


Table of Contents

Get Ready to Leap Frog your Competition! - Tom Ferry

Top 10 Al Marketing Automations to Save You Time! - Jason Pantana
From Tech Rookies to Al Rockstars - Jason Pantana, Derek Caldwell, Katie Day,

Beatrix Whipple

The Buyer's Edge: A System That Delivers Jaw-Dropping Results - Kristi Jencks
Listings Unleashed: The Sell-Every-Listing System - Lourdes Maestres

A Modern, Optimized Repeat and Referral System! (Dig the Moat!)- Tom Ferry







If you're giving the market
your power.

YOU'RE DEAD.






Summit Outcomes

S N e

Have fun, network, ideate!
Create clarity & conviction!
Make decisions(cut’s & adds)
Crush the next 5 months!
Take back control!



Let's start with >>>

Where we've been?

Where we are?

Where we're going?

And how you're going to win it?




A\ AARE
YOU HERE?




YOU'RE HERE TO
1., (ADECISIONS




Decisions about the next 141days +++

Decisions about Decisions about Decisions about Decisions about
how YOU want the winning more how to get more

business to be... Marketing... Referrals... Leverage...

Decisions about
Remaining Decisions about
Relevant in the what Skills to
midst of improve
disruption...

Decisions that
generate and
Sustain
Momentum!




50, "How's the market?”
‘Is the world falling apart?”
"Are home prices going
to plummet?”



We asked ourselves...

“If we studied the last 5 decades.
The booms, busts and the droughts.
Could we identify any signals that
would help us
on where we are? And where
we're going?”



KCM + TFI + CHAT/GROK/Perplexity

We analyzed 5 decades
of HPA ||, HPD [*\| & the droughts

to better predict “what’s next?”

(5 obvious insights)



6 Times Home Prices Were Impacted
Since 1980s Till Now
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6 Dips in Pricing Over The Last 50 Years
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Here's what the study revealed >>>

Every drought ends in arecovery |./].




When Mortgage Rates Drop, Home Prices Tend to Rise -

Period Mortgage Rate Drop Price Movement Economic Backdrop

1982-1986 3 i
- 17.66% t0 9.3% $70K to 95K Post-Inflation
Recession Recovery
1 -1
990-1993 10.67% t0 6.74% $117 to 126K Mild Recession Rebound
2001-2003
- 7.13% 10 5.21% $171K to $192K Dot-Com & 9/11 Shock

2008-2012
- 6.46% t0 3.34% $238K to $251K Great Financial Crisis
2020 i
- 3.28% t0 2.67% $317K to $338K) CO\('O[\)NPR"";‘t‘lzm'C
2023-2024 Inflation Easing

0 0 )
- 7.79% t0 6.61% $423K to 427K Early Rate Cuts

e Sources: Freddie Mac, FRED, St. Louis Fed



30-Year Fixed Mortgage Rate

January 2020 - Today

We’re 3 years into the mortgage

4 industry’s dual drought
3
This is the longest stretch in modern mortgage
2 history where both sides of the business—
] purchase and refi—have been constrained.
(ResiClub PRO)
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“The Rates Take the Elevator
UP. And the Stairs Down.”

Steve (the oracle) Harney *



Here's what the study revealed >>>

Rates drive growth.



Nearly 70% of Canadians Own a Home — 25% own it
Outright, 43% Have a Mortgage

32%
Rent/Live
with Family

43%

Own with
a mortgage

25%
Own Outright

@ KeePING CURRENT MATTERS * 2025 State of the Housing Market Report



Canadians have significant equity in their
home, averaging about 75% of the home’s
value.

Canadian Bankers Association

@K EEEEE G CURRENT MATTER S



Americans Also Sitting on Tremendous Equity Today

28.5%

Mortgage Homes
with > 50% Equity

Over 2/3 Have
Paid off Their
Mortgage or

Have at Least
b0% Equity

31.7%

Mortgage Homes
with < 50% Equity

RRENT MATTERS e Source: Census, ATTOM



Home Value, Equity, and Debt

In Trillions
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We put it to work.
Help our kid go to school.
Start a business.
Decide to up or downsize.



Here's what the study revealed >>>

Today's fundamentals are strong.
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Here's what the study revealed >>>

Demographics on our side - 70% can transact!



Inventory Topped 1 Million for the 3™ Consecutive Month

Active Monthly Listings Count, in Thousands
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@ KeeriNg CURRENT MATTERS

e Source: Realtor.com



Inventory Topped 1 Million for the 3™ Consecutive Month

Active Monthly Listings Count, in Thousands

2017 2018 2019 amm? (025
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@ KeeriNg CURRENT MATTERS

e Source: Realtor.com



Where Housing Inventory Is Growing the Fastest

Compared to Pre-Pandemic Norms, Inventory in the West and South Has Effectively Recovered

Y-O-Y wm Pre-Pandemic (2017-2019)
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@ KeeriNg CURRENT MATTERS * Source: Realtor.com



There’'s three markets (IMO)

1. Therising inventory - buyer's markets
2. The hot - seller’'s markets, but mostly
3. The bi-polar markets



Here's what the study revealed >>>

We don’t have enough homes, period. And yes,
It's all about affordability.



Home buyers are moving,
to communities they can afford.

(like we always do)



Fannie Mae Home Price Index Mean Expectations, Q2 2025-Q4 2029
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6 Dips in Pricing Over The Last 50 Years
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Warren Buffet

just invested
$800milinto
Lennar

(now $1,375
billion in 2025)



“Every drought ends in
recovery."









Research - FNF + TFI

/

Listings competition
analysis

\




How many did you have

20247




AGENTS Data for the first 6 months of 2024  LISTINGS SOLD

1,111,200 0
215,534 I 2.7 per agent 507,275
91,117 N 6.8 per agent 530,127
30,557 N 14 per agent 369,627
6,255 [ 24 per agent 131,246
2,579 M 36 per agent 79,658

2134 [ 123 per agent 224,824



We recognize that
‘partnerships” & “teams”
skew the #'s single MLS |ID



WE ANALY/ZED,
ALL THE
LISTINGS RIGHT NOW?



AGENTS Data for the first 6 months of 2025 LISTINGS SOLD

1,065,000 | 0®
344,942 i I 2.1 per agent 735,678 i
OO S 7.6 per agent 513,746 <>
1683 ——
4 per agent 272,849 i
3,427 '1 N 28 per agent 97,135 |
1,446 ! [ 42 per agent 60,565 '!

1,407 '+ [T 128 per agent 180,027 !



6%

60%

Data for the first 6 months of 2025

M%

|

23% controlled
40%



t's NOT the market &30

(this is the best news ever!)



We identified (hot so obvious) insights

-~

Jinsights

~




Consolidations
happened.




Competition Index Trend (2009-2024)



Consumer Behaviors
are Changing.



How did you choose the real estate agent who
helped you sell your home?

9 O/O They were a personal friend or family member

34 O/O They were referred to me by a friend or family member
|

6 O/o They live near me and | know them as aneighbor

28 O/o | researched agents online (reviews, transaction histories, etc)

150/0 | used an online agent finding/matching service

]
'70/o | saw a piece of advertising or marketing that impressed me



~NF surveyed 2000 home sellers.

“What mattered most when
deciding,

n



“What mattered most ?" (select top 3)

Responsiveness

Experience & Track Record

Local Market Expertise

Personality & Communication Style
Reputation & Reviews



Which word best describes the real estate agent who
helped you in your last home sale?

23% Guide

—
6% Coach

51% Advisor

Eoonﬁdant iS the jObo

1% Therapi IS the Value.
B5%  Disappointment

1% Other

Represents 93% of respondents who used a real estate
agent the last time they sold a home

Thanks @1000watt




Agent is the |job.

Advisor is the value.




Marketingis the
ultimate competitive
advantage!




3 groups winning majority of listings

1. Individuals & teams arbitraging portals
& multi-channel marketing campaigns.

2. The marketing-prospectors.
3. The social (on & offline) networker.




IF YOU'R

NOT MARKETING
YOU'RE




WHAT'S THAT EGO
SAYING RIGHT NOW?







It's Uber
Competitive.




It's not getting



Consumer Behaviors
are Changing.



And vou already know it.



Marketing is the
ultimate competitive
advantage!




The best market like Nana’s

Lasagna - in layers!







Sellers choose
competence.

(demonstratable skills & experience)







If we're all gonna eat.
Someone has to sell!




Be First.

Be Fast.



BE FIRST.
BE FAST!



What are you
thinking?




4 N
WHAT AM | REALLY

| TELLING YOU? I




In business, there’'s no
standing still, you're either...

® Gaining Momentum
@ Or Losing It






4 N
WHAT AM | REALLY

| TELLING YOU? I




as possible for the
next 141 days.




WHO EVER DOES THE REAL
WORK NOW...



t's NOT the market &30



4 N
WHAT'S STOPPING

YOU FROM DOING THE
| WORK, I




momentums
biggest

Ina
drought... threat




YOU CHOOSING
EGO > ECONOMICS




4 N

| LET ME EXPLAIN I




Your ego is lazy & manipulative

')

1H

')

1H

don't need this anymore

" i

not in my market”

'mtired” or “| don't want to do videos”

tried that Al once” or “My clients don'’t care for (x)’

really need to focus on this escrow/client”

just like

X



THAT'S NOT YOU. THATS
YOUR EGO > ECONOMICS




4 N
HERE'S WHAT |

KNOW T0 BE TRUE
| ABOUT THAT * I




YOUR EGO LOVES
COMPLAINING




YOUR EGO LOVES
COMPARING

ttttttttttttttttttt



EGO LOVES
CRITICIZING

(your ego loves to beat you up)




EGO LOVES
GETTING

(your ego loves getting ready)




But Tom...

“it's not done”
“Iit's not perfect”
“it's not ready”
‘I'm not ready”



GETTING ready is a myth.
YOU start.

YOU suck.
YOU figure it out.
YOU get better.



HOW'S
EGO > ECONOMICS
WORKING OUT?




CHOOSE
ECONOMICS > EGO




GO GET THE MONEY!



Fconomics

> £Q0

It's the decision to ...
Stop listening to the lazy eqgo.

Do whatever it takes to help your
clients win.

Whatever it takes for YOU to win!!!
Go get the money!
Go help the people you care for!



ECONOMICS > EGO
= DO WHAT EVER IT TAKES




But Tom,
It's Hard!!!!



@TomFerry.



IT'S JUST BUSINESS.

(and it's biblical)




IT°S THE HERO'S
JOURNEY

It always starts with an average
person. Who finally makes a
decision to get over the fear.
Do work that crushes your ego
and births a hero.



4 N
WHAT AM | REALLY

| TELLING YOU? I




4 N
THIS NEEDS

| YOU TO BE A HERO! I




4 N
YOUR NEEDS

| YOU TO BE A HERO! I




4 N
YOUR NEED

| YOU TO BE A HERO! I




4 N
YOUR NEED

| YOU TO BE A HERO! I




4 N
YOU NEED

| 10 BE THE HERO! I




‘Now is the time,
to set aside that ego

and DO what it takes to
generate & sustain
momentum!”






Just D00000!




YES, I'M TALKING
(1] You!




t's NOT the market, FEX{IT

(this is the best news ever!)



C uin 90 min!



ASK YOURSELF...
"KNOWING WHAT
| KNOW




How soon would | have gone all in ...

-

Launching my Website/SEO
(traffic S today vs then)

~




How soon would | have gone all in ...

Email Marketing
(past open rates/today)




How soon would | have gone all in ...

Buying Online Leads
(cost of leads in 2005 vs today)




How soon would | have gone all in ...

Nurturing my Database

for Repeat & Referrals
(80/12%)




How soon would | have gone all in ...

Creating my systems




How soon would | have gone all in ...

Hired my first
assistant




How soon would | have gone all in ...

YouTube




How soon would | have gone all in ...

Facebook, Instagram, X,
TikTok, LinkedIn, Pintrest




How soon would | have gone all in ...

Optimizing my Google
Business Profile




How soon would | have gone all in ...

Building a social audience




How soon would | have gone all in ...

Stacking-up “reviews”

(5 reviews =90% more free leads)




How soon would | have gone all in ...

Geographic farming
dominance




How soon would | have gone all in ...

Improving my sales &
presentation skills




How soon would | have gone all in ...

Building my team




How soon would | have gone all in ...

Using Al




"Where do | need to
level up?”









@JASON PANTANA


https://www.liinks.co/jasonpantana

AG=NTIC AUTOMATIONS 4 —

@JASONPANTANA Ai MARKETING ACADEMY



“The true potential of Al lies in its
ability to amplify human creativity
and ingenuity, not to replace it.”

@JASONPANTANA Ai MARKETING ACADEMY



ENNHANCE

NOT ELIMINATE

Ai MARKETING ACADEMY



@JASON PANTANA


https://www.liinks.co/jasonpantana

AG=NTIC AUTOMATIONS + —

' AGENTIC Al

Takes Initiative, makes decisions,
and executes tasks toward a goal

without step-by-step instructions

@JASONPANTANA Ai MARKETING ACADEMY



—— AG=NTIC AUTOMATIONS ¢ —

PROMPTS AGENTS VEO 3

RESEARCH TASKS COMET

HEYGEN NOTEBOOKLIM ELEVENLABS

@JASONPANTANA Ai MARKETING ACADEMY



—— AG=NTIC AUTOMATIONS ¢ —

il Appointment Dossier: Deep research - drive-time audio brief

@JASONPANTANA Ai MARKETING ACADEMY



@JASONPANTANA Ai MARKETING ACADEMY



@JASONPANTANA Ai MARKETING ACADEMY



—— AG=NTIC AUTOMATIONS ¢ —

28 GPT Blog Builder: Perplexity finds hot Al Qs - ChatGPT blogs

@JASONPANTANA Ai MARKETING ACADEMY



@JASONPANTANA Ai MARKETING ACADEMY



AG=NTIC AUTOMATIONS 4+ —

@ Market Reports ><O Social Templates ><o Ad Copywriters )
@ Newsletter Emails ><o Video Scripts )@ SEO Optimizers )
<o Post Planners ><o Caption Copy ><o Lead Magnets )
@ Video Topics ><O Blog Generators ><o Listing Descriptions)

@JASONPANTANA Ai MARKETING ACADEMY



@JASONPANTANA Ai MARKETING ACADEMY



—— AG=NTIC AUTOMATIONS ¢ —

Sl Listing Launch Kit: Veo + ElevenlLabs; multichannel marketing

@JASONPANTANA Ai MARKETING ACADEMY



@JASONPANTANA Ai MARKETING ACADEMY



AG=NTIC AUTOMATIONS ¢ —

© 00O

EMAILS BLOGS VIDEQOS

@JASONPANTANA Ai MARKETING ACADEMY






O

@JASONPANTANA Ai MARKETING ACADEMY







@JASONPANTANA Ai MARKETING ACADEMY



@JASONPANTANA Ai MARKETING ACADEMY



@JASONPANTANA Ai MARKETING ACADEMY



@JASONPANTANA Ai MARKETING ACADEMY






—— AG=NTIC AUTOMATIONS ¢ —

Autonomous Browsing: Comet, the browser that runs itself

°

@JASONPANTANA Ai MARKETING ACADEMY



Q09




@JASONPANTANA Ai MARKETING ACADEMY



AG=NTIC AUTOMATIONS 4+ —

@ Create Online Ads )@ Send Invitations )@ Schedule Showings)
@ Post Your Videos )@ Reply to Emails )@ Perform Data Entry)
@ Draft/Publish BIogs)@ Reply to Message )@ Shop for You Online)
@ Syndicate Content )@ Reply to Comments)@ Organize Your FiIes)
@ Run Comps/CMA )@ Build Automations )@ Route/Engage Lead9

@JASONPANTANA Ai MARKETING ACADEMY



—— AG=NTIC AUTOMATIONS ¢ —

Appointment Dossier: Deep research - drive-time audio brief

GPT Blog Builder: Perplexity finds hot Al Qs -» ChatGPT blogs
Listing Launch Kit: Veo + ElevenlLabs; multichannel marketing
Autonomous Browsing: Comet, the browser that runs itself
Always-0n Meta Ad: Zapier Agent nonstop CRM retargeting
E Al Alerts Agent: Perplexity Tasks eclipse your Google Alerts

Green Screen Avatar: HeyGen avatars for Instagram Reels

@JASONPANTANA Ai MARKETING ACADEMY



GENERATIVE Al



SAVE 50%

CHECKOUT CODE:

SUMMITSO0

INFO@JASONPANTANA.COM | AiIMARKETINGACADEMY.ai


http://academy.jasonpantana.com

Gemini/\V/eo 3 Appointment Perplexity Powered Time-Synced
“Box Explosion” Prep Dossier Blog Writing GPT Property Tour
JSON prompt Prompts Instructions VVoiceovers







Loom is avideo messaging tool that uses Al
to automatically transcribe, title, summarize,
and chapter your recordings—making
communication faster, clearer, and more
human.

By combining face-to-face connection with
screen sharing and annotation, it builds trust,
boosts engagement, and simplifies complex
explanations with just one click.






Saved Promptsisa free Chrome extension
that lets you store and label your most-used Al
prompts for quick access and effortless reuse.

It eliminates repetitive typing and streamlines
your workflow by allowing you to instantly
paste prompts into tools like ChatGPT, saving
time and boosting productivity.



PLAUD. AI

Plaud.aiis an Al-powered voice recorder and
notetaker that captures meetings and calls with
a single tap, then transcribes and summarizes
them for easy reference.

By eliminating the need for manual note-taking,
it lets you stay fully present in conversations,
saving time while deepening client connection.






Ihe Buyer's tdge







You can't automate
relationships. But you can
systemize the momentshit:ls
create them.




The Buyers Edge

BN



The Framework

Tech Human



UN-
GHOSTABLE







& Human Strategy

Salesperson



&5 Human Strategy

Emotion-Based



&5 Human Strategy

Emotion-Based



Automation






Based on 1000Watt Survey






In a sea of sameness,

differentiation is everything.



{& Human Strategy



UN GHOSTABLE

TOOLKIT







Nick Slocum Jon Tetrault
Team Leader Head of Agent Growth

M @'ontetraul -!



Active Buyers Checklist

@jaydeesheppard_realty



Automation + Tools

GET THE APP



Automation + Tools

&

"The next step is to schedule a Strategy
Session where we will go over how we
work together, communication, dive

deep into your preferences, what we
charge, ideal neighborhoods, and then




Automation + Tools

@hannahdubyne



QA




& Human Strategy









Automation + Tools



The Buyers Edge




Coach’s Challenge:

Follow me on Instagram

@kristijencks

P






Listings
Unleashed:



Lourdes
Maestres

2024 CLOSED $106,238,071
GCl S2,654,457.87
185 TRANSACTIONS

2025 CLOSED $83,862,790 - GCI $2,046,882
109 TRANSACTIONS

Total listing appointments completed 52
New listings taken YTD 50

Listing sold including listings pending 48






: | started building cases
| stopped doing comps —
PP g P & went to 88% appt to list

3 THINGS
| DID

DIFFERENT |N
2025

| went allin on Al to save time

| reverse engineered an “Un-expirable”
marketing campaign



UL GUOICUL LIS,

| build cases!



BUILD CASES

THE UNEXPIRABLE
MARKETING PLAN

UNFIREABLE REPORTS






Competence




BUILDING A CASE

9 IIN 0"



Hi Brandon, in preparation for our tentative meeting, | have prepared some information for your review

1. Click here to see a complete comparative market analysis

2. |Important statistics
e Broward County currently has 1,012 single-family homes on the market priced between $S500K-

$600K.

e Inthelast 30 days, 140 homes in that price range have sold.

e Thistranslatestoa indicating abuyer’s market, but with steady demand still
present.

° has 117 single-family homes currently listed, ranging from $149K to S899K.

e Ofthose, 31homes are listed between S500K-S600K.

e Over the last 30 days, 12 single-family homes have sold in Lauderhill, ranging from $335K to
$655K.

° , meaning half of the recent activityisrightin
your target range, which is a very positive sign for your price point.

| look forward to meeting you and Danielle this weekend

Thanks



The agent who builds the
case earns the listing



CASES!




Marketing



3 Questions:



MARKETING PREP PLAN

TRANSACTION COORDINATOR

MARKETING

AGENT

ISA

Private exclusive data entry

Reverse prospecting calls to leads

Provide dates to the TC Department

Reverse Prospecting for clients in
Real Scout

Book media package

Reverse prospecting text to leads

Staging consultation

Circle Prospecting in Mojo

Features list

Reverse prospecting email to leads

Provide showing instructions

Invite neighbors to the open house

Zillow Showcase S1M+

Create atext template for brokers
open

Provide raw walkthrough video

Create MLS list top 100 brokers

Video $500k+

Create atext template for open
houses

Select a date for abroker open

Text 100 top brokers

Book custom video S3M+

Coming soon 30 sec video

Provide 4 point / Wind mid

Update system brokers open

FB & IG ad -images

Select a date for open houses

Floor plan for allhomes $500k

Work on video editing

Provide targeted audience

Assist collecting additional
documents

Provide digital performance report

Provide list of features




MARKETING LAUNCH PLAN

TRANSACTION COORDINATOR

MARKETING

AGENT

ISA

Compass coming soon data entry

Compass video promotion

Reverse prospecting database

Text targeted buyers - 75% score

Notify marketing media available

60 second video

Review and approve video

Send a batch of emails weekly

Active on the MLS - Notify Marketing

90 second video

Review and approve video

Reverse prospecting 20 people

Create weekly sellers report

Long form home tour 3-6 min

Review and approve video

Circle prospecting 20 people

Download weekly digital
performance report

Post on google my business

Provide feedback for any and all
showings

Provide report to listing agent

Download showing time report

Create Deal of the week design

Review and approve letter

Handle incoming sign calls

Email the seller all reports

Facebook ads - 30 second video

Callthe seller

Handling incoming online lead calls

Coordinate showings
appointments

Instagram ads - 90 second video

Report all activity to the team

Report daily activity calls




WHO? WHAT? WHEN TRACKER

TC DEPARTMENT MARKETING



1LISTING -5 VERSIONS



https://youtu.be/KoOftQ4P4ng
https://youtu.be/62FDByhSIgc
https://youtu.be/R3pxD2osvJ0
https://youtu.be/zm-jkjQXDuk
https://www.instagram.com/p/DD9kLFuu8H2/

INSTAGRAM POSTS



https://www.instagram.com/p/C9kQJPvOsPL/

DIRECT MAILER
DEAL OF THE WEEK




Unfireable!



DO NOT GET FIRED

Showing activity &
Feedback

Open house activity

Statistics

4

Any Highlights : seller's credit,

cash,furniture included, investor or end
user

Marketing efforts

Recommendations



PRICE REDUCTION - DO NOT FIRE ME REPORT







What would your business
look like if you never lost
another listing —






@lourdesmaestres







‘ only invest In businesses
with an obvious moat
around them” - Warren Buffet




“Is there a moat
your most
valuable business asset?”

(your past clients, sphere, prospects?)



80%-90% of consumers

say they’d work with their same agent again.

The challenge

Only 1in 5 homeowners
use their same agent
again

Why?

It’s hard to build a
meaningful relationship
that lasts 6 - 10+ years



HERE'S WHAT WE
ALL KNOW...




1.
Everyone's going after your
clients, aggressively!



i

Your clients are bombarded with
Information. But they're short on
personalization!



J.

You're marketing to
past clients
like they're leads (if at all).



referrals)



Never let your client

become another
agent’'s lead!




“We must dig a big A$SS
moat around
your business!”




WHAT'S THE MISSION:

Never let your{Glieht]|

become another
agent's lead!




Problems to

'SOLVE




(L

You're database IS a mess.

(and you're losing a fortune because of it)



\IREGmpIetaNata i -
your ability to communicate
& market effectively



The critical 6

1. Name 4.
2. Address b. Home
3. Cell Anniversaries

6. Birthdays



Database Case Study

Agents/Teams, Database Contacts...

Information

1. Mailing addresses:
2. Email addresses:
3. Phone numbers:



Database Case Study

What the audit revealed...

Listings sold in your database by other agents!

1. LOST listings sold:
2. LOST listing volume:

3. LOST listing commissions:




HERE'S THE TRUTH:

Those clients [HAVE]

become other
agents’ commissions!

(including some of yours)




' PROBLEMS.




2

How do we maintain meaningful,
valuable, memorable business
relationships over 6 to 10+ years...



What'sthe L.T.V. of a
great client?



Be clear, an occasional
newsletter and sold card



LET'S LOOK INTO
THE FUTURE



How many buyer sales have you had

in the last 10+ years? >>>

# of buyer sales in the last decade (approx.) =

What's the value of those homes today =(approx. total) S

Assume 5% sell = (approx.)transactions
What's the volume on those trans. (approx. total)=$

How much in commission potential S




IS THAT WORTHY OF A
STRATEGY CHANGE?




' PROBLEMS.




3.

Bigger databases.
Making it hard to know




-~

So, we continue to
spray &

~




4.

We continue to market
to our clients, like



U R
SOLVE THIS...



We mustEilildilyour
database.




. @ who's most
likely to sell &

gain agreement early.




We execute on along-term
education & “"Top Of Mind”
relationship plan.




If we're listening
to Buffet &
our clients...




Meet your clients where they are
and deliver the value THEY want.

interested in a monthly update on their value and
8 8 o/ pricing trends in the neighborhood.
O (Only 17% currently receive it)
are very/extremely interested in a secure app

6 2 0/ with a dashboard where they could store
o everything related to the home and contact their

agent any time with house related questions.

(o) said the effort needed to maintain a home was
4 4 /0 more than they had expected.

WAV Group Homeownership Survey 2024



(& some prospects)a tool to
manage their home.




Push a bhutton, magic
happens!




“The end of the transaction
IS the beginning of the real
relationship.”



| What's a modern plan to
MAINTAIN A HEALTHY

BUSINESS RELATIONSHIP
& STAY TOP OF MIND?+




-

Jason, create the ideal
communication & 1.
plan using Al.

(w/ “prompts” to customize)

~




Optimal monthly T.0.M. plan for your clients
(multi-modality, video, text, email, call, mail)

Market report - Monthly

Market report (options)
 Byzip code

« Homes with pools
 Average by beds/baths

* Proximity to schools

* Type of homes(mid-century)
« New construction updates
 Condos



What's the optimal monthly T.0.M. plan for your clients
(multi-modality, video, text, email, call, mail)

Value report

* Your home’'s value

Value report - Quarterly « Equity report



What's the optimal monthly T.0.M. plan for your clients
(multi-modality, video, text, email, call, mail)

Community report (options)
* “"here’s what's going on this weekend
in(city)’

: * “here’s what's happening this
Community report - Weekly month”

» Real estate changes(new zoning,
new projects coming soon, new

policy)



What's the optimal monthly T.0.M. plan for your clients
(multi-modality, video, text, email, call, mail)

Maintenance report

Maintenance report - Quarterly



+ KNOWING YOU
& YOUR CLIENTS.
WHAT ELSE?




1. Community events.
2. Invitations to charities.
3. Client events.
4. Client parties.
5. See and be seen!

(how we REALLY maintain relationships)



Sounds great TF.
What's the catch?




GOOD NEWS, EVERY YEAR...

for our coaching members...
a new value to improve the
quality of your business...



1. Asolution that enriches your database.

7. That tells you “who's most likely” to transact.
5. Tech that provides value for your clients...

4. While eliminating a few others you pay for.

5. Asingle sign-on to make it easier for you/asst/marketing
to manage.



Eliminating the need for HomeBot, HomeActions,

HomeKeeper, Move GURU, Updater, My Home 10,

Curaytor, Zillow’s monthly automated Zestimate
to name a few.



A new partnership

TF coaching members
-



Smarter home
management for them,

smarter business for you

Investment goes both ways.
They get d home hub, you get
deeper insights.

Enrich (clean up) your customer database with

property intelligence

Engage homeowners with touchpoints (T.0.M.)
and hubs to generate activity (automatically)

Get prioritized “most likely” daily, delivered to
your inbox or CRM



But Tom... I've seen this before.

| don't have time to call them all,
besides, they may be too early in the

process. So, I'll get to them later.



“You're losing so slowly,
you think you're winning”

Gary Keller



YOU'RE GONNA % THIS...

| asked Jimmy to develop the ultimate

“most likely to sell campaign”
to add into Break Through Broker or your CRM =



We've partnered with
Matthew Ferry to teach you
the ideal biology, client
psychology, and dialogues



Together, we can shift
from being transactional
to working H.U.M!
| "Homeowners Under Management” |



Just like your insurance broker,
stockbroker, the best title & escrow
officers, even your doctor.

You're now creating an

annuity business!



‘l only invest in businesses
with an obvious moat
around them” - Warren Buffet




btw, GEO-FARMERS!
Thisis  ‘sfordigging
the moat & killing

competitors




Okay, I'm in Coaching.
How much?



I'm covering
coaching members

for first 18 months.




Sounds great TF.
What’'s my next step?



Start onboarding here.




Just D00000!




4 N
OBVIOUSLY, MANY OF

YOU CAME HERE WITH
| THE INTENJ%ON T0 JOIN I




BE FIRST.
BE FAST!



One last thing...

(what time tmrw at
8:15am do we start? )
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