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Jacquie OTHEN

Toronto, Ontario
@theothengroup

THE LISTING
PRESENTATION THAT
WINS EVERY TIME



The listing presentation that wins
every time

Jacquie Othen



Every opportunity to present in front of
a seller is an opportunity for a sale, a
purchase and referrals.

//\ @TompFerry,
SUCCESS SUMMIT



The Door



How long do | have?

Kn ow YOU Y | ] What am | there for?
CI ie nt _ ] What do they want?

| ] Research, research, research
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The Table



The Slide Deck

D Organized in chronological order

D Visually walk through each service
D Tablet to show live pages and marketing

D Pass around tactile marketing

D Laying it all out...and taking it away

/—/\ @ TomFerry,
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The Close



Deliver value with every slide

Watch for verbal & non-verbal queues

Rehearse &
Perfect

Practice & roleplay is everything!

Educate, advise, elevate

00O 0 U U

Defend your commission!

//\ @TompFerry,
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One happy client plus one happy client equals eleven

//\ @ TomFerry



David CALDWELL

Portland, OR
@davidccaldwell

BOOK 100 APPOINTMENTS
IN THE NEXT 12 MONTHS...
FROM ONE SIMPLE TACTIC



Annual Equity Review
Blueprint

Operationalizing 100 appointments (or more!) over the next 12 months.

/—/\ @TomFerry
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David Caldwell

Principal Real Estate Broker
Tom Ferry Coach
Oregon

instagram.com/davidccaldwell

uyoutube.com/hilIshirerealtygroup
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HILLSHIRE
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Every business should be
focused on client acquisition

and client retention at all times.




Why You Wont Prioritize It.

“There’s no shortage of remarkable ideas,
what's missing is the will to execute them.”

- Seth Godin

/—/\@ rrrrrrrr
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Why You Must.

According to NAR, 68% of sellers work
with someone they know or were
referred to via a personal connection.

/—/\@ rrrrrrrr
‘ E D U M



Creating your list (Without the list we will never start)
Setting the appointment (One on One vs. One to Many)
During the review

Ask for the referral

Following up

@ TomFerry
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Creating Your List
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Creating Your List

Start with that you know that own a home
in your market.

Schedule a cadence of how many you will complete annually,
quarterly, weekly and monthly.

Offer to everyone from online leads to your open house guests

/—/\@TomFerry
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Setting the Appointment
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Setting the Appointment

Pick up the =
Send out an USE VIDEO
Send out a USE VIDEO

Send out a

Send out a to Your Farm
Record a and on

/—/\ @ TomFerry
[ |



During the Review
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My Favorite Data to Present

12 Month, 24 Month, and 36 Month Rates
Neighborhood CMA

Do not provide the price (value range) of their home with a
voice-to-voice conversation. Only provide this information after
you've seen the property.

What's the market outlook for their area, positive or negative.
Support your opinion with data.

/—/\@TomFerry
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My Favorite Questions

Can you for-see any life changes in the next 3-5 years that would make
you a home seller?

What does your dream home look like?

Do you have any repairs or updates in the near future and do you have
any questions about how they could impact the value of your home?

What do you believe your home is worth?
What is your current mortgage rate or have you refinanced recently?

/—/\ @ TomFerry
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During the Review

Make good on your promised offer

Know your numbers

Ask questions and create a dialogue
Build trust

Ask for the referral

/—/\@TomFerry
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Ask for the Referral
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Follow Up

According to the Wharton School of Business, a
referred customer costs less to acquire and has a
higher potential for retention and loyalty.

/—/\ @ TomFerry



Share This Strategy




David Caldwell

Principal Real Estate Broker
Tom Ferry Coach
Oregon

instagram.com/davidccaldwell

uyoutube.com/hilIshirerealtygroup

@ l

HILLSHIRE
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Alyssia ESSIG

Baltimopre, MD
@alyssiaessig

BREAKDOWN TO
BREAKTHROUGH:
ITS TIME TO GET REAL!



Alyssia Essig

Getting REAL to get REAL Success!!

/ @TomFerry
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Essig
Team

2019 Holiday
Gathering



COVID-19




Let's Pivot!!
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Vulnerability

"Vulnerability is the
birth place of growth
and creativity"

Brene Brown



Getting REAL
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Clear
The

Clutter
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Find the
Right
People



Everyone has
the birthright to
JOY

Dagmaar Bohimann




Robert MACK

Newport Beach, CA
@whyrobertmack

JOURNAL THE JOURNEY:

How Case Studies Are The New “Just Sold”



BROKERED BY
realty
ROBERT MACK GROUP Newport Beach, CA

Case Studies are the New Just Sold

robert mack | fiv realty | @whyrobertmack

/—/\ @TomFerry,
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BROKERED BY
realty
ROBERT MACK GROUP Newport Beach. CA

casestudy@robertmackgroup.com
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BROKERED BY
realty
ROBERT MACK GROUP Newport Beach, CA

Let Me Take You On A
: Sellers Journey
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a. Less than $10k
b. $10k - $15k
c. $15k - $20k

d. More than $20k

BROKERED BY
realty
ROBERT MACK GROUP Newport Beach, CA



BROKERED BY
realty
Newport Beach, CA

ROBERT MACK GROUP

RMG

- Junk haul - $2k

- Carpet replacement $1,986
- Paint - $1,750

- Misc. repairs - $230

- Design - $2,931
- Deep clean - $450

out the door: - $9,347

(concierge service) | 2 week process



Most Sellers We Speak With:

Assume home prep costs way more
than it does.

Assume it will take longer than it
takes.

Assume they will have to do the
“heavy lifting.”

Don't think “renting furniture” will .

. ° ransparency
make a difference. . Relatability
Think that most homes that “show - Certainty
amazing” - the sellers actually live
like that.

Trust grows:

/\@TomFerry
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BROKERED BY
realty
Newport Beach, CA

ROBERT MACK GROUP

Our Results?

- 1.8 homeowners “raise their hands” (200-300 pieces)
- 3.3 homeowners “raise their hands” on round 2

- Trust & visibility
a. Transparency - show the bts
b. Relatability - not every home is “ready to go”
c. Certainty - proof in success - this is what we did

- Room for growth - open house | door knocking | circle dial | direct mail | social media

/\@TomFerry
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Connect with me

@whyrobertmack
youtube.com/robertmackgroup

casestudy@robertmackgroup.com

/\@TomFerry
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Lorl McGUIRE

Laguna Niguel, CA
@mcguireteamrealestate

AGENT TO INVESTOR:

Own 100 Doors in the Next Four Years
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Own Over 100 Doors In
Less Than 4 Years



You will make more money

ed

to your clie

estate t

h

nan you ever wi

(S.

iInvesting in

by selling it

- Lori McGuire



Laguna Niguel
6700 Sqft

5 Beds
7 Bathrooms

//\ @TomFerry,
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Laguna Niguel

Townhome
3 Beds

2.5 Bathrooms
1630 sqft

//\ @TomFerry,
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ROck bottom became the solid foundation
in which | rebuilt my lite.

- ].K. Rowling
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| Began Tom Ferry Coaching On
March 17, 2017

2016 GCI:  $873,695
2022 GCl:  $4,258,308

/A@ rrrrrrrr



Bigger Pockets

//\ @ TomFerry,
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Big Bear, CA

Townhome
With Studio
Used As A
VRBO

//\@TomFerryv
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 Hamilton County
- Chattanooga,
. Tennessee

16- Plex
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Redbank o
Chattanooga, Tennessee

4-Plex

//\ @TomFerry,
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SR =- Hamilton County
SEEREES - Chattanooga, Tennessee
 23-Plex

SRR S /A@mmm
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Hamilton County
Chattanooga,
Tennessee

6- Plex
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Chattanooga, Tennessee o SEEE R
27- Plex - SR
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Hamilton County
SRS o Chattanooga, Tennessee
SR . 20-Plex

......

SN o /A%mm
S o SUCCESS SUMMIT



Fort Oglethorpe,
Atlanta

16- Plex
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Laguna Niguel o SRR
Towrhome : e
3 Beds e SRR

2.5 Bathrooms R O

1630 sqft . -
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Eastridge,
Chattanooga

5 Duplexes
1 Triplex

Purchased in a
Package

//\ @TomFerry,
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Laguna Niguel

My New Home!

//\ @TomFerry,
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WHAT IS
YOUR WHY???

/A@ rrrrrrrr



1. Cash Flow

Investors Buy 2. Appreciation

- . Benefits F iati
F or E it h er... 3. Bene |.ts .rom Depreciation
4. Combination Of The Above

//\ @TomFerry,
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House Hacking
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Have a Separate Investment
Savings Account in a Different
Bank Than Your Other Accounts

//\ @ TomFerry,
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1. Asset Class

What is Your 2. Location

3 uy Box? 3. Class of Property

4. Long-Term Goals

//\ @ TomFerry,
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Does Your Asset Class
Fit Your Personality?

/A@ rrrrrrrr



Out Of State 1. ROl

o 2. Closing Processes
P r.'O p € rt 1€S 3. Taxes (Create LLC's)
D |ffe r. 4. Type of Tenants

//\ @TomFerry,
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Boots On The Ground!

//\ @TomFerry,
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GET OBSESSED WITH
INVESTING!!!
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Diversify
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1. Buy
BRRRR 2. Renovate
. 3. Rent
TEChnlque 4. Refinance
5.

Repeat (Scale)

//\ @TomFerry,
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Cost Segregation

/A@ rrrrrrrr



Review P&L's

Review PM Spreadsheets

Do Monthly:

What Leases are Coming Due?

HIWIN =

Strategize with PM Company

//\ @TomFerry,
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1. _Earn Money While You Sleep!

3Ta keawayS: 2. Begin With A Plan!

3. Don't Ever, Ever, Ever Give Up!

//\ @TomFerry,
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<rys BENYAMEIN

Orange County, CA
@krysbenyamein

MENTAL FORTITUDE:

Business Lessons From
Conquering Everest
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Nepal.
May, 2012
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Lets stay
connected!
Follow me
@krysbenyamein

//\@TomFerry‘
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3ecky BARRICK

Tacoma, WA
@beckybarrickrealty

BROKE NO MORE:

From NEGATIVE Net Worth to
Multimillionaire



DON'T BE A
BROKE AGENT

BECKY'S TOOLS TO HELP YOU BUILD YOUR WEALTH AND STAY OUT OF THE RED



....................................................
....................................................

....................................................

3 SIMPLE STEPS TO NOT BE BROKE AGAIN -

(] FINANCIAL (] WEALTH PLAN (] EXECUTE
AUDIT
Have an honest Make a plan for your Plan is nothing but a
conversation with money, for NOW and in dream unless you
yourself about where the FUTURE. execute your plan!

your finances are out
currently.



Step 1: Financial Audit



Financial Audit

_] Be honest with yourself
] Starting Point

] Net Worth

] Business

. ] Personal



Step 2: Wealth Plan



Create Your Wealth Plan/1-3-5

1 Year from Now

Come August 2023, what
do you envision your life
and your finances will look
like and what will it take to
get there?

3 Year from Now

Come August 2025, what
do you envision your life
and your finances will look
like and what will it take to
get there?

5 Year from Now

Come August 2027, what
do you envision your life
and your finances will look
like and what will it take to
get there?




Step 3: EXECUTE!



40% - Take Home Pay
30% - Stays in Business Account

The 40-30-30 30% - Tax Savings
Rule

EXAMPLE:
$10,000
Commission Check




Connect
with Becky

253.209.9641
becky@beckybarrick.com

@BECKYBARRICK/
@BECKYBARRICKREALTY



Gla SILVA

Long Beach, CA
@giasilva.lb

THE ULTIMATE LISTING
LAUNCH



The Ultimate Listing
Launch

Gia Silva
Long Beach, CA

S INTI REALTY

//\ @TomFerry,
SSSSSSSSSSSSS



Moving forward sometimes
requires you to take a step back...
or a few...
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Standard
Operating
Procedures
(SOPs)

//\ @TomFerry,
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DID YOU KNOW YOUR PROPERTY, ON AVERAGE,
HAS INCREASED $190,000 IN VALUE IN THE
LAST 12 MONTHS?

One CMA a Day (SOP)

Send one CMA a day

Follow up with call within 24-hours

Send one value piece (preferably video) every
week until...

D You set a live or zoom appointment

OR
D They sign up for monthly equiity reviews

| ] Signlisting]
@ TomFerry,
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Marketing (SOP)

7 days before listing launch

| ] Send e-newsletter to database with open house
date &time

L] Mail minimum of 200 invites to neighbors for
mega open house

2 days before listing launch

Post video and photos on social media

Run ads on social media

| Sign up listing for the local broker tour /A
@TomFerry,
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Listing Launch (SOP)

2 days before listing launch

Circle dial the neighborhood

Door knock with the open house invite

Mega open house!
1-2 days after the open house

__| Sendthankyou cards to neighbor attendees
|| Send listing activity sheet to seller with open house

activity and feedback
Send weekly seller updates! ZA @Tomferry.

UCCESS SUMMIT




Ultimate Listing
Launch
Playbook

//\ @TomFerry,
SUCCESS SUMMIT



Client Experience

More referrals
Better reviews
Trusted Advisor
_ | INTI Family

//\ @TomFerry,
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Gia Silva
562-572-4978
gia@intihomes.com

@giasilva.lb
Long Beach, CA

/—/\@TomFerry,
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Tom TOOLE

Greater Philadelphia, PA
@tomtoole3rd

MAXIMIZING MOMENTUM:
How to initiate the
flywheel effect



SLOW DOWN
TO SPEED UP










RIGHT PEOPLE RIGHT'SEATS

« Cross department cohesion
« Confront the brutal facts

« Keep things simple



WHEN YOU...

THINGS HAPPEN



12020 12021 12021 12022
'START 'START 'END YTD

348 sales - 6 agents - 446 sales - 700 sales pace
- 12 agents ; - 25 agents - 36 agents



ACCOUNTABILITY

o Specific and measurable goals
e SINGULAR FOCUS
o Keepitsimple

o Data tells the story




OUR TRAINING

o Offer writing and inspection negotiation clinic - Tuesdays
e Listing training: Basic / Advanced - Wednesdays

e Small Group Coaching

o Mastermind Meeting - every other Thursday

e Objection handling weekend prep - Friday



SALES

16 pending sales/week

LISTING MANAGEMENT
4 signed/week

INSIDE SALES

40 appointments/week

MARKETING

32 non referral based leads/day

TRANSACTION COORDINATION

2 terminations MAX/week

OPERATIONS

12 google reviews/week

RECRUITING

2 new agents signed/week



CONNECT WITH US


http://www.tomtoole.com/







#1 COACH

In Real Estate Training

9 Consecutive Years

2014 || 2015 6 [12017 || 2018
/ \
2019 (202 21) 2022
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Why are we
here?




We Believe

In tin)e§ of crisis &
conflict, this is our
opportunity to

/\ @TomFerry
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We Believe

It doesn’t matter how many
homes are bought and sold
nationally.



We Believe

It doesn’t matter how many
homes are bought and sold
nationally.



We Believe

The consumer flight to
quality and certainty is
very real.



We Believe

The consumer deserves a
better experience.

And we know the
Impact of delivering!

/—/\ @TomFerry
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We Believe

DO GREAT BY CLIENTS

/\@TomFerry
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We Believe

DO GREAT BY CLIENTS

EARN REFERRALS & REVIEWS

/\@TomFerry
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We Believe

DO GREAT BY CLIENTS

EARN REFERRALS & REVIEWS

REFERRALS &
REVIEWS DRIVE TRUST

/\@TomFerry
SUCCESS SUMMIT



We Believe

DO GREAT BY CLIENTS

TRUST WINS BUSINESS EARN REFERRALS & REVIEWS

REFERRALS &
REVIEWS DRIVE TRUST

/\@TomFerry
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We Believe

(—V DO GREAT BY CLIENTS j

TRUST WINS BUSINESS EARN REFERRALS & REVIEWS

k REFERRALS & J
-

REVIEWS DRIVE TRUST

/\@TomFerry
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We Believe

(—V DO GREAT BY CLIENTS j

TRUST WINS BUSINESS EARN REFERRALS & REVIEWS

k REFERRALS & J
-

REVIEWS DRIVE TRUST

/\@TomFerry
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So why am




We Know

We've all figured out how to
generate buyer opportunities
at scale!

Let's look at






My Argument...

Is that Companies, Teams
and Individuals who take the
Most Listings, Controls the
Market!

Let's look at Data from RDS
Zﬁa???ﬁ MMIT



Listings Sold Data

5% BSYRL

10% BASRSEA




Listings Sold Data

Bottom
26% to 100% 29%




Listings Sold




: Conclusions
: (D The agents in the bottom 50%
of MLS's... are averaging 2.7

E listings sold annually.

’ « That's 785k agents potentially
mishandling 2,119,500 sellers.
-y, You can solve this!

/—/\ @TomFerry
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What if... |

| added an additional
3 listings sold annually?

What if | added 3
a month?



Conclusions

1. You're either ascending or your on your way out.
2. You really can't make a living if you're in the bottom 50%

3. Teams are dominating buyside. And most are now
focused on controlling the listing side.

4. The top 25% should be servicing ALL of the consumers,
period!

/\@TomFerry
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We Believe

The consumer deserves a
better experience.

And we know the
Impact of delivering!

/—/\ @TomFerry
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4 Questions.

1. nging?
fe

k?

2.
3.
4

rrrrr
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Why am
| Really Here?




TO B*CK
THE
RECESSION!
& CONTINUE
TO ASCEND!




Why am

| Really, Really
Here?




GREATNESS:

*






“A person who’s earned fame
or respect in a particular
Profession”

“Achieving My Goals”

“Being #1"



You




Closing The Gap on Greatness!

]

U U o U

Knowledge g @
Skills = c&.‘
O I

Mindset - ‘r

Playbooks . I!!I
O

Community to Support — g%
N

o
()
Execution - @

//\@TomFerry“
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Modeling
Greatness

We are a Community of R&D'ers!

/\@TomFerry
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JACKSONVILLE & ST AUGUSTINE

D) & Lindsey

2021 Results

3,019 Closed Sales
$1,023,054,624 Volume
$18,038,314* (after Flex)

2022 C/P YTD
1,440 C/P Sales
$568mil in Volume
$14.6mil in GC



VIRGINIA

Alicia Soekawa

2021 Results
89 Sales

$36 Million Volume
$1mil GCI

2022 YTD Closed Results
/2 Sides

$31,610,158 Volume
$735,109 GC|



.....
ooooo
.....
.....
.....

ooooo

Tim Smith
sults

T ;60 Closed Sides

S803mil in Volume
S14.9mil in GCI

2022 YTD Results
101 Closed Sales
S572mil in Volume
S13.1mil in GCI

l—v \@TomF rry
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OKLAHOMA

Edna Kimble

2021 Results

277 closed sides
$49 984,861 volume
$1,249,861 GC|

2022 YTD Results Closed
182 Closed Sides
$39,251,570 Volume
$906,289 GC|



oooooo

oooooo

oooooo

oooooo

Maxine & Marti Gellens

2021 Results
101 Closed Sales
$290mil Volume
$6,600,000 GCl

oooooo

2022 YTD Results

47 Closed Sales
$118mil Closed Volume
$2,983mil Closed GC|

I—V \ @TomFerry

/SUCCESS SUMMIT



Andy Tse

2021 Results

435 Sides

$941,984,552

Andy GCI $11,933,836
Rest of Team $ 10,054,409
Total GCI $21,988,245

2022 YTD Results

216 sides

Volume $521,428,110

Andy GCl $7,083,298

Rest of team GClI $5,444,046
Total GCI $12,527,345




HOBOKEN NEW JERSEY

Jill Biggs Group

2021 Results

439 Sales Closed
$425mil in Volume
$9.8mil in GC|

2022 YTD Closed Results
440 C/P Sales

$351Tmil C/P volume
$8.2mil in C/P GC|



WASHINGTON

Kennon Maurer

Time in real estate: 3 full years

2021 Results
15 Sales Closed
$6,370,000 Volume
$160,000 in GCI

YTD Results
19 C/P Sales
$9mil C/P Volume
$206,250 C/P GC(C



Does success
Ieave clues‘?

a Community of R&D'er

//\@TomFerry
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1. They're UBER Competitive & Share a Growth Mindset!

2. They Recognize the “Need for New"” = Something Iconic to
their Business that Brings them Energy every 6 to 18 months!

3. They Know the Market, they study trends, seek correlations &
Share it on Video/Social (the educator)!

4. They Trade Money for Time = they all have a team,
committed to doing their Habu. And allowing others to

do theirs!




WHAT DO THEY HAVE IN COMMON (Aka the Clues)?

1. They're UBER Competitive & Share a Growth Mindset!

2. They Recognize the “Need for New"” = Something Iconic to
their Business that Brings them Energy every 6 to 18 months!

3. They Know the Market, they study trends, seek correlations &
Share it on Video/Social (the educator)!

4. They Trade Money for Time = they all have a team, committed
to doing their Habu. And allowing others to do theirs!

5.Yes, They Belong to a Community & Have a Coach ©




6. Brilliant
Marketers Utilizing
the Trifecta of
Consistent Brand
Messaging, Demand
Generation + a
Heavy Dose of
Referral Business!

/\@TomFerry
SUCCESS SUMMIT



/. They make
their calls!

WAY more than you think!




5/5/4/2

Prospecting daily
and scheduling
appointments!

/—/\ @TomFerry,
SSSSSSSSSSSSS



8. They choose

their hard!



Why am
| Really, Really,

Really Here?
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UCCESS SUMMIT

laca

I'm here to lay some bricks



Wwhat if...

| Decided to My

Business Over the Next
16 Months?






........
........
........
........
........

What would DOUBLE |00k like? SR

........
_ .......

We successfully closed transactions,
with $ volume &
5 commissions. SRR
We earned 4.5+ star reviews,
& $ in profits/savings! SRR

/—/\ @TomFerry e e e e e e e e
.....................



— N M <



Choose Your
Hard!




What's My Greatness Gap?

Knowledge g @
Skills = c&.‘
O I

Mindset - ‘r

Playbooks . I!!I

Community to Support — g%
N

o
()
Execution - @

//\@TomFerry“
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I've Decided to_
Double My Business



Where Do | need to put my concentration?

“Where do | need to improve, add, hecome more
consistent, in order to double of my business?”



Does success
Ieave clues‘?

a Community of R&D'er

/\@TomFerry
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What

are you
thinking?




You've got to work
Ike someone is

rying to steal your
business.”

— Mark Cuban







Why am
| Really, Really Really,

Really Here?




Demand

Referrals

/SUCCESS SUMMIT

@TomFerry




LEAD GENERATION PLAYBOOK5:




$1 Billion in Sales Volume
$24 Million Gross Commission Income
1,505 Sides




15 Lead
Generation
Playbooks!



Outcomes

Select the lead pillar(s) that will
assist me in doubling.

Listen through the filter of “would
this be more natural, automatic or
a grind?”

Listen to the details, the subtle
insights that have allowed these
peers to win. These are their
playbooks

/\@TomFerry
SUCCESS SUMMIT



Lead Generation - Demand Gen

Demand generation is a
data-driven marketing
strategy focused on lead

capture, lead nurturing,
pipeline acceleration &
conversion







QUESTIONS

1. ome did | generate from
) months?
0 | hold annually?

2

3. to drive traffic?

4. 2, during and after?

5 did | add to my database




BY THE NUMBERS

Agents on team:

Open housesS 2021
ittributable to open house:
from open houses in 2021:

eads per contact obtained:
of viable open house leads:
d generation time to close:

al length of open houses:
eakdown and public time):

bmFerry
5 SUMMIT

24

480

19%
19,200

5%

20%

4-5 months
3 hours
4.5 hours




WHY 480 OPEN HO

merchandise
ouse means your

ess. And the more
> more leads you get.




BACK STORY v

earch to assess the
 Specificathy dolaing the
tiple times, it provoked

bSTIONS.




THE CONCERN

/

el less attendeaq?
"nerception of demand"”
SENSe Of Urgamcy?

v dilute the visitors from
D the other?




THE TEST e

lay open house
€ responses.




THE RESULT

attendance was even better for both days

buyers who were really
interested had an opportunity to visit the home
multiple times, thereby increasing their certainty and
decreasing escrow cancellations



THE DECISION e

ses during the initial
a single house.




PHILOSOPHY e

leave with, the
Get everyone tc CANaref
erience as pleasant

erry
MMMMMM



STEPHANIE'S TEAM APPROACH



MARKETING - Drivi e

o announcing the open house.

< ations that have real estate news.
M, she's able to take out a full-page ad

X uch as ice cream.

X neighbors through « . They, like all those you
| publications, need to learn and be

pmFerry
5 SUMMIT



MARKETING - At the /

o ble during the open house that

o0

s regarding the neighborhood.

ctures, the better.

4

1)

C cial media.

1)

erry
MMMMMM



PROCESS

o0

o0

4

o0

L)

o0

one hour early

showings. It is a subconscious way of branding the
er Group open house from any other.

specific communities and neighborhoods outlined
nything, but the goal is to get people to linger and

ore time for people to type than write their names,
that you'll be putting their names into an

If you have people signin b , and you are
able to refer back to that information in your

L Ferry

SUMMIT




PROCESS e

o it in completely and legibly. This is a prompt. No
hat someone else has signed in, completely and

4

L)

L)

4

L)

L)

. People can't come up with names on the fly. If
ork with, ask if they've done.a.’strategic

our opportunity to schedule a meeting. So the
as possible.

4

5w and anything else that can help you personalize

4

L)

3 N house.

L)

L Ferry

SUMMIT




FOLLOW-UP e

o2 ith a call, text, or video. Let
arket properties.
discussing off-market

L)

o d about them, segment them
management system which
hdence and manner of your

L)




STEPHANIE'S TOOLKIT



STEPHANIE'S TOOLKIT

JOUNGER
& O,

4,

%

SYG :
. . s
Open House Kit (Supply List)
General
e Portable Speaker System with Phone/iPod with approved SYG playlist of the season. Approved
playlists are curated seasonally by Geoff Taylor on Spotify.
Charger or Battery for Speakers and/or Digital Music Player.
Sign-In Sheets (Recommend 20 copies on hand)
2 Clipboards
1 or 2 Brochure Stands
SYG Pens
Your (Open House Agent) Business Cards
Lender Business Card/Contact Info

- STep,,

)
O

Handouts
e Property Open House Flyer
List of Other Open Houses
Flyer of Other SYG Listings + Compass Concierge
Map of the Neighborhood
List of Schools
Financial Flyers

Marketing Items
e SYG Bottled Water
e Notepads
e Mints or other “Swag” Items

Emergency Items

Air Freshener Spray
Candles

Lighter

Door Stops (Several, small and large)
Tape

Markers/Pens
Binder Clips

Hand Sanitizer
Antibacterial Wipes
First Aid Kit

Provided by SYG

e Hand Sanitizer Station

e Shoe Covers (as applicable)
® SYG Door Mat
.

Masks (as needed)
Rainy Day Items
® SYG Umbrellas
e Extra SYG Door Mats
e Paper Towels and White Towels
e Booties

Updated / June 12, 2022



Ferry
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STEPHANIE'S TOOLKIT

ot
NG,

Open House Setup & Expectations

General

e Open House Hours
© Saturday and Sunday 1:00-4:00pm Pacific STANDARD Time (2:00-5:00pm during
Dayight Savings/PDT)
© Brokers Open Tuesday 11.30-2pm
Open House Agents (OHA) should arrive one hour prior to the start time to set up the house,
place signs and flags, post social and be ready to weicome guests promptly at start time.
Open House will be

, prior to the Sunday Open House
based on the Source Agent or Monthly Lead Schedule
Open House Setup & Expectations also apply to the hosting of Tuesday Brokers Open, or any
Twilight or Special Event Open House
Directional Signs are placed each morning by the SYG Sign vendor - YOU don't have to do the
signs!!!
OHA will be assigned 6 Flags for the yard and must bring them 1o each open house and collect
them afterward.

Prior to Open House
o Contact SYG Marketing to ordericonfirm peoperty flyers, door knocking fiyer, and verify
Information
nms uoarmpt school lists, open house
pens)

i’
{
!
i
i
g-i
E
§
Y
i
i
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?
z
3
!
!
i
{
i
t
g
i
%

5|
i
i
f
i
i
]
i
!

3

the sting and inviting the nexghbors 1o attend

property, announcing attend (This should occur between
Thursday and Sunday)

Updated / June 12, 2022

(GONGEe
s %,

Day of The Open House

Allow yourself plenty of time 1o prepare for open house.

Bbanmvmd&ylovounﬂm Tmualuwomi-yloomrm prepare

yourself, be present at Open House

Dress professionally. REMEMBER: EVERV OPEN HOUSE IS A JOB INTERVIEW!

:mnmmmmcumwm HOW you show up will determine the success
the day!

Create a Publc Collection of Open Houses and/or Comparable Sales so that you can share it

with open house attendees (Hint: you'l get their REAL contact infol)

What to Bring to The Open House

Open House Kit, perfectly stocked and ready to use! (See Open House Kit Supply List)
m(msvasmﬂw)mm?uuvcmﬂseompw-mounm
Rain Gear (as necessary)

SYG Bottled Water

Individually-wrapped Coolues and display platter.

Upon Arrival at the Property:

Arrive one hour prior to start to set up. The seller has been informed that you will arrive one
hour early! If you are not there one hour early, they will consider you late.

Do not park in front of the property or in the driveway (park 4 or more houses away) to leave
available parking for guests.

Tum on all ights throughout the house (interior and exterior)

Open all window blinds/curtains. Assess the view from the window and partially open/close if
applicable (Ugly neighbor? Trash can view?).

Make sure that all toflet seats are closed, and the folded towel is in place.

The toilet paper should be “over like a waterfall™

Tidy up as possible.

Hide ALL YOUR personal belongings (including any purses, celiphones, notebooks, computers,
drinks, etc.) 50 that they are not visible at any time to any vistors. Or just don't bring them!
mv-ywmmoomuoumm Bring a phone charger. Try to keep this out of

mkawmudemwuaym-mmwmmm

Set up Sign-n area and tun on the music.
Open backdoor to create air flow

Updated / June 12, 2022

(oUNGee
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20 Minutes Before Start-time

Place Flags (6) outside of the property across the front property line in a neat row, evenly
spaced

Hthe a CONDO: Hang up the Complex Call Box Access Sign on the Call Box.

I the property is a CONDO: Put out ARROWS (stored inside the unit) to direct visitors from the
complex’s main entrance to the unit.

Prop-open the front door (use door stop if necessary)

Social Media: Record and post a friendly, casual video with you announcing the open house and
inviting your followers to visit! Tag us @stephanseyoungergroup @compass

During the Open House

.

Consider yourself a host in the home.

Mmmwmmmmdwmmwwaﬂmmmmﬂmyww
inside. Maintain a posture at all times.

mqgvmmuwm)nmmmam a handshake, and a

greeting

Describe the house as you lead the guest to the sign in sheet and ask them 1o sign in.
Hand them a Fiyer and allow them to scan the QR code for detads about the home.
Direct them to tour the house. point out a highlight, and ask them to connect with you when they
are finished (accompany them when possibie)
Treat every visitor as though they are a prospective buyer or seller.

LOVE THE LOOKY-LOOS!
Please don't

©  Sit down of lean on furniture.

© Talk on your phone.

© Use this time for other work, i.e., use your computer or phone, read magazines, etc.

© Eat, drink (except for water or coffee) or chew gum.

After the Open House Ends

Taumwmnmmmmm close the door and then go back inside to clean
P-aupywop«lhmmrya»dllmvmu

cmnnmmwwmn

Remove all trash from the kitchen. (VACANT HOMES: please take the garbage cans out to the
street - Trash Day is Monday in Westchester).

Tum off all the ights.

Lock all the doors and windows (please double check).

Return the key to the lockbox or coordinate returning it to the office.

Call the Seller as applicable to leave a summary of the GENERAL feedback and attendance.
Keep it neutral 1o positive!

Updated / June 12, 2022

Take a picture of all pages of your open house registry and upload to SYG OH Report Form. Fill
mmmwmmmmmmmwmlmmmw 00pm

Sunday evenir
alw.anmwbmwM-me

Take a video of you at the house thanking them for coming and send it via text.

I the house is vacant, stay there and take the time to follow-up before leaving!

Safety Tips

Be alert and always have an exit

Use a buddy

i a stuation feeis weird, just walk out the front door, and call the pokce
Remember our code phrase: “Put the coffee on™

Do not enter the house if you feel it has been broken into

Updated / June 12, 2022



3 THINGS YOU CAN

1

emails and Follow up. A house is a big ticket
S5 of as many item, so be patient.
an.




6 THINGS STEPHANIE Wi

ifting market, we will add the following 5 steps into

S in the immediate neighborhood prior to the open

b and use the power of targeted mail and email lists to

from open house to invite their followers and, at the

s at the end to thank them for coming.

rtual assistants to enter visitor contact information into
same day digital retargeting.

he open house via mail and door knocking. The case

pw that an excellent listing strategy can yield a successful

t and hold us accountable!

F Ferry

SUMMIT




My coach’s personal experience and engaged
approach, along with Tom's deep knowledge and insightful
strategies, is helping us build into an even stronger, more
profitable, and more productive team.

STEPHANIE ON COACHING






Can | model
Greatness‘?

/\@TomFerry
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What did







QUESTIONS

1. income did | generate
[ast 12 montHs?
ceive monthly?

N

high quality consumer
(ola¥s
4 low up Playbook?

M




BY T H E N U M B E RS *So a 2% conversion rate means that, for every
100 leads the agent receives, they end up with 2

closed transactions.

**Not all agents take leads.

50

-2%

-6%

D buyer conversations =.1-2"sales in next 90 days
1,000 per month

Ry




NIKKI'S APPROACH



PHILOSOPHY

ationalize everything.
equation.




BUDGET e

< how many leads your team . (25)

bed to buy into to get that many leads.

bout conversion ratios, calculate how
» for one conversion. (100/2)

% have enough cash on

Ferry
SUMMIT




STRATEGY

L)

L0

4

L)

D)

/!

In other words, if some agents are well
OU need to work to market knowledge &

either you or one of YCUraecAtS IS an
ave meaningful conversations about

a qualitying conversation.

> Edringtons podcast

Ferry
SUMMIT




LEAD DISTRIBUTION e

% pads are placed in a pool available to all agents.
S it. (this creates SPEED to Lead)

> swer a lead and actually have a valid qualifying
se, if you don't know the area related to the

, then don't take the lead - let somebody else

< Don't add unnecessary filters to your lead di that can slow down response
b00d closer in a certain area has first dibs on
nt doesn't respond it needs to go to someone

Ferry
SUMMIT




LEAD DISTRIBUTION e

ould receive between 20=25 leads per montn.

leads in their pipeline whom they are nurturing,

orking besides new leads should receive

erry
MMMMMM




RM. If it's not, it doesn't exist. If you're not

hey need to log their call and set it for the
art.

ith in over a month must be returned to
in 3 days, their lead supply is stopped.

Ferry
SUMMIT



NIKKI'S TOOLK




NIKKI'S TECH STACK

CRM = Boomtown mtowns sharktank matches with
way to the buyer from the agent

Bombbomb ail has a video!

Realtor.com'’s S the client that my team is







LEAD MANAGEMEN

L)

D)

L (4

] templates and checklists to assure
ds get assigned to a nurture plan as
d with them.

IS campaign is for all new leads. Leads stay
er filter can be applied. If no contact is
oved to Nurture 3.

ds likely to do business in 3 to 6 months.

Ferry
SUMMIT
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NIKKI'S TOOLKIT




NIKKI'S TOOLKIT




Can | model
Greatness‘?

/\@TomFerry
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NIKKI'S TOOLKIT




NIKKI'S TOOLKIT




LEAD MANAGEMEN

< re likely to do business within 6 to 12 months. In
priate for leads who are likely to transact as far as 18
le who have a clearly defined trigger event such as a
oves out.

hom no connection is made during the 21 Day Pain
ow-up calls but are still still viewing properties on
the goal is to re-engage with them in every possible

ymbBombs. Onboarding for every new agent entails

ion for receiving leads.

Ferry
SUMMIT




BY THE NUMBERS

1%

-6%

D buyer conversations = 1-2 sales in next 90 days
1,000 per month

Ry




ACCOUNTABILITY

DM to make sure agents are following scripts.

er notes into the CRM.

S obtained, conversations had, appointments
pogle Sheet

team coaching calls.




WHY RDC?

Sited real estate listings website
y active users. If you're going to
ler which company has the

urn on investment (ROI), but for
ential conversion.”

Ferry
SUMMIT



3 THINGS YOU CAN

1

coach to Have consistent follow-up
ystems before processes in place.

how you will

d if a team,
tribute them.




6 THINGS NIKKI WILL DO (

1. paigns with changing market by end of this
t, not just BombBomb.
2. scripts with each agent using mass group,

3. 23ds are moving from (current high results
IMPIEMENT OUr fOCUS to. LHOSE 4eas [OF

4, hgents to be allowed to get leads from the
5. or all agents year-over-year by end of 2022

6. me accountable and to help me implement

TF Fer

SUMMIT



VOU accountable and

OW your own path in
0 have it happen

NIKKI ON COACHING







What did







QUESTIONS

1. wned properties
etplace?
2. ns do | close

vestor?




BY THE NUMBERS

Avi's hourly pay for Non-Owner Occ
5 days a week. 48 weeks a year

ting time, he'd be earning per hour

Avi's prospecting numbers
sales = $25,000 = $38.58 per dial

b mEerry
5 SUMMIT




Can | model
Greatness‘?
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AVI'S APPROACH



FOCUS ON THE IDEA e

o 4 propé . Why? Because it's unlikely
ho is helping them navigate

o huse they don't know the local
either in regard to what are
er they are in a unique position




APPS TO USE

“ PropertyRadar

< Zillow

/

om public records, Avi uses it to find,
wners directly. PropertyRadar can also help
OF OWNS. Remempber -your deal client.

d identity the owners. Pay special attention to

se owners would benefit from a discussion
v to provide value. Also, without a renter,
an if they had to deal with terminating a

Ferry
SUMMIT




PROSPECTING APPROAC

1. PropertyRadar or Zillow.

2. iroy new listings & sales. This is

ecting.

3. before each call for a bit of
DSt important being when it last




FOLLOW-UP e

1. d drip on them twice a month.

2. with the same approach you

3. Nt new information arises,
able to their property.




AVI'S SCRIPTS




AVI'S SCRIPTS

Appointment-setting Script

. Sorry for the random call, but | was
on 123 Banana Street? Okay. Great.

S the thing... NusSt sodoU NEeIgRoors
ow if you saw that we sold 459

dering if you've had any thoughts of
property [or second home] now that




AVI'S SCRIPTS

Or...

Or...

market and

DW IS just

there’s no

ecially

ave you ever

hts of selling
what you

Ferry
SUMMIT

'm a real estate advisor and
\havesan iQvestment
properbain IAREA]TOO, SO |
was just checking to see if
there was anything | coula
do to help. | can be your
local expert here on the

ground.




3 THINGS YOU CAN

1

ange company.
hanges work. Know
that can arise in
brcial property

th 1031 exchanges,
Pone in that areg,

e to do your due

e identified a
recommend affects

F Ferry

SUMMIT

Be a resource (connected with
all the vendors who can get jobs
done) who can help an out of
town owner sell successfully
without ever even coming to the
property until it's under
contract.




6 THINGS AVI WILL DO G

vice calls. How many people can | help instead

some days, weeks, and even months | won't
nd each call could be that one!
o to make it fun.

bple tell me to - off! It's their loss. | just need

e work even when | have a lot in the pipeline.
eep me accountable and to help me

Ferry
SUMMIT



AVI ON COACHING



Mailers Cost

Supply Cost Per 100 Letters
Paper $35/500 Pages $7.00
Envelope $20/500 Envelopes $4.00
Print $.06/page $6.96
Stamps $.58/ stamp $58.00
Hourly Labor $13/hour $39.00
Total Cost Approx $1.15 per letter $114.96

Total Letters Sent Conversion Rate
6350 asof9/21/2021 0.2%

Cost of total letter sent Profit (loss)
$7,302.50 as of 9/21/2021 S 122,928.40

Total Listings Taken from letters
11 asof8.27.2021

GClI from Listings Taken - Closed Units Closed
$130,230.90 as of 9/21/2021 8

Sales Volume from Listings Taken - Closed
$5,248,100.00 as of 9/21/2021

Current Active/Under Contract Listings 3
Potential Income from Active/UC Listings S 30,018.00
Gross Sales Volume from Active/UC Listing S 1,275,100.00
Potential Upcoming Listings 9
Total Combined Listings Taken/Potential l20

2194% return from cost






What did







QUESTIONS
1. pired Listings popping

2. istings have you

oned and
e market?




BY THE NUMBERS

50%

14.2

48 - 62 (around 50,000 calls per year!)
9

Between 1 & 3

$449 (Vulcan7 )
18 (that's 900 hours per year!)
About $245 per prospecting hour

bmFerry
5 SUMMIT



BACKSTORY

of the hottest markets
nrealistic prices on
SNOWINES, anlFDarely

g. The consequence?




WHY EXPIREDS e

s, SO, when he entered real

| on, he took stock of his greatest

order to build from the ground
Tim dove into the challenge of Today, he's built

. network, and successfully
ost reliable, knowledgeable, and




TIM'S APPROACH



LEAD DISTRIBUTION

utomated email using a

tegrates it with FollowUpBoss.

) — follow up daily

6 months) - follow up weekly

an 6 months) — notes in CRM trigger
hat the lead has said




LEAD DISTRIBUTION

iling that includes /

nis entire database. Content includes
hurant of the week, and any relevant news.

erry
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MINDSET

/

iINg or two about taking punches.
alling expireds is staying motivated,

e gym five days a week. He also
his favorite lines from Tom is, “No
you're uncomfortable.” Tim says,
puld be selfish for me to say I'm

Ferry
SUMMIT



MINDSET

“| have four children to support, so it would be
selfish for me to say I'm uncomfortable with
something | have to do.”




WORK ETHIC e

o r compromises his

. 2pm
X every day - but Tim gets one
rd work.




TIM'S TOOLKIT




TIM'S SCRIPTS

Permission-based
introduction

Direct int

m Dominick with

b, just giving you a

t your home at
me off market. Did
you still have it?

y I'm reaching out
what your plans

b the right agent
hlly getting the

F Ferry

SUMMIT

Bob, I specialize in selling
properties other agents failed to
sell and I'm just curious would it
be okay for me to pop by the
property one day this week and
possibly share my thoughts with
you on why | think the property
did not sell, and also to potentially
share a plan that will cause the
property to sell. Does that sound
fair to you?




TIM'S TOOLKIT




3 THINGS YOU CAN

1

e taking care of Establish the schedule that

ime to go to works for you — and stick to it.
P Can never

ough, have a

ng routine.




Accountability

| feel like in this business, if you don't have

someone watching you, you will steer clear of things that
cause you pain, and that's why | have to have someone

watching me.”

TIM ON COACHING






What am |

considering?




Why am
| Really, Really Really,

ReaIIy Here?
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We are a Community of R&D'ers!
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Cliff of
OMG

WTF?
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QR Postcard Stats (EDDM)

Black

13,000 Delivered
282 Responses
132 Contacts

9 Appointments
7 Listings

Orange

10,000 Delivered
265 Responses
92 Contacts

6 Appointments
3 Listings

Generated 10 listings and 2 buyer
deals.
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David Doctorow Grier Allen Greg Schwartz
CEO of Realtor.com CEO of BoomTown CEO of Tomo
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