in the
industry; most consumers don't want to call a
salesperson to get information. They just want the
information quickly, easily, and with the least
amount of hassle. We solved this problem using 24
hr real estate information lines and direct response
website landing pages.
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These unique marketing systems speak to, and
about, a prospects problem. It offers them a FREE
report or list of homes that solves their problem. Oh
yeah, and there is NO mention of a real estate agent
anywhere in this type of marketing. | learned that
the more | got in between the prospect and what
they wanted, the less calls | got. The more | got out
of the way, offering prospects what they wanted
without my involvement, the more leads | got.
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A good example of this would be:
Distress Sales/Bank Foreclosures
Get a FREE List of those matching your exact
home buying criteria as often as they become
available.

Call 1-800-000-0000 ID 0000 (24Hr Recorded Info).

Another would be:

Free Property Information Packet Available
Including:

Virtual Tour DVD

Sellers Property Disclosure Statement
Special Financing Options Available
Fully Loaded Feature Sheet and More

Call 800-000-0000 ID 0000 (Talk to no agent).
And another would be:
Your Home Sold Guaranteed or I'll Buy It*

Free Report Details the Inner Workings
of This Exclusive Guarantee at www com
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By the time | was 25, | was the number one agent in
Rhode Island. We accomplished this by taking the
principles taught by Craig and implementing them.
In fact, | often heard Todd Walters, Platinum Coach,
say that my ability to copy and implement what |
learn would directly impact my ability to grow my
business.

My ability to do that would determine how fast and
how profitable my business would become.

As | type this, my systems for direct mail are
incredibly profitable. Like the ones we are mailing to
expired listings, FSBO's and Old Cancelled's. We use
marketing techniques like 3D mail, which was a
"game changer" as Todd Walters would say.

Let me explain 3d mail.
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First, you must understand that when the seller's
home doesn't sell, they get bombarded with mail,
phone calls and even people knocking on their door.
From all this competition, we have had to really
stand out with both superior marketing and in just
getting our mail read. Ask yourself where do you sort
your mail? Above the trash, right? Well, so does your
prospect.

So, one of the mailings to an expired listing is inside
an actual bank bag. You know the green bank bags
you would carry a deposit to the bank in? Inside the
bank bag is a message that connects the dots like:
"After you hire me, you're going to need this bag to
bring all the money you make to the bank". This was
a great tool to get the potential customer to notice
us and call us. | can track over $500,000 of
commission earned by this one idea.

All of this marketing knowledge led me to test radio
with a lot of confidence.
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Our message was the same that was working in
direct mail and other print media. The only

difference was that we put a twist on radio by

having local celebrities endorse our message. This is
called celebrity endorsement, and this has opened
up even further the lead funnel.

We are now on three radio stations generating
hundreds of buyer and seller leads. Once they reach
us, we use our systematic approaches to convert
them and build loyalty.

To better explain how we do this, let me share with
you the flow chart | got from the Craig Proctor
Coaching Program.
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The chart details how we handle the leads. ISA
means Inside Sales Agent. | learned from Craig that
it's better to give leads to an Inside Sales Agent and
give appointments to Outside Sales Agents. This
way we are more productive, with everyone doing
only the things they are really good at and enjoy.

We met a great teacher and put into action what he
taught. Craig's teaching was able to change our
paradigm from working in our business to working
on our business. What | mean by that is that most
people are running around to meet inspectors,
doing a CMA, taking photos or banging signs in the
ground.

That's working in your business.

The problem with that is many of those jobs are $10
an hour job. Meanwhile, the jobs that will increase
revenue into your business are not being completed,
like creating new marketing campaigns, creating
new business training your team or building your
team. Working on the business will build your
business/and create better service for your client.
Working in your business will make it so you are
always working and will be until the day you quit the
business or die behind a desk.

391



| love marketing and working on improving systems
to give better service and results to our clients. The
more time | spend on that, the better my business is
for those that matter most, my clients.

hile Nathan's success
real estate has
leservedly earned him
orldwide attention,
hat's even more
pressive than the
umber of homes he's
old is the speed with
hich he attained this
uccess.

While Nathan's success in real estate has deservedly
earned him worldwide attention, what's even more
impressive than the number of homes he's sold is
the speed with which he attained this success. At

the age of 20, Nathan was making $14,000 a year
sweeping floors on a cruise ship with absolutely no
real estate or business background.
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A year later, he'd closed 27 residential transactions,
and four years after that - still under the age of 30 -
he topped the RE/MAX charts in commissions
earned by closing more than 130 properties. He was
the youngest team leader ever to be number one for
the company in RIl. Nathan was also the youngest to
receive the Hall of Fame Award in 2011 in Rl which is
awarded to those who have attained over $1 million
or more in commissions. He then went on to

become the #1 Team in the state of Rl amongst all
real estate companies in the state of Rl by 29 years
old.

But Clark's numbers have only careened upward. In
2012, Clark sold 198 homes, making him #1 Team
statewide again for the 2 years in a row. Clark has
consistently helped IO00's of homes sells per year
for over 12 years now (Nathan sells a home every 24
hours) locally; he has shattered all state sales
records. Operating throughout Rhode Island
Southern Massachusetts and Eastern Connecticut.
Clark has held the distinction of being the top team
out of all teams in the entire state for several years.

So how did this young man go from a deck hand to
internationally recognized super-salesman in less
than a decade?
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Clark credits his phenomenal success to the
innovative and aggressive ways he has approached
his real estate business from Craig Proctor.

Without previous real estate experience, he entered
the business with no preconceived notions of how
things should be done, or how high "up" could be.
With a tendency for funnel vision, rather than tunnel
vision, he not only studied the real estate industry,
but also businesses outside the industry to
understand what made them successful and how
their success could be translated to real estate when
he met Craig Proctor. Craig Proctor the creator of
The Quantum Leap Real Estate Success System
which innovatively applies the concepts of leverage,
specialization and systemization to provide superior
real estate service for his customers, and a superior
quality of life for himself and his family.

Clark was schooled in the discipline of marketing by
Craig Proctor, and marketing has become his
passion. He has learned through firsthand
experience how to use marketing to get prospective
buyers and sellers knocking on his door.
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Clark has become engaged with thousands of fellow
agents across Canada and the U.S. through Mr.
Proctor as he openly shares his step-by-step
approach to success.

He is an anticipated speaker at company sales
rallies, international conventions and seminars,
allowing him to share his winning strategies and
techniques in a series of products, seminars and
coaching programs and has been awarded several
prestigious marketing awards in this program.

FOR MORE INFORMATION CONTACT

Nathan Clark at 401-232-7661
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Chapter 18

Leads, Leads, Leads

by Todd Walters and Laura Petersen

To Grow Your Business, You Must Have an
Overflow It

The primary reason most agents can't grow their
business beyond themselves is that they lack the
business to do it. They get some referrals, they buy a
few leads from some internet system, have a few
past clients coming back and that is just enough
business to keep them busy, even comfortable. But
enough business to grow their job into a real

working business, a highly profitable sales team?

No way.

There were plenty of months in my own business
over the course of 20+ years of selling a lot of houses
where we would generate well over 1000 leads. My
business grew every year | was selling real estate,
right up to when | retired from selling homes and

took up Coaching.
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Yes, there were plenty of leads to go around, what |
called OVERFLOW, and this created the opportunity
for growth.

It does not matter whether you are selling 50
homes, or 500 homes, if you do not have overflow,
you do not have opportunity for growth. But what
kind of overflow?

It's no secret that YOU are probably not interested

in working with buyers or sellers that YOU are not in
alignment with. You do have a specific kind of client
you most like, bypassing others to get to those.
There is nothing wrong with that. This is a SERVICE-
related business,; people sell homes, not machines
or ads. So better for all to end up with those who
they align with.

So just how do you attract an overflow of the kinds
of buyers and sellers that you must want? Craig

and | believe that we are experts at this. We are well
beyond proving that. In fact, as you read this book
you will discover that just about all of the
contributing authors are experts at it as well.
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Laura Peterson, a Platinum and Titanium Level
Member from Celebration, FL, is excellent at not just
generating leads, but at getting the kinds of leads
she most likes. You can learn a lot from studying
how Laura does things. As you will discover when
reading her words on the subject, she is a BIG fan of
what we teach, but make no mistake about it, she
has to be good at lead generation. Her primary
market is not a buyer's primary home; it's their
second, or vacation home.

- Todd Walters -
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Happy Leads, Happy Agent, Happy Clients

by Laura Petersen

The first step to mastering the Craig Proctor system
and my business was to generate a steady stream of
buyers and sellers. The cornerstone to every
business is its customer base. And through following
the lead of Craig Proctor and Todd Walters, | am
able to generate as many leads as the brokerage
needs and the type of leads that | want to target.

In conjunction with finding the leads, another
aspect of the Craig Proctor system teaches you to
analyze the market. This allows you to evaluate
where the market is heading and not only be
prepared as the market is changing but be
proactive, so you don't suffer as many ups and
downs in your business. | now target clients that are
fun to work with, and consequently, bring the most
profit. It is great to be able to be proactive about
your business, instead of reactive.
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Since | started with the Craig Proctor Coaching
Program, the Orlando market has been a roller
coaster ride... in 2007, the market was tanking.
Homes had been sitting on the market for long
periods of time, and in addition to the values
plummeting, the number of properties selling in the
marketplace decreased by over 50%. Inventory was
at an all-time high. So, | was looking for BUYERS...
and through Craig's system, | found a lot of buyers.

After a time, | could see that the market was
changing again, the number of sales was
increasing.... so you would think you would want
sellers... but in analyzing everything, short sales and
bank-owned properties were crowding 70% of the
market and did so for over 3 years. | knew that this
meant that | should stick with the buyers, and the
good news is that the ones we targeted were cash
buyers, who we were able to find easily by running
the advertising from Craig's system. We also had the
ability to work with corporate accounts, which we

did on a limited basis. At the time, seller and
corporate demands were out of control and there
was downward pressure on the commission side
from sellers... so we were able to confirm that buyers
were the way to go.
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A couple of years ago, the percentage of distressed
properties was finally decreasing, with over 90% of
the sales being below $300,000, which were our
target buyers and sellers. We weren't content to
stop there though; we also targeted the higher end
of the market that was selling. One thing that |
learned that has always stuck with me is that | can't
control the market; | can only control what | do with
the market. | am constantly looking for the best
strategy. And the best strategy is to always offer
what the marketplace wants, whether | personally
have it or not.

To find out what the marketplace truly wants at any
one given time is really quite simple. | look at MLS,
see what kinds of homes are selling like hotcakes,
and if | don't have any listings like that, | simply do a
search to find other agents' listings that match
these criteria. | create ads for lists of properties and
pepper those ads everywhere that buyers go to look
for real estate in my marketplace. Those prospects
that respond are sent the lists that | have pulled
from MLS.
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| have learned that most agents offer what they
have, and for most, that is either their listings, that
are not selling, OR themselves. | think this is why so
many agents fail. Marketing 101 is to figure out what
buyers want, specifically what kinds of houses,
where, how much, features and benefits those
homes have to offer, and create ads that offer that. It
really is that simple.

Using statistics to find who we need to target is one
piece of the puzzle. But that is not the only piece to
the puzzle. With the coaching of Craig Proctor and
Todd Walters, there are a lot of choices as to what
ads we wanted to run, what type we would run, and
where we would run them. To a certain extent it was
an educated guess, but not entirely. Another
component of the system was, and still is, testing
the ads and constantly knowing their effectiveness.

After | had done much testing to find the perfect
formula to bring me the buyers | wanted, | was able
to develop the perfect ad that would provide me
|00's of leads each month. But here's the interesting
thing, as the market changed, the effectiveness of
that ad changed as well.
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Because of Craig's system, we are able to track
where every buyer or seller lead comes from, and as
the effectiveness changes, we are on top of it and
know immediately what to change and how to test
to find the next winner. This has been especially
helpful as technology has changed. Some media,
like newspapers that you may have guessed would
be outdated, can still be the best source of people
that you want to work with. Some internet
advertising is good, some great, and some a dog
with fleas, but you don't know until you test it.

Another ingredient to finding the right clients to
work with is the message-to-market match. As |
earlier stated, there are times when one type of ad
works great and then when the market changes it
loses its effectiveness. So again, testing the best
message for the best results in order to reach the
customer that you are looking for is the key.
Through coaching with Craig and Todd, | have found
that having the masters look at what I'm ready to
test has a huge impact on the ad's success. There
may be one word or one phrase that provides a
better result and that maximizes both the quality
and the quantity of those that respond.
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In fact, we actually have a word list that we pick
from when writing ads. You can take a look at part of
the word list here.

HOT WORDS FOR CLASSIFIED ADS

FIRST TIME BUYERS TRADE UP BUYERS

(Hot Buttons: Safety,

Comfort, Protection & (Hot Buttons: Esteem,

Prestige & Status)

Security)
o Wonderful Area o Prestigious Area
Words to describe ¢ Safe Neighborhood e Exclusive Area
the area or ¢ Quiet Street e Upscale Area
neighborhood e Great Area o Gated Community
o Executive Area
¢ Family Home o Elegant
Words to describe ¢ Lovely e Luxury
the house in general ¢ Comfortable e Cultured
e Clean e Grand
o Beautiful e Stunning
e Trees e Trees
o Shaded Background e Shade
Words to describe Patio * Prlvate.
. e Deck o Professionally
the house exterior .
(the property) ¢ Private Yard Landscaped
property + Big Yard e Wooded Backyard
¢ Sliding Glass Doors ¢ Huge Private Yard
¢ Privacy-Fenced ¢ Golf Course Location
Backyard
o Fireplace
e 2 Baths (NEVER 1.5 « Erench Doors
baths) o Cathedral Ceiling
e 3 Bedrooms (NEVER 2 « Open Conceot
Words to describe bedrooms; instead of 4 . St?mnin Decr;Jor
the inside of the bedrooms, say 3 9
. e Impressive
house bedrooms + office or -
o Perfect for Entertaining
4th bedroom) .
: ¢ Gourmet Kitchen
e Family Room o
* Magnificent Decor
e Cozy Den .
e Gorgeous View

All New (or Brand New)
Kitchen (or bathroom)
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Together, all of these foundational items add to
finding great leads in all stages of the business and
sets the stage for a quantum leap in business!
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Chapter 19

Increase the Amount of Money You Make per
Transaction

by Carol Royse

"Cost is only a factor in the absence of value."
- Todd Walters

| have learned there are 3 ways to grow my real
estate business.

1.Increase the number of transactions.

2. Increase the amount of money made per
transaction.

3. Increase the number of times a client comes
back and buys from our Team

There seems to be regular discussion and training
about getting more closings and getting clients to
come back and buy. BUT... there seems to be little
discussion about increasing the amount of money
you make per transaction.
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In fact, in all of my 30+ years of selling real estate, the
ONLY place | have heard or been trained on
increasing the amount of money | make per
transaction is from two of my mentors, Craig Proctor
and Todd Walters.

Many agents say that their expenses are up, income
iIs down, and think the solution is to simply sell more
homes or higher priced homes. But that is no
guarantee of increased income per transaction. It is
quite possible that the higher priced homes require
more money to market and take more of your time
to sell. Moreover, many agents are squeamish about
discussion of fees, especially raising them. But what |
have discovered is that my clients want better
service and results, more value, not less. If the value
is there, they will pay for it and give me raving
reviews for exceeding their expectations and over
delivering. It is true today home sellers and buyers
do not want hassle. They want honesty and true
communication along with realistic expectations.
They want agents who do what they say.

Price is elastic. As the team leader, it is my job to

stretch it. The market will determine what it is
willing to pay, based on the value | deliver.
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How to increase your income without increasing

your number of sales or hours of work is a dilemma
many Realtors face. Realtors are working 40,50, even
60 hours a week, doing all they can to list and close
sales of properties. They just cannot imagine how
they can increase their income. There are only so
many hours in day.

| faced this dilemma as well and believed the answer
was to increase my cost of sale by bringing
additional agents onto my team. While that can

help, it is not the entire solution. Even hiring staff
support is a help. There is payroll to cover plus you
have become a "manager"” of people. You may have
more time, but there is an additional cost of doing
business. That cost is less GCI for you, and in many
cases, more "brain drain" in management and
employee problems or challenges.

After years of running in circles in this scenario, |
finally found the solution for me and my team. First,
by implementing the systems | learned from Craig
Proctor. Buyers and sellers began to see the
difference | brought to the purchase or sale of their
home. Getting the seller top dollar in the least
amount of time with the least amount of hassle to
them is not just a catchy phrase.

410



When | applied proven systems, sellers became
more than willing to pay a premium to get their
property sold.

As for a buyer, when they were convinced our team
could find them the best home at the best price and
not rely on just the MLS, they had no problem with
paying a fee beyond what was being offered in the
MLS to the buyer agent. It all comes down to the
value offered to the client or customer.

Quite simply, to increase your GCI income, raise your
fee (commission)! As we all know, commissions are
negotiable so when value is added, fees can be
increased! Not only did | raise my commission to the
seller by a full percent, but | lowered the commission
offered to the buyer agent in the MLS. For example,
when taking a listing consider raising your fee by .5%
to 1%. You could also consider offering 1% to .5% less
to the buyer agent. We will use an average sales

price of $300,000.

411



So, let's look at the numbers again. $300,000 sales
price with an additional 1% from the seller side
equals $3000. And the .5% reduction to the buyer
agent equals $1500. This $4500 in additional income
can be used for enhanced marketing and additional
administrative help to give the buyer or seller first
class service! We demonstrate to the sellers the
value our Team brings to the table to get them
more money in a shorter time frame. Incidentally, |
have not found the buyer agent who would not
show and write an offer on a home because of a
reduced fee!

When representing the buyer, we get our Buyer
Loyalty Agreement signed, which gives us the ability
to collect a higher fee that is normally offered in the
MLS. When we explain to the buyer, we will buy
back their home if they are not satisfied with it, and
additionally we will ask the seller to pay the
difference between the commission deficiency and
our fee, buyers have no problem in agreeing to the
terms in the Loyalty Agreement. This is a true Win -
Win for our buyers and our Team.
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Of course, there are other ways to increase your GCI
by not increasing your workload or hours. Increase
your average sales price. Work two areas, one a first-
time home buyer neighborhood and another move
up buyer neighborhood. Move up to the higher end
properties but have a very visible presence in the
area of move up buyers who would be interested in
the higher end properties. Here is how | made this
work; | have homes listed in a $500,000
neighborhood area where many home buyers are
looking for properties in the $800,000 to $1,000,000
price range. | list their $500,000 and move them up
to the $800,000 or $1,000,000 home! Imagine those
numbers at the higher fees.

By giving great service, being active in your worthy
cause or charity and active in your community,
buyers and sellers will not only see the difference
between you and your Team and the agent down
the street, but they will be advocates for you. They
will become raving fans and refer you to their friends
and neighbors. Other than great service and a
thankful heart, there is no cost to receive a referral
from a buyer or seller you gave exceptional service
to.
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Throughout all these adjustments to my business,
you will notice | did not say | worked longer hours or
had to sell more homes to increase my Gross
Commission Income. My goal, and hopefully your
goal as an agent, is to have a quality life, time to
spend with family and friends; living the lifestyle you
desire. It is possible, with comprehensive systems
and expert coaching. Have the courage to try what
others say is impossible or will not work in this area!
You can achieve your goals.

Now with more time, you are ready to expand to
buyer agents and listing agents. Duplicate yourself
by teaching them these same principals. They will
stay with you on your team because not only are
they making more money but having a quality-of-

life experience. It is all in the training and systems
where you offer superior service and deliver an
outstanding result to home sellers and home

buyers. Teams by virtue of their structure can and do
offer more value

to the home seller and home buyer. The leader of a
national real estate brand said to a group of Realtors
recently, "if you are not on a team, get on one." He
knew with the demands of current market; Teams

do outperform and give better service to home
buyers and sellers than the single agent.

Any new program or idea can be daunting. It takes
the mindset of a business owner and the training
and accountability of Team Members to carry out
the new procedures. | have found that being a
leader and showing the way by example, my Team
will follow.
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Carol Royse is a Real
Estate Icon in the Metro
Phoenix area, having
been licensed for over 33
years. Joined by her
Daughter, Vikki Royse
Middlebrook and her son
Timothy Evans, the Carol

Royse Team is nationally

and regionally recognized as a top Team in Arizona.
The Team has been featured in many real estate
journals and publications including the Wall Street
Journal, television and radio. Royse and the Team
serve home sellers, home buyers as well as many
investor clients in the US and Internationally.

A strong advocate of business coaching, Carol, Vikki
and Tim have been members of Craig Proctor
Coaching since 2000 and have recently joined the
prestigious Titanium Coaching Program with Coach
and Trainer, Todd Walters.
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No one succeeds alone is not a cliche with Royse
and the Team, but it is lived out each day.

Supporting the team is a 2-person marketing
department and 3 full time licensed Administrative
Assistants as well as 6 Listing/Buyer Specialists.
Covering the entire Metro Phoenix area as well as
the State of Arizona,

The Carol Royse Team is highly organized and
trained for optimal customer service and results.
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Chapter 20

Networking for An Overflow of Referrals

by Sam Wilson

When used properly, networking can be an engine -
one that drives your team to success. For me that
meant becoming a top-producing real estate agent,
but the possibilities are endless when you know how
to network, and more importantly, know how to
network well. In this chapter we will talk about both,
along with developing and nurturing your network
once you have one.

| have a very solid profitable real estate sales team,
but it's not where | started out. My career began in
sales and marketing with a variety of Fortune 500
companies. There | was handed my clients, working
within the framework set up for me by my bosses.
It's great when you think about it- someone giving
you clients or a network to mine clients from -
because it's so much easier to be handed something
ready to use than to toil to create something from
the ground up.
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But in 2002 | transitioned to a career in real estate,
and suddenly | had to build my own clientele,
something | had never done before. When faced
with that task, | had to learn quickly how to
efficiently find clients.

The key word here is efficient. Whether you are
starting out in your own business, new to an
established business, or just hoping to reinvigorate
your business or career, we all have to work
efficiently. What can you do in a short span of time
to offer the highest rewards?

There are any number of ways to find new clients -
in real estate they teach you "prospecting" - door
knocking, open houses, blind mailing, advertising,
sales scripts, and the like. Doesn't sound like fun,
does it? In truth, it's not. It's a lot of dealing with
people you don't like, and tons of rejection. It's also
not very effective - in addition to being time
consuming and expensive. The vast majority of
strangers you meet will turn you down or forget you
as soon as you've left their sight. As any prospector
will tell you, prospecting is a numbers game and
rarely are the odds ever in your favor.
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Networking offers a lot of advantages over those
cold calls.

First, you get a better quality of clientele - because
you choose them. Hopefully, you will choose people
who are interested in you, and your service, or are
likely to be interested in the future.

Second, you are not a stranger. Networking is about
building relationships. When people know you, you
are elevated in their eyes beyond the rank of
telemarketer, ambulance chaser or tax collector,
which will work in your favor when it comes to
finding new business.

Third, networking allows you to focus on what you
do best: serving clients! Instead of chasing prospects
as they run away, you are attracting people to what
you have to offer.

Finally, it's also a lot less expensive, because you
aren't relying on random advertising to find clients.

In short, networking saves you time and money, and
offers greater rewards. What's not to like?
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If you've gotten this far, you probably have some sort
of idea about what networking is. However, for the
sake of clarity before we go any further, let's define
exactly what we are talking about when we say
"network" or "networking."

A network is a system or structure with
interconnecting bonds. For our purposes, think of it
as a system or structure of people, bonded by
common experiences, goals, interests, needs or
talents. Networking refers to the exchange of
information or assistance among those having
mutual interests and/or benefits. The key word here
is exchange - all successful networking relationships
are a two-way street. So be prepared to give first, if
you expect someday to receive.

Let's take that definition of networking a step

further, and call it the active pursuit of meaningful
relationships, finding ways to give to those who you
can help the most, adding value to other people's
lives, learning to ask them to help you, and receiving
that help joyfully.

If you want to be successful at networking, all of
those elements must be part of your strategy.
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And having a strategy is absolutely vital when it
comes to networking successfully. The more
focused you are in your approach, the easier it will
be to achieve your ultimate goal: get those who
know you to use and refer you more. Of course, you
also want a system for those who don't use you yet
to use and refer you as well.

Most networking strategies have three objectives in
common. The first objective must be to build lasting
relationships of mutual benefit that will produce a
recurring source of business for a lifetime. The
second objective should be to work, primarily, with
people you like. The third should be to build a
valuable database that can be sold someday for
continuing financial returns.

However, before you can accomplish any of these
objectives, you have to know how to network. It's
more than just introducing yourself to people,
handing them a business card and calling it a day.
Meeting people is important, but it's equally
important to build trust with them. You want them
to remember, to do business with and recommend
you.
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Deepen your relationship with those you want in
your network. Prove your value to them. Help them
out with their business in some way before you ask
for something in return. When you do ask for
something, ask respectfully and receive it joyfully.

Where do you go to meet people? Start with groups
you are already involved in because here you will
find people with whom you share an interest.
Chances are they already know you (and hopefully)
trust you in some capacity. Another way to meet
people would be to join groups with people and
businesses you want to target and attract - like your
local Chamber of Commerce, Lions Club or Rotary.
You might also try social events - like an auction for
your local Boys and Girls Club, organizing a
fundraiser for a local charity, speaking engagements
to share your knowledge or free seminars on a
related topic or industry.

There are many opportunities out there, so feel free
to explore what's available or mastermind new
opportunities with peers or coworkers. Find what
works for you. Go places you like to go and do
activities you like to do - all with like-minded people,
of course.
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I'm a member of the Denver Metro Chamber of
Commerce, which is a great place to learn and grow
as a business leader. | became involved with the
Chamber's Leads Groups, which consist of small
groups of business-people who meet to discuss
leadership, sales, best practices and more. Each
group becomes a tight-knit community that offers
endless opportunities for networking, no matter
what your field. When | say | got involved, | don't just
mean attended some meetings and chatted with
people. | was President of one of the groups, Leads
Group One - helping to organize and plan events,
speakers and functions. I've also been the Chairman
of the entire program. This isn't work that | get paid
for, but it is work that | enjoy with people | enjoy
being with, and more importantly, it's helped me
develop the sort of strong network that has spurred
my career in real estate.

Once you find your group or groups and the people

you want to network with, what do you do? Well,
you have to talk to them.
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Approaching strangers is never an easy task, and it
can often be a little awkward, for everyone. But
chances are that if you are part of these groups
hoping to network, the person you are hoping to
talk to is there/for the same reason. So, introduce
yourself. Ask some questions, like: What do you do
for a living? What brought you here? Find some
common ground. Eventually, you will have to ask
them the big question: If you needed, or knew
someone who needed (your product or service), do
you have someone you trust to refer them to? (If no,
make an appointment.) Also realize that just
because someone isn't a potential client today,
doesn't mean they won't be one tomorrow.

As I've stated before, meeting people is important,
but just meeting them isn't enough. You have to
build trust with them. People do business with
people they trust. People refer people to people they
trust. How do you build trust? It's a two-fold
enterprise. First, you must demonstrate your
character. Second, you must demonstrate your
competence. Then, you must do both consistently
and repeatedly.
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What is character? In this context, it's showing that
it's not all about you. Listen to people, especially for
their wants and needs. Ask questions about the
things that matter - family, occupation, recreation
and dreams (or FORD). Remember the special
occasions, like birthdays, anniversaries and other
milestones. Give unconditionally. Share personal
interests. Spend time with people outside of work,
and don't talk about work when you do it. These
things will show people that you are the sort of
person they can trust - and do business with.

While character is an important part of the puzzle,
character alone won't help you build a network.
Competence is a vital piece, needed to complete the
picture. How do you show people you're

competent? For starters, do what you say you will
do. Be consistent. Be an expert in your field and
share your knowledge. Always do more than
expected. Show up to everything on time and
prepared. Be honest and willing to say "l don't know"
when you encounter something you don't know. Be
proactive, search for new ideas and be aware of the
latest trends and developments in your field. Follow
these tips, and your competence will be obvious to
all who deal with you.
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So, you've met people, collected their contact
information, built a relationship with them, and
proven yourself competent and trustworthy. Now
you have a database. At this point, it's important that
you organize that database to see where you stand
and where you need to go. Where are the gaps in
your network? Who is missing? Once you find those
gaps, look for people who might fill them when you
attend events. You might even devise a target list of
people you want to meet. Always be aware of ways
to grow your network, and the direction you want to
grow in.

You also want to nurture your network, not just
expand it. You do that by staying in touch, and there
are many ways to do that - through hand-written
note or cards on special occasions, email updates or
blog posts about new products or services or a
simple phone call to check in with someone to see
how they are. Contact is an integral part of
maintaining your network. But it has to be contact
that is meaningful and valuable to the person you
are seeking to maintain contact with. No one wants
to open their email to find spam or mailboxes to
discover endless clutter. Make it meaningful, make it
count.
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Now, here's the game changer! How Craig Proctor
and Todd Walters taught me to expand and serve
my network and garner an overflow of referrals for
my team. It's called Worthy Cause Marketing.
Networking must have a focus on serving. Serving
your network. What's in it for them. Remember; give
first! It is important to establish and communicate
how you give back to the community you serve.
Instead of constant begging for referrals, make this
simple offer: Your Referrals Help the [charity you're
passionate about]. Also state you goal of how much
you intend to raise for them. And, of course, tell
people how to refer you and make it easy for them
to do so. This goes for building your network as well.
Ask not only for people to add to your network, but
like-minded people who prioritize giving first and
serving.

When it comes time to ask for something - a lead,
an introduction or help of any kind - be direct. Ask
for what you need and the kind of people you want
to associate with, and of course what's in it for them
to associate with you. See where it takes you. If you
implement this strategy to build a strong network,
your success is guaranteed.
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Now the Broker/Owner
and leader of a highly
productive residential real
estate firm, Wilson Group
Real Estate, Sam has
taken his team and his
business to the elite level

in his marketplace.

By offering his clients an unprecedented service
commitment known as CLIENTS FIRST, he's been
able to provide his clientele with award winning
service. The Wilson Group is skilled and experienced
in all types of Residential Real Estate. Sam has
successfully assisted clients in all neighborhoods of
the Denver Metro area and surrounding suburbs. As
a result, The Wilson Group has consistently grown
volume and transactions each year in a declining
market.

Previously, Sam was the top agent in an office of 80+
agents. He held this distinction for four years

running. Sam and The Wilson Group are consistently
one of the top producing agents in the Denver

Metro market for Residential Real Estate Agents.
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In 2002, his first full year of his Real Estate career,
Sam was awarded the Rookie of The Year Award at
his office and has accelerated and grown every year
since then.

Sam holds an Employing Broker's level license and
has recently been the Employing Broker of his Keller
Williams office. He has held several leadership
positions in that office including: Training Director;
Mentor and Chairman of the Finance Committee for
the Agent Leadership Council.

Prior to his career in real estate which began in 2001,
Sam held several senior sales, marketing and
leadership positions at major corporations such as
Proctor and Gamble, The Polaroid Corporation and
The Coca-Cola Company. He excelled in all positions
and was continuously promoted to higher level jobs
with more responsibility at each Company.

Sam has always been ranked in the top 1% of all
agents and is fast approaching one of the top 10
agents in his marketplace. He is also the proud
recipient of the 5280 Five Star Award for customer
service every year since 2010. Only 120 out of 22,000
agents in the Denver Market have achieved this
prestigious level of the 5280 awards.
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Sam grew up in Connecticut and Massachusetts,
where he attended Northeastern University and
graduated with a dual degree in Marketing and
Finance in 1985. He is now married and living with
his wife Pamela in Golden, Colorado. His hobbies
include skiing, cycling, mountain biking,
photography, travel, riding motorcycles and driving
sports cars. Currently, his 2 favorite business books
are The 21 Irrefutable Laws of Leadership, by John
Maxwell and The E-Myth by Michael Gerber.

Sam and The Wilson Group are currently affiliated
with the National Association of Realtors, the
Colorado Association of Realtors, the Denver Metro
Association of Realtors. Sam favorite charity is the
National Sports Center for the Disabled (NSCD) to
which a portion of the Company income is donated
to assist children with disabilities participate in
outdoor Colorado sports.
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Chapter 21

Leveraging Leading Edge Technology for an Even
More ROI

by Marc Gastineau

As a real estate professional in the Phoenix Metro
area from over 16 years, selling nearly 1,000 homes,
and earning millions of dollars in commissions, |
want to describe one strategy we have

implemented that has automated Craig Proctor's
Quantum Leap System in our real estate business.

By utilizing technology we've been able to
implement more and more things that we would
not have been able to do if we did not have the
technology available.

For example, the CP Platinum Coaching program
has a superior Expired Listing Marketing Program. It
involves a consistent message with a bold USP that
is sent to the expired seller and aggressively kept in
front of the seller until they choose to meet with

you, or they re-list the home.

433



The process involves a mailing on Day 1, Day 5, Day
10, Day 15, Day 30, Day 90, Day 180 and Day 365.
There are also voice blasts that are peppered into
the process.

If you had to manage this process on your own
using excel spreadsheets or your Outlook calendar,
this would quickly become a process that would
overwhelm even the smartest marketer. Most
agents would stop within a few weeks.

We took the entire CP Platinum Expired Marketing
process and built it into our Infusionsoft application.
We utilize Virtual Assistants to implement most all
the steps required.

A quick example of how this works is the following:

On a daily basis, our Virtual Assistant (VA) pulls the
daily expired listings from within our marketplace.
This is done utilizing Macros within Firefox, so the VA
only needs to click a few buttons to get the Excel
spreadsheet of that day's expired listings. Then with
just one click in Excel all the listings are
automatically uploaded into our application via

Excel macros.
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The moment they are uploaded into our system, the
next 12 months of processes are predetermined for
this contact (expired listing).

This includes tasks to our VA's in India to check if the
property has been re-listed, check tax records to find
"non-owner" occupants or out of state owners,

check if property is an owner agent listing, REO
listing or other type of listing we elect to not market
to. Once our VA completes the task this
automatically triggers a task within our system to

our "local" US based VA to hand address a specific
envelope and mail it.

So essentially within 24 hours from the day a listing
expires, the processes go back and forth across the
globe. On the same day a hand addressed envelope
is mailed and post marked to arrive at the prospects
home the next day. This happens hundreds of times
per week in our business, and for a fraction of what
we used to pay for an "in office" employee to do the
work.

And the best thing is all of this is done without my

involvement as the team leader. | just review the
reports and oversee the success of our campaigns.
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How do you automate your real estate business?

| get asked often "How do | automate my real estate
business"? My answer is "One process at a time". Be
careful not to bite off more that you can effectively
get done within a few weeks period of time. If you

try and change too much at one time you inevitably
will end up with a bunch of unfinished projects.

The question a real estate agent needs to ask every
day is "What am | doing today that should or could
be automated?"

What are those mundane tasks that you as a team
leader or even the agents on your team should not
be doing? Everyone has them. We get into this
mindset that "l am the only one that can do this
right!" But those thoughts are killers when it comes
to automating your business.

Remember automation may start by having your
assistant do the tasks you should not be doing. It is
better to start small then work into systemizing the
entire process.
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Another way to look at automating is if you find
yourself doing a task 2 to 3 times per day then it is
most likely something that should be automated,
either by your assistant or some sort of technology.

| have gotten to a point in my real estate business
where, frankly, | am unwilling to start any "new"
program that cannot be automated.

Make a decision today to find one part of your
business that can be systemized, then go to work on
getting it done. Don't give up until it is working as
you want. Be patient and stick with it. It will be

worth it!
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Marc Gastineau started his
Real Estate Career in 1998 and
soon became one of the top
real estate salesmen in
Phoenix, selling over 100
homes per year.

Shortly after beginning his
career He stumbled upon the
teaching and systems of Craig
Proctor.

Using the Quantum Leap System, Marc has been
able to sell over 1000 homes and has one of the top
sales teams in Arizona.

He has won numerous awards including being listed
in the top 10 real estate teams per the Phoenix
Business Journal.

Marc is also a recipient of the Quantum Leap Award.
He prides himself in effectively using the system and
training others to become highly successful with it
as well.
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Marc has trained hundreds of agents and continues
to coach many other real estate professionals to
become the top in their marketplace.

Gastineau Real Estate Team
Realty ONE Group
480-661-7700 Ext. 17
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Chapter 22

Leadership is Required

by Francois MacKay

Taking your real estate business from where it is
right now to a Highly Profitable Real Estate Sales
Team, going from being the technician in your
enterprise to being the strategist will necessitate a
huge dose of leadership.

People sell homes, not ads, not website, not text or
social media - people. Skilled people. In order to
elevate your business to the next level, the main
thing you will need is human resources. And in order
to attract, train, motivate and keep your team for a
long period of time, you will need to demonstrate
leadership.
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My coaches, Craig Proctor and Todd Walters, had
key people on their team for many, many years; 10,
15, even 20 years. | have discovered that this is a
commonality among the most successful agents in
North America. They all seem to have key people
that have been with them for long periods of time.
Bottom line, the most successful agents are good
leaders.

| started my career back in 1997, at the age of 21. |
joined my mother, who was already a very
successful real estate agent and one of the very first
agents in Quebec to hire an assistant. She taught
me how to be a great real estate agent and showed
me how to manage my first assistant. Five years
later, she retired, and | carried on with one assistant
to build my real estate Team. | now have 55 agents
and 14 administrative assistants and am always
growing.

In this chapter | will share my knowledge and advice

on how to build a great team, and just as important,
how to lead that team.
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Leadership means you have to connect to other
people in such a way that they want to follow you,
do things for you, be a part of something YOU
believe in. You have to convince them that what you
are presently doing is incredible and that what you
want to accomplish is exceptional. You want them
to feel that they are part of the big picture.

There are different types of real estate team leaders,
but in today's world the dictator is not appreciated.
The perfect leader in today's real estate market has
to involve people in what he or she believes, by
giving them the opportunity to speak, to be heard,
to feet important. He or she has to show them how
it's done and give them the right tools to achieve
their goals. The team leader needs to connect to
other people in a way that conveys how much they
are appreciated and must also reward their efforts
when they produce good work.

Let's look at 3 different scenarios where your
leadership will be needed in building your team.
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If you are a solo agent and want to start growing
your team, you will first need to hire an
administrative person.

| went through many assistants when | first started
to build my team. Some of them were there for the
job only, they needed money and they did an alright
job, but not more than what | asked. You can really
tell when someone loves their job. They will stay
after hours when needed and they will care about
your customers as much as you do. As my coach,
Todd Walters says, "the idea is to take it slow at first
when hiring but be quick to fire". also recommend
that you use the DISC personality to hire. It will help
you identify the right candidate for the right job. But
in the long run, this employee will have to be led by
you if you want to get the maximum productivity

out of them. Having a daily checklist of the task that
need to be accomplish is crucial. Review that
checklist often and make all necessary adjustment
as the teams grows and technology evolves.

To express your leadership and gain your first
follower, you will need to define the BIG WHY!
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Like Simon Sinek mentioned in his talk, "How great
leaders inspire action”, you have to define the reason
you are in business, why is it important that you do
what you do, and mostly, why your assistants must
care about what you do. If you inspire your
employees and they believe in your cause, this will
propel your business to another level. Only then
have you truly duplicated yourself through your
team.

Before | got into real estate, | worked at the
McDonald's that my father-in-law owned. | really
appreciated the structure of the company. | got to
move up in the company by first becoming a trainer,
then a team leader and finally, a manager. It was not
because of my contact; it was actually quite the
opposite. | had to work harder than others in order
to prove that my promotions were justified. This is
where | learned about systems and customer
service, where the goal is to always provide the
customer with the same great experience every
time they visit. That became my Big Why; provide
the same memorable experience to each of my
clients by using systems, people and technology.
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When you have your first team member, your first
follower, it's basically like when you have a child. You
must lead by example. When | got my first assistant
it felt a little strange because she was there waiting
to take instruction from me and a lot of times, | did
not have any instructions to give! Since | didn't know
what else to do, | told her to listen to me on the
phone with my clients. | explained that this way, she
would know how | work and when something came
to mind, | could delegate it to her right away. That
turned out to be the technique called shadowing;
having a person follow you around and learn from
what you are doing.

Just like with your child, you want your team
members to be well-educated, so you have to
provide the best training. If you are used to cutting
corners you had better stop! You can no longer do
this, or your team members will follow suit and you'll
end up with a mediocre business. You lead the way
and shape your enterprise. Never assume anything.
Never assume they know what they should be doing
and what is not acceptable. Tell them exactly what
you expect them to do and manage the outcome.

446



After you have trained your first assistant, an
administrative person, who is now taking care of all
non-licensed work, you will be freed up to complete
more transactions. Personally, my goal was to be the
best agent in Quebec for RE/MAX.

My vision was that | should do more myself, as much
as | could handle, working 7 days a week, 13-14 hours
a day and delegate the rest. So, for me, the next
logical step was hiring a nighttime and weekend
assistant. My broker's office had someone at night
and on the weekend, so why not me? That would
improve our customer service, and of course, free up
some time for me to show homes and present

offers. This decision turned out to create some
challenges for me... | now had to find her work. She
was there primarily to answer my calls, schedule my
appointments and book appointments for other
agents to show my listings.

At first, it was a little boring for her because of the
lack of work and poor organization of what | really
wanted her to accomplish. But | found that after |
took the time to explain my mission and vision, she
became more engaged and was helpful in giving
me her feedback on how to better service our
clients. My goal became her goal.
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We implemented 1 nighttime and weekend
checklist. | was now leading 2 people while striving
to reach my goal, and it felt great because my
business was now starting to look like a real
business.

Leading an administrative person and an agent is
very similar, even though they have different
personal goals.

Administrative staff are usually looking for a
consistent work week with the security of a
paycheck every two weeks. Most agents are looking
to make good money while also wanting to have
some kind of freedom in their daily work schedule.

Both types of team members need structure and

want to have a plan. You must provide them with
your Big Why.
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Here is my Big Why, my mission and my vision.

e Being a leader in real estate by offering a highly
professional service, by deploying our expertise,
transparency and diligence, creating a
memorable experience for our customers.

e Our vision is to be recognized for having the
most efficient way of buying and selling real
estate in Quebec, Canada, America, the world!

e We will do that with our unique team system,
our Guaranteed Sales Program and our use of
leading-edge technology.

e Our values are to be of service to every human
being, to always be better than we were and
strive for excellence.

» Our philosophy is that you can get whatever you
want in live as long as you help enough people
get what they want.

 We make buying and selling real estate more fun
and rewarding.

| remember the first agent who joined my team, his
name was Frank. | had advertised this position in all
the area newspapers: Real estate agent needed, we
supply the clients, no cold calling.
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This a great ad Craig Proctor shared with us. Now
the next step is crucial. When they meet with you,
you have to show them how you are able to do this
and why you choose to work this way. You need to
be able to inspire confidence in your business,
whether you're hiring your first or 10th agent.

| did a great job at the time of selling this position to
Frank. | had no presentation or experience, but | was
able to convince him that he would make money,
have time to enjoy it and that | was on a journey to
become the best real estate team in Quebec. He
joined me and | went on to expand my team. Now
we have a complete system to hire agents, from the
recruiting ads to the official presentation that
compels the agent to join our team. Right down to
the boarding process of getting started.

Early on in my team building process | decided to
have a weekly meeting with my staff. At first, having
a meeting with my 2 team members seemed a little
unnecessary since we worked so closely, but it gave
us the time to review our stats, our team
procedures, our listings and to make sure | was
providing enough feedback to my staff.
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Attendance at my team meetings is mandatory.
Early on, | decided to print a meeting schedule and
all my team members can add a topic they wish to
discuss. By having your staff participate, they will
feel that they are building history with you and are
part of something bigger than each individual.

As my team got bigger and my roles narrowed from
being the technician to becoming the strategist, |
slowly began spending less time with everyone. This
is why during our Tuesday meetings | make sure |
interact with all of my staff, to ensure that | am
continuing to make them feel a part of my vision.
Every week | put a minimum of 30 minutes into
preparing for this meeting and | always name a
moderator each week who makes sure that we stay
on track.
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My "Ordre du jour" goes like this:

e 10 am-10:05 am---Welcome participants and
opening words. (Performed by one of our agents,
the Moderator) (he/she always opens with: refer
us an agent an get 1000%$ right now,10% on
his/her first 3 sales and 100$ off your monthly fee)
We are always recruiting and want help from our
agents.

e 10:05 am-10:15 am---Word from our President.
(That's me!)

e 10:15 am-10:25 am---Challenge of the week. (I give
advice and every agent can share their point of
view)

e 10:25 am-10:35 am ---Success story. (Same thing
here)

e 10:35 am-10:40 am -Networking events
e 10:40 am-10:55 am---You're looking for...(every
agents needs to say what their top 3 buyers are

looking for. That way, we can make match with
potential sellers)
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e 10:55 am -11:00 am ---Words from our sales
manager. (Usually on the team system and
procedures)

e 11:00 am- 11:10 am---Break

e 11:10 am- 11:20 am---Team update with admin
(We bring in our team of admins, talk about
upcoming team events, team procedures)

e 11:20 am- 12 pm---Listing review. (We take a close
look at our new listings with pictures and a
review of the others, talk about the upcoming
listings).

e 12 pm---" Now go sell some houses!"

| also put the logo of our company on top of the
meeting agenda. | brand everything that we use.
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When | was with RE/MAX and was considering
leaving that company, an agent from another
company told me: You agents from RE/MAX think
that they're the best and if you leave, your business
will drop.

That's what successful agents with RE/MAX and
other top companies believe; that they are
successful because of the company. This makes
them proud to work there. This is how | want my
Team to feel.

When building your team, you will need to make
sure that your staff believes in you and are proud to
be a part of your team. Be proud of your team's
image, brand what you have built and are building.
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When your team has enough leads to warrant hiring
Ambassadors (Inside Sales Agents) you will now be
leading three different groups of people. The
Ambassadors job is to convert prospects to
appointments and nurture them until they are ready
to meet with an Outside Sales agent.

This is one of the most critical and important jobs in
your enterprise. Your role here as the leader is to
consistently let the Ambassador's know how
important they are and how important what they do
is. In order to do that, guess what | have done? Yes,
another meeting. Every Thursday afternoon, we
meet for an hour to review their numbers, see what
is working and what's not. We also go over the
numbers to see how well the OSA's are doing
converting those appointments to contracts.

As you can see, communication is extremely
important or me in leading my team.

When | first started to build my team, other agents
would tell my prospects that "If you go with
Francois, you won't see him, he will send other
people that don't know anything about your
home...".
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Also, early on, | had a case with a client that told me,
"listen, | really like you, but 2 separate people from
your team called me for the same info | gave you
when you took the listing...". Since then, I've made it
a point to have great communication with my team,
the left hand MUST know what the right hand is
doing.

Another thing that made me successful is the ability
to keep people happy around me. Early on, | heard
the quote: "Your attitude determines your team'’s
altitude'. So, | worked on my attitude, making sure,
that | am always positive, always looking for
solutions. When | am around my team, | am on the
scene, so | have to be sharp, positive and
professional so people will follow me in my journey.

The concept of on scene or behind the scenes
comes from Walt Disney. The concept is that when
you are in Disney World, you will never see Mickey
Mouse light up a cigarette, even if the actor in the
costume does smoke, because this would destroy
the magic.
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The actors, if on scene can never be themselves. You
have to apply this concept in your business too.

Once you step in the office, you are on scene, so you
cannot be sad, mad, angry or give out negative
energy. If you do you will have a hard time keeping
good people. | often repeat this to my team, so that
we have a great positive energy in the office, making
it an attractive place to work.

A last note on your leadership as a real estate
entrepreneur would be to work on yourself as your
company grows. Your ability to support that growth
will come with inner changes that will make you a
better person and a better leader. Like Jim Rohn
once said, "formal education will make you a living,
self-education will make you a fortune."
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Father of 4 amazing children,
Francois is passionate about
real estate. After working briefly
for the National Bank, he
became a real estate agent at
age 21. Now almost 24 years
later he operates his own real

estate agency with over 50 agents on the road and
12 people working in his administration. His team
was the first one to go above 400 sales in a year in
2013. In 2018, he appeared on TV for an Interior
Designer show. He is highly involved is charity work.
He has been honorary president of the Shelter for
abuse women, Muscular Dystrophy, CLSC, Popular
soup for poor people, Kids in needs, kids' sports
team and has been and still is VP of the Lachine
Hospital foundation for the past 9 years.

His team, Groupe Mackay has been specializing in
new construction and is now representing major
builder such as JML, Vivenda, Prevel Alliance,
Kastello and Villanova, the biggest project in
Quebec. He recently opened a 2nd office, and 2
more offices shall open within the next 24 months.
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Groupe Mackay also released its Commercial
division in 2020 to help business-people make the
appropriate decisions during the Covid-19 period. His
goal is to be the first agent to hit 2000 sales within a
team concept... And that is on the map for 2022!
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Chapter 23

The Team System That Makes a Sale Every 15
Hours

by Francis Lavoie

| firmly believe the only way to stand out from others
is to know our competition and avoid making the
same choices as them.

Always set the trail, never follow the path!

Why do like others when you can do things
differently and probably better? If you do like
everybody else, you will have the same results, look
at the statistics of the average agent in your area...
I'm sure that's not what you're aiming for!

For a long time now, we only select those agents
who we believe are capable of working in an
environment of total harmonious synergy. We
understand that every customer who realizes his
real estate dream is only made possible because of
our team.
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We as a team reach our peak performance when
ALL carry the trophy home. Teamwork is everything
for us and that is why there is no letter | in the word
TEAM!

Whenever we add a new member to our team, we
already know that it's a matter of time before he/she
will become a star player, scoring many goals. We
will do everything in our power to give the proper
support, coaching and mentoring needed in order
to achieve our common goal.

Working in synergy and synthesizing sectors.

We all know that one of the fears of an agent is to
lose a prospect to a colleague. How can we look
forward when we spend valuable time watching our
back? Isn't the security that comes with being part
of a team the element of persuasion used by most
banners out there when trying to recruit agents -
The strength of a team! Yet only a few have
successfully achieved this ideal notion. This is
because most agents work alone, thus goes the
saying, "One can be lonely amidst the crowd".
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Ultimately if agents are left to themselves, they will
end up performing all the tasks and assuming all
the roles necessary in making a sale. Sourcing new
prospects (Sellers/Buyers), market research,
administration, marketing, accounting, visits and
overseeing client's loyalty, just to name a few.

To score goals for the TEAM and not just for
oneself

After years of confidence-based approaches, we
were able to create the perfect team and score goals
day after day. Picture a hockey or soccer team
where each player knows his or her role to play. Each
player knows instinctively what his/her teammate

will do next or what position to be in to shoot &
score. This is how you win the game! Therefore, we
decided to synthesize the sectors and allow some of
our associates to be specialists in certain areas. By
doing, so we have created a synergy between them.
We have a marketing team that is efficient and
open-minded. Together we are able to generate
more business than anyone else.
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We spend a lot of time to studying the market and
revising our plans. We are the 'Big Brothers' of our
region. We see everything! We spend many hours a
week generating between 60 and 100 new leads per
day using proprietary marketing systems where
each element becomes an event. The lifeblood of
our business is to generate prospects, without them,
nothing would be possible.

Inside Sales: After generating all these leads, we
need an effective follow up system. These members
of our team are able to respond quickly to most of
the needs that a potential or already registered

client could have. Since most agents are either on
the road, with a client, or perhaps even giving a
comparative market analysis, our Inside Sales agents
allow us to stay in close contact with our customers.

Those responsible for inside sales are well aware that
buying a property is a process and not a rushed,
one-time event. They therefore have a lot of

patience. We no longer miss making follow up calls
because they are always on the phones. One of our
inside sales agents are always available to ensure
that the customer will be called on time in order to
book an appointment with either the buyer agent or
listing agent.
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We know the majority of buyers are not ready to
make an offer or even visit a listing on their first call
to the office. They first want to be informed about
the market and how we do business. They need be
assured that we will support them through the
buying or selling process and that they can trust and
respect us.

Our Buyer's agents are the best example of people
who develop a humanistic approach & expertise on
the field. A meeting with potential clients is not only
to assess their needs but also to let them talk about
their dream... and by doing so, we understand
exactly what they are looking for. Since our buyer's
agents are not spending time on all the other tasks
an agent would normally do such as prospecting,
administrative tasks, representing sellers, etc., they
have more time to build a real relationship with the
buyer and find the perfect home for them.

No customer should ever be overlooked.
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From the first meeting with a new client, our buyers'
agents will contact our listing agents. They can talk
openly about the needs of their new customers and
probably find that rare pearl among our listings or
within our exclusive listings (sellers that have been
met by our agents but were not ready to list their
house on the market yet). They will also use their
market intelligence to identify the good deals on the
market, such as: foreclosures, out of the market
properties, or even know of those in advance that
are looking for a quick sale due to financial
difficulties.

Since we have more than 1000 buyers in
waiting/listed in our database our prospective sellers
understand that our team may already have a buyer
for their house before even meeting with us!

Our listing agents do hundreds of home estimates
annually. Their skills allow them to estimate quite
precisely the correct listing price for a property. They
know the price it will sell for or and how long it will
take to sell. They have the experience to offer sound
advice on important aspects in order to maximize
the asking price without lapsing into exaggeration.
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When there's an offer to present, the seller can be
sure that our agent will represent only the seller's
best interests in the transaction since he is never in
the position to represent the buyer in the
transaction.

Our administrative associates: Not enough light in
the living room? Rooms that seem too small?

Someone needs to listen to the negative feedback

from people who have visited a house. This

information must absolutely be communicated to

the seller and his agent.

Our administrative department manages the flow of
information and frees our agents from the
administrative expectations and necessary
procedures. We all know that this aspect is often the
most problematic for the agents as it takes time
away from their clients. Things such as chasing
missing documents, mortgage approval, inspection
reports are all looked after by our administration
department. This ongoing communication between
our customers and our administrative support is the
perfect way for the customer to feel really supported
and get all their questions and concerns answered
very quickly.

467



Coaching a team, not easy and yet so stimulating!
"Groupe Lavoie" is a great team, where our first
motivation lies in the happiness and pride of its
collaborators. Our agents and associates are
continuously training. We are always on the lookout
for any new features that will give us the edge over
our competition. As part of our Craig Proctor
Coaching Program, and accompanied by our coach,
Todd Walters, we travel North America to find new
techniques to generate more business.

We multiply efforts to make our group a true close-
knit family. Stability is important and we consider
ourselves lucky to rely on our team to score so many
goals. The fact that we complement each other is
the reason we can take advantage of the talents of
others while being able to develop our own

strengths and natural abilities. We will stay the
course with one of the largest and best teams in the
world!
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Francis Lavoie has
accumulated numerous
successes early on in his
life. Dad of 2 young boys
and stepdad of another
one who enjoys energy as
extraordinary as their dad.

Since 2004, he cumulates experience and
achievements in the real estate industry, due to an
exemplary growth, Lavoie Group has ranked among
the best teams of RE/MAX. They have ranked the
number 1 team in the entire Province of Quebec,
among the 25 best in Canada, and top 60 worldwide.
He is among the youngest Realtors in RE/MAX
history to have been honored in 2012 by the Board of
Directors, as well as the International Directors of
RE/MAX. He has received the prestigious distinction
of' Lifetime Achievement Award'. This honor is
awarded only to Realtors who have helped more
than 1,000 families to buy or sell a property. Francis
is a true model of what it means to have a healthy
balance between family and success in business.

In 2018, Francis and his team decided to bring all the

marketing budget that was allocated to a brand and
direct this money on the marketing of their listings.

469



So, they created their own independent brokerage,
Groupe Lavoie (Lavoie Group). Since then, the
success and credibility in the industry took another
level for them making more than 600 transactions
per year.

With the help of Craig Proctor coaching and their
personal coach, Todd Walters, their reputation as
well as their successes in real estate has allowed him
to develop new, aggressive strategies whose
effectiveness has been proven time and time again.
All this in order to better respond and adjust quickly
to the ever-dynamic changing needs and concerns
of sellers and buyers. They were interviewed by the
Canal Argent (Money Channel) for their expertise on
the South shore of Montreal and also by Radio X.
Magazine REM (Real Estate Magazine), which is
distributed to more than 70,000 brokers in the
country, interviewed them to learn more about their
success. They also gave an interview to the
magazine Above, which is distributed to more than
96,000 RE/MAX brokers worldwide.

Francis is also active investor in the real estate
market owning many buildings both in Canada and
the United States.

470



Involved in his community, Francis is on the board of
administration and undertake a collection of funds
each year for the benefit of a local non-profit
organization called "Le Partage", while also financing
local sports teams. He believes that their success
and happiness allow them to give back to society
and to ensure that everybody wins.
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Chapter 25

Know Your Numbers

by Sarah Reynolds

| am here to share the single most important
business insider tip: KNOW YOUR NUMBERS!
Beforel get into this topic of which | am so
passionate about, allow me to introduce myself. I'm
Sarah Reynolds, CEO and Team Leader of The
Reynolds Team. My small business grew froma
humble Northern Virginia-based mother-daughter-
duo in 2006, to over one hundred team members
spread across the country, which will be earning 14
million dollars this year. The secret to my success is
magic-the magic of knowing your numbers, that is.

Knowing your numbers as a business executive
means meticulously keeping track of variables
called profit-and-loss, cash flow, net income, sales,
etc., and for a Real Estate company, this also
includes leads you've generated, conversations that
have happened, appointments booked, agreements
signed, contracts ratified, and closings.
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Why do we track them? Simply because these
measures will give you crystal clear insight into
where you are and where you've been, so you can
make educated decisions on how to move forward.
This is where the magic comes in numbers can
literally predict the future of your company, the only
catch is, you have to know where you're starting
from.

You can't manage what you don't measure, and the
first year | began tracking the conversion for how
many buyer appointments turned into closings, |
found this out the hard way. The (embarrassing)
conversion ratio, 6%, was staring back at me as |
began to internalize that in order to take my
business to the next level, | needed to start knowing
my numbers. Despite having a pit in my stomach, |
saw exactly where my business was failing and took
proactive steps to fix this aspect of the operation.
This is the beauty of numbers; it revealed my
strengths and weaknesses and showed me where
improvement was needed. If you're just starting out
tracking your numbers, as | once was, simply add
one variable at a time and ensure each one is
growing every day. This way, by the time you
examine your year-over-year report, you will see
significant growth.
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| realized that my job as CEO of my organization was
to be able to see things, and then adjust quickly to
ensure we are staying on track. | found that tracking
my "leading measures" was the most important,
because | knew that if | hit our leading measures, we
would hit u yearly numbers.

In a profitable real estate sales business, leading
measures are: leads, listing appointments held, and
listings taken. | have seen many companies make
the mistake of tracking "lagging measures" and
focusing on those.

"Lagging measures" in a real estate sales business
are: Contracts closings. Lagging measures are
important, but they will automatically happen if you
hit your "leading measures".

To make it a bit clearer, "leading measures" are like
looking into the front window of your car, whereas
"lagging measures" are like looking in the rear-view
mirror.

Many times, when you see there is a problem with
not hitting enough contracts and closings, you are
60-90 days behind from knowing to make the
adjustments you need to make.
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We know that if we hit our "leading measures"
numbers each week, that our business will be where
we want it to be. | implemented the habit of
reviewing my leading measures every evening, this
has allowed me to make rapid changes as they are
happening. If you can make rapid changes when
you see your leading measures are not going in the
direction you need them to go, then many times
your "lagging measures" will not be impacted.

What all these calculations and tracking leads to is,
hopefully, profit at the end of the day. A lot of
business executives like to talk about revenue, but
what really matters is that number all the way at the
bottom of the page that shows what's left after all
expenses have been accounted for, aka, profit. We
love profit! Profit is a sign of a healthy, sustainable
business, and it likely means you're doing
something right. However, profit doesn't just show
up, you have to be intentional about making profit
happen. You do this by looking at the "Return on
Investment" (ROI) of every expense that you have.
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My recommendation is that you have a monthly
"finance meeting", where you sit down and review
your financials: profit and loss, balance sheet, credit
card statements, and bank statements. Go through
all expenses line by line, and ensure you are getting
the return you are looking for. | like to sit down with
green, red, and yellow highlighters. Green means
"getting a great return, keep going!", yellow means
"lets watch this closely”, and red means "need to
cut/not getting a good return”.

Let's talk about the most significant (and largest)
investment that you will make when having your
own business-your employees. People are the most
amazing asset that a business has, they can build
your profitability or tear it down. When you start
hiring people who have salaries, it's imperative that
your business can sustain their salary for a grace-
period of 90 days. | have found 90 days to be the
amount of time a person will make an impact on
your business - either in a positive or negative way.
At 90 days you can evaluate the return on that
investment and make adjustments if needed. A key
performance indicator for me is that if this person is
bringing in 5 times their salary (or equivalent to that
within the parameters of their job), they are a good
investment.
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However, whether your business is profitable or not,
you still have to do some expense management.
Learning how to manage expenses is the single
most valuable tool to accelerating your business and
life.

Deciding what to cut, is the question. Every penny
you spend for your business either gives you a
return, or it doesn't. Obviously, you should stop
putting money toward investments that aren't

paying off and reconsider the strategy. For example,
if you spend $10,000 on direct mailers that get sent
to 5,000 homes all across the state, and you only get
2 leads, it's probably worth re-examining. However, if
every time you end this direct mailer out, people
from 1 specific county are responding, cutting the
budget so you only send out mailers to this specific
county would be more effective.

Knowing your numbers is the foundation of the
highly profitable sales team because NUMBERS
DON'T LIE! But if you've found yourself still not
gaining momentum, a limiting belief might be
holding you back. Despite what you've heard, the
sky is NOT the limit. There are no limits to what you
can do besides the ones that you place on yourself.
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To take your business and life to the next level, you
have to make a dramatic shift in your paradigm, or
the symbolic "box" where your beliefs,
preconceptions, experiences, biases, mindset,
everything you have done, and every mistake you've
made (or have been afraid to make) manifests itself.
This box confines and defines the way you see the
world-you only see what you want to see and are
blind to a world of possibilities. To achieve your most
successful life, you have to rip the lid off the box and
let go of all of these limiting beliefs and open your
mind up to new ways of thinking.

| started leading my organization at the young age
of 24, | had a lot of limiting beliefs around what a
young entrepreneur could accomplish. This is a
limiting belief | personally had to let go of when my
business started growing exponentially fast, and
revenue was increasing by the millions each year. |
knew what | was doing, yet | felt inadequate and not
skilled enough to handle the kind of money that was
coming in and out. | even considered stepping down
and hiring a CEO to handle everything! This limiting
belief was one of my own making, and once | let it
go, | realized that there was nothing stopping me
from building a super profitable sales team.
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What are the limiting beliefs holding you back from
building a sales team to be all that it was meant to
be? Let's go of that today and set your mindset
around implementing the things in this book and
building a super profitable sales business, that can
turn around and make a lasting impact on the
world!
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Having grown up in
Northern Virginia, Sarah
Reynolds Oji is a
Washington DC Metro
Native, and thus, thrives in
the Real Estate Market of
her hometown. Sarah
joined her mom, Debbie

Reynolds, as an Agent in 2006 shortly after
graduating from Liberty University with a Business
Management degree. Sarah was elected to lead The
Reynolds Team in 2009. Her mom knew that she
could take the business to new heights!

She set her sights on building a team and
expanding their reach and hasn't looked back since.

Sarah can be described as a leader of rapid growth
and impact on the communities their organization
serves,; this is clearly backed up by their average
growth of 52.28% year over year.
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From humble beginnings with only a handful of

team members, Sarah has taken the world by storm
at astounding speed, expanding her team now
consisting of 106 hand-selected members across not
only the DC Metro market but also Richmond,
Virginia; Atlanta, Georgia; and West Virginia.

Sarah Reynolds' team has sold over 5,112 homes and
is exponentially growing that number year after
year-in just 2019, and under Sarah's leadership, The
Reynolds Team sold over $312 million in sales
volume, ranking them as one of the top real estate
businesses in the United States, per the Wall Street
Journal. The Reynolds Team is the number 1 female
led real estate team in Keller Williams Realty, and
number 3 overall.

Sarah is also a co-owner of the 5 dolls network and
Amplify, where their mission is to "Amplify the voices
and lives of women in business around the world."
She is the owner of multiple other businesses, as
well as an investor in real estate. She is a high
demand nation-wide speaker, trainer and presenter.
Her speaking topics range from building & leading a
business as a young mom to lead generation
systems that will build a multi-million-dollar empire.
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She has accomplished a lot at her young age of 36,
but her most proud accomplishment is being a wife
and also a mother to her three amazing children!

You can follow her on Facebook or Instagram at
@SarahReynoldsOiji.
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CHAPTER 25

NOT THE END




Chapter 26

Not the End

Real estate agents...

Ready to Say Goodbye to Roller Coaster Income,
I0x Your Success and Reclaim Your Life?

A special message from Craig Proctor.

Do you believe that finding great buyer and seller
prospects is difficult or expensive?

That you have to spend hours on the phone,
cranking out cold calls, facing constant rejection
and humiliation or pestering people you know, or
wasting your hard-earned money buying leads that
don't produce closings?

| totally get it. When | first got into the real estate
business, that's what | thought too.

You see, like many agents, | was really struggling in

the beginning because | made the same mistake
most agents make.
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| looked around at what all the other agents were
doing, and | copied them, which meant cold calling,
open houses, chasing FSBOs and expired listings,
sitting in open houses, etc. | almost made the
decision to quit, but through hard work, fortunately,
| cracked the code on lead generation.

Within 36 months of being licensed, | was named
the number one RE/MAX™ agent in the world.

Since that time | have been sharing my system with
real estate agents all over the world. Many have
become top agents in their market places, at their
brokerages and for their franchises.

| want to introduce you to a new opportunity in real
estate that allows you to live the life that you
deserve without frustration and rejection of manual
grunt labor and without buying leads, and without
being a stranger to your family.

You may think you've heard all this before, or you

might think that, Hey, if this really works so well, why
would | share it with other agents?
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| used to believe in scarcity too. It was so damn hard
for me to find great prospects, but 1 promise you
there's plenty of business for the few that will take
action on this.

Now, you may think 'if this is so great, why aren't top
agents everywhere using the system?’

The Fact is... they are.

My client list includes beginners and top agents
from all over Canada and the United States.

So if you're serious about having more money, more
time, and more freedom as a real estate agent, then
we have created a way for you to learn more.

Visit www. HighlncomeReducedEffort.com to book
a free, no obligation consultation, and let's see if
you're a good fit for my systematic approach.

Again, go to www. HighlncomeReducedEffort.com.

Thank you!

Craig Proctor
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THE CRAIG PROCTOR QUANTUM LEAP MINI MANIFES

1 AM A QUANTUM LEAP AGENT

I don't need anyone to motivate me.
Motivation is the blood in my veins.

I do not trade my time for money.
Time is a leverageable commodity | control with systems.

I am not an average real estate agent.
I am an expert marketer skilled at prospect attraction and
superior service.

I do not fight for scraps.
1 choose who | want to work with and when.

I am not a commodity.
I earn more because | provide superior value so | am worth
more.

The other agents in my marketplace are irrelevant to me.
My only competition is myself.

1 will never be stymied by emerging technologies and media.
The strategic systems | have access to work everywhere.

1 do not just sell houses.
I change lives.

I AM JUST ONE SYSTEM AWAY



THE CRAIG PROCTOR QUANTUM LEAP AGENT MANIFES

A Quantum Leap Agentis AN ADVANCED BREED OF REAL
ESTATE AGENT. Smarter and more strategic. Someone who
embraces the power of systems and who equally values a superior
customer experience and their own freedom.

Quantum Leap Agents wage guerrilla warfare against traditional
Real Estate Paradigms AND BECOME CRAZY RICH.

Quantum Leap Agents launch renegade marketing strategies that
automatically attract the best of the best clients and deliver
unparalleled service for these clients to CREATE A WIN-WIN.

A Quantum Leap does not see problems. They LEVERAGE
OPPORTUNITIES.

A Quantum Leap Agent is a doer. They do not wait for perfection.
THEY SHOW UP. THEY IMPLEMENT. THEY TEST. THEY RE-TEST.

No matter the size of their team, or even if they have a team at all,

Quantum Leap Agents are not solo agents because they are PART

OF A NETWORK THAT NURTURES THEM, COACHES THEM, AND
WANTS THEM TO SUCCEED.

If you ask the average Real Estate agent, they'll tell you that what
Quantum Leap agents are doing won't work in their marketplace or
for them at this time ... and yet Quantum Leap agents, regardless of
gender, age, experience, or marketplace are PROVING THEM
WRONG EVERY SINGLE DAY.

QUANTUM LEAP AGENTS ARE MOTIVATED KNOWING
THEY ARE JUST ONE SYSTEM AWAY.

1 AM A QUANTUM LEAP AGENT



IF YOUR REAL ESTATE BUSINESS DOES NOT WORK
WITHOUT YOUR CONSTANT INVOLVEMENT,
THEN YOU DO NOT HAVE A REAL E5S5TATE BUSINESS,
YOU HAVE A REAL ESTATE JOB.

Todd Walters is PLATINUM Coach with Craig Proctor Real Estate
Coaching and Owner of Your Home Sold Guaranteed Realty.
Along with being featured in Best Agents Business Book, The
Billion Dallar Agent, Lessons Learned, he's also featured in
Dan Gooder Richards' book, Real Estate Rainmaker: Guide to
Online Marketing. Todd retired from having to sell real estate at

. age thirty-nine, opting to watch his team run over eight thousand
reaI Estate transactlnns He was named among the top 20 agents in the United
States by NAR, and was top 10 with RE/MAX worldwide. As PLATINUM Coach,
Todd publishes three monthly real estate business building newsletters and teaches
ambitious Craig Proctor System members marketing strategies. Unique strategies
that enable them to Quantum Leap their real estate jobs to a REAL ESTATE
BUSINESS. One that works, so they don't have to. He calls himself the Best Copier
of Craig Proctor’s Millionaire Agent System.

Craig Proctor is the Founder and CEO of Craig Proctor Coaching
System, which has created more Millionaire Agents than any other
coach or trainer. Leveraging his own highly successful 20+ year
real estate career (selling 500+ homes/year — aver $100,000,000
in GCI - and twice #1 for REMAX Worldwide), Craig Proctor helps
agents and brokers transform their real estate jobs into highly

: lucrative real estate businesses that provide exceptional customer
service without high lifestyle costs. "Craig is a visionary who reinvented the job
called Real Estate and someone who teaches agents about Freedom rather than
about work” - Michael Gerber (author of the bestselling business book The E-Myth).
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Growing a Real Estate business is complicated. We all want to get it right. We exist to help.
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