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CODY GIBSON
Owner/CEO, United Home Group, Portland, OR, uhgconnect.com

GROWING BIG, GROWING PROFIT, GROWING SMART
Start by shifting from “practitioner” to “business.

At the end of the day, I'm going to get paid in proportion to the questions | ask. If you want to earn a
great big income, you have to be willing to ask great big questions. Those questions begin and end
with ourselves:

e Whatdo | really want?
e What do | really want my business to look like?

ARE YOU GETTING WHAT YOU WANT?

We're constantly chasing top producers as our heroes, but we don't know what their business and
their profits truly look like under the hood. “Alot” of business looks incredibly different to one person
than it does to somebody else. It looks different to somebody who sells in a marketplace where the

average sales price is $1.5, or $2.2 or $3 million compared to somebody who sells in the middle of
the U.S. where the sales price is $185,000 or $210,000.

So don't get hung up on that. Get hung up on, do you have the business you desire to have? Are you
getting what you want?

And sometimes we look at people where they are and we don't see the struggle and the challenge
between where they were and where they are today.

And sometimes we feel like we have to grow. Sometimes we look at these big teams. You see what it
looks like to have a couple of assistants or an executive assistant or a buyer’s agent, or a whole staff
of buyer’s agents and a staff of listing specialists and a runner and all the different things, with real
estate agents and teams, and it all looks great. But you don't have to do anything.

DON'T FEEL LIKE YOU HAVE TO KEEP UP WITH THE JONESES.

Remember, you got into this business at some level for freedom, flexibility and financial wealth.
Everything else gets added to it at some level, but it just muddies the water sometimes. If you see
somebody on stage who sells 400 homes and you sell 40, there’s nothing wrong with those two
businesses, as long as you're getting everything you want. As long as you're living the life you want
to live.

PROFIT MARGIN IS RELATIVE:
Percentage of profit is relative to what you want your business to look like. The profit margin for you
with 40 homes a year might be better than for someone who sells 400 homes a year.
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Somebody smarter than me once said I'd rather have 10% of a watermelon than 50% of a grape. But you get
to choose what you want it to look like at the time.

In 2015, my profit margin was only 7%, and | was making more money than someone whose profit margin
was 32%, but | didn't know any of the clients’ names. | had gotten to the point where | wasn't showing any
homes. | wasn't listing any homes. | couldn’t tell you what was happening in negotiations as far as repair
addendums or closing dates or any of those things. | had completely moved to the side of the business,
which was solely focused at that time on growth:

e How do we grow our agent count?

e How do we have more partners?

e How do we have more agents in our team or our group?

* What new lead generation lever do | need to be pulling?

» What lead generation lever do | need to be looking for?

e What lead generation are we doing today that might not work in a year?
e What's our staff doing?

* What do we need to do with our staff to go from selling a few hundred houses a year to selling 1,000
houses a year?

That's what | was focused on. It didn't mean anything was wrong. But it didn't mean anything was right. |
just want you to have some clarity.

YOU DON'T HAVE TO JUSTIFY ANYTHING TO ANYONE.

YOU’'’RE MORE READY THAN YOU THINK:

At the same time, the amazing speakers you're hearing at the Modern Real Estate Summit are not smarter
thanyou, and they're not better than you. They might have a different habit and they might have a different
internal compass of what they're willing to settle for.

Tony Robbins says, “We don't get what we want. We get what our standards are.” And if your standards are
about building your business, you may be selling two houses a month. But | believe that if you can sell two
houses a month you can sell 20 houses a month. And if you can sell 20 houses a month you can sell 200
houses a month. The only difference is the level of models and systems you build and insulate around it.

| believe that the last four or five years have completely teed us up for 2021. We've moved into a phase
where real estate agents can do more volume than most brokerages. This didn't happen 10 or 20 years ago.
And if it did, it was minute. Today, it's happening more and more around the idea of growing big, growing
profit and growing smart.
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Today you've got teams selling 500 or 1,000 or 4,000 or 7,000 homes a year. And that doesn't mean that
someone’s business of selling 20 homes a year or 50 homes a year is wrong, as long as it's what you want.
The coolest thing to me about this business is that we get to do what we want.

But if you find yourself struggling like | have, and you don't love your production number, you have to realize
you're the one who chose it, whether it was with our actions or inactions. Our decisions put us here, good,
bad or indifferent.

LESSONS ARE PRICELESS:

| started Portland Real Estate Group in Portland, Oregonin 2010. By year-end, | began looking at expanding
the business; | wanted to be in a different city. So | went to city number one and learned a lot. | went to city
number two in 2011, and we stayed there. When you think about growing big and growing smart, two
things:

#1 Be willing to take a chance
#2 Then stop taking chances for a little bit so you can get solid footing.

That first expansion | opened was in a city I'd never been to before, but | felt it was advantageous to be
there. It was a 400 or 450 mile drive from Portland and in a different state, which caused lots of problems
we didn’t expect. Ultimately, in 2013, | shut that location down and lost about $300,000. But what | learned
was well worth the money, the expense and the loss.

BIG IDEA: \When it comes to growing big, growing profit and growing smart, you're going to have to spend
a little money sometimes. And you may have to reinvest some earnings.

| thought profit meant the amount of money | have at the end of the day to live my life with. What I've
learned is that profit can be measured more than one way. There's reinvested earnings, which is a profitable
earning that we put back into the business. So at the time | was saying my business was making a /% profit,
| was naive to what profit meant.

A really good real estate coach told me | actually have a profit margin of more like 18% or 19%, but | was
taking those earnings and putting them back into the business so we could grow bigger and faster. And |
knew what | was doing, but I didn't know what it was called.

BIG IDEA: Be willing to bastardize the business you want tomorrow to enjoy the business you don't yet
have today. In other words, be willing to run a lean business now to reap rewards later.

In 2012, | said at a conference that we were in two cities and our goal was to be in 40 cities by 2020. Then
in 2016,  was speaking at another conference and my assistant came to me and said we have to change this
brochure. It said our goal was to be in 40 cities by 2020 and we were already in 70. We had blown that goal
out the water. | decided not to change the brochure just to prove a point. It was my reminder to myself that
even if | think I'm thinking big, | could be limiting myself. You could be doing the same thing.

You might say I want to sell 2,000, and that might feel like you're landing on the moon until you reach 1,500.
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Then it's not too far off. It's just in chunks. If you can sell a house a week, you can sell a house a day. If you
can sell 10 homes a year, you can sell 1,000 homes a year, the only difference is systems, models and the
structure of your business.

It's not just about better scripts. It's not just about being a better negotiator. It's not just about being a
better practitioner of real estate. They all help. But the challenge is, can you look yourself in the eye and say,
I'm going to take myself out of this position in my company and put myself in this position of my company
because | have a better long-term return on investment and | can do more good for the company over here
than over here?

Some people feel like when they set an amazing goal, it's a revelation. It wasn't for me. | wrote the 40 cities
goal down in a nanosecond. It was a reaction, because | was turning 40 in 2020. So you might not have this
amazing goal-planning session. You might not go on a cool, exciting retreat. Or maybe you will. But some of
the best goals are going to fit on a cocktail napkin because they come from the heart.

And if you're not willing to do whatever it takes to get there, then you really weren't that invested.

THERE'S A GIANT DIFFERENCE BETWEEN
BEING INTERESTED AND BEING INVESTED.

BIG IDEA: \When you think about growing big, growing profit and growing smart, watch the numbers.
Every Friday, | look at all of the money in my companies. | roll all of it up together into a giant report. We
look at every credit card bill, we look at all of our income, we look at all of our expenses. And | learned that
the hard way.

| used to look once a month, but there wasn't enough time to make fast, reactive or proactive decisions. So
today, | look every week. And | don't want to do it. But I've learned that if | lock myself to those things, | can
actually do more things that feel good. And | can run even faster.

So if you're not doing it, start there. Then take some risks. Then hold for a second, then press forward.

BRIAN NORTH
CEO/Founder, North &Co, northandco.com

HOW TO GET BUYERS OFF THE FENCE

It is rough and tumble out there for buyers right now. And it can be quite a challenge and with the low
inventory, especially a departure from what buyers have been used to. Oftentimes, agents are coming to
me and asking me, how do you get buyers off the fence? They're nervous to compete. They're nervous
about market conditions. They're nervous that we're at the peak. They're nervous of a repeat of 2007,
2008, 2009.

There are three things | focus on when helping buyers get off the fence:
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#1 Help curb the emotion by heavily frontloading the conversation. Your superpower is to remain
emotionless, which is going to take reminders along the way, because everybody else in the transaction
process, for the most part, is going to be emotional. It's up to us, the real estate professional, to be able
to guide them along the way to remain emotionless as they work through the process. Another way to do
this—to keep the emotion down—is, as you go through your buyer presentation, and as you take them out
to shop for the first one to four weeks, consider having a second buyer consultation with the same buyer.
You start the process, they go into it this magic dreamy idea of making their dream home a reality. And
then they enter today’s market and find out that it's quite different than they may have thought. It’s really
important to circle back and re-establish the ground rules for engagement:

e Have you narrowed down your geographic area?

e Have you narrowed down the style of home?

e Have you narrowed or increased your price point?

e What is it about the process that’s helped you refocus so that you, as a professional, can go back into
your respective marketplace and execute for your buyer the way they want?

#2 Do asimple math equation. This helps with respect to market conditions and a potential bubble. The one
variable that we have in the process right now is interest rates. And for those of you who existed in 2000,
2005, 2010 inthe residential real estate market, interest rates were significantly higher. Let’s assume that,
at some point, interest rates may go up. Let’s take interest rates and bump them up to something crazy like
6%. Take today’s pricing, and ask your buyer, how much do you think the market would go down, if it went
down? Go into your respective geographic area and mirror how much the market went downin a respective
geographic area back in 2007, 2008, 2009 and 2010. It won't happen, but let’s say the market went down
30%, but you added 100%, so go from 3% interest to 6% interest:

What would that do to affordability?
What would that do to the payment?
And how different would it be?

At the end of the day, are you buying a home to live in or are you buying a home to live in but sell in the
next one to three years and that's a bigger part of the conversation?

If people are looking to get rich quick on real estate by paying retail, speculating on the upside and then
selling, that's going to be a different conversation. But if you have people looking for a home they plan to
live in for three to five years, just do a simple math equation. Help them understand what would happen
if the market went down and interest rates went up. Right now, it's a long tail game to rush your buyers
into purchasing. Is it going to serve anybody? Certainly there are natural conditions that are going to force
somebody to have to make that move. But globally, if people are thinking about upsizingto a different home,
moving into a different neighborhood, or the dream-style property they wanted and they just need another
bedroom, it's important to make sure that you are curbing their emotion, calming that emotion down and
making sure they understand the economics from as many perspectives as possible so they can win.
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NNEKA JENKINS

nnekatherealexpertscom

OVERCOMING EXCUSES

How many of you have big, lofty, extravagant goals that you want to accomplish? Now, how many of you
have big lofty excuses? If you were honest, you probably raised your hands for both of those questions. I'm
here to tell you, do it anyway. The reason why | say that is because | am like you. And I've always had a ton
of excuses on why | can’'t do this, and not believing in myself. But | still had this big lofty goal | wanted to
accomplish.

MY EXCUSES:

#1 1 HAVE FIVE KIDS. Three of them are mine biologically. Two of them are my step-kids. I've been in
their lives for a very long time. | don't always have a lot of time. | pride myself on being a really good mom,
whatever that means for me, and | want to be involved in their lives. But | also want to have a career.

#2 OBSESSION WITH SECURITY. For me, it means that anything that took me out of my comfort zone
| wasn't interested in. | literally lived in a box. And | really liked my box. It was pink and it was beautiful. So
| had to get comfortable with thinking outside of that box, and understanding that the path to growth was
going to be really uncomfortable, and | wasn't always going to feel secure.

#3 WHO AM 1? I'm not experienced enough. | don't understand the market the way all of these other
brokers and Realtors do. | finally did realize who | am and that there are people out there who need my
value. Once | started to own that, everything changed. | still struggle with it quite a bit.

| pride myself on making sure I'm not the smartest in pretty much every room I'm in. I don't like to be the
smartest. Because if you're not constantly learning, you're doing something wrong. | want to always keep
people around me who are going to push me forward, who are going to force me to think differently, force
me to reassess things and to really be self-aware about where | am versus where | want to go.

#4 I'M NOT A GOOD ENOUGH WIFE. That one was a tough one for me. When | would think about what
the ideal couple looked like that worked together, in my mind, | thought it was perfect. They could separate
business from anything personal, and that’s just not reality.

#5 I'M JUST TOO TIRED. I'm overwhelmed. I'm stressed. I'm busy. Let me tell you a little bit about what
my tired looked like. My first year in real estate, | was pregnant. My second full year, we welcomed our next
child into the world. So for me, | had a lot of excuses. But you know what, | did it anyway. So even then, |
understood that there’s always a part of me that can push through.

MY JOURNEY:

I'm going into my fifth year in real estate. My first two years, | was part time. And | just kind of fell into it. We
did alittle bit of corporate relocation, we were doing a lot of remodels. And we would sell some houses here
and there. | never saw it as a career. In fact, | honestly did not know what | was doing. So fast forward into
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going into my third year of real estate, but my first year full time, and | ended up partnering with my now still
mentor Brett Jennings and | joined Real Estate Experts. And let me tell you that transition was excruciating.

That was probably one of the hardest times in my life. | think that’s an understatement. My obsession with
security really kept me from seeing the path forward. So | made that leap forward only because my husband
told me, you need to do this. | cried. It was really dramatic. And | decided to trust other people’s opinions
of me—their belief in my growth, their belief in my talent. My husband and Brett Jennings at the time, |
trusted them more than | trusted myself. | look back on that and I'm sad, but it’s all a part of my journey. And
now | feel like | can really encourage women to believe in themselves a lot quicker than | did.

So that first year in real estate, after doing 10 deals part time while working in corporate America, | closed
about 36 transactions, 36 units. Then | moved into my second year. By that time, I'm hearing my mentor, I'm
hearing people tell me maybe you should consider building a team. | don't want to hear any of it. Because
I'm thinking No, your second year is going to be like the first year. If | sell 10 houses, great. It doesn't matter.
But | decided to listen a little bit by the end of that first year. I did bring on an admin role who was licensed,
and we figured the deal out together.

My second vear, | did about 48 transactions. The secret sauce in that year was believing that it wasn't by
mistake. | was constantly thinking that my success was a mistake. And it wasn't. It was my hard work. It was
my village around me. And it was always learning. It was putting myself in situations where I'm constantly
pushing myself to learn more and more and learn from people who have done it far better and far longer
than | have.

Fast forward into the third year, which is last year, the year of coronavirus. We ratified 95 transactions last
year, and we closed 85 of them in that 12-month span. My business blew up when corona happened. | know
that that's similar for a lot of people. But then there are a lot of environments where that's not the case.
Every county was different, every state was different as far as what they allowed.

By the second month of corona for us out here in the Bay Area, we were considered essential workers. So
we could do just about the same that we were doing before, of course, making sure we were protected. So
| really blossomed last year. And it wasn't by myself. | started realizing | could make that team and | hired
another two agents. So collectively, we did those 95 transactions.

We're now here in 2021. And in the first quarter alone, we closed or have pending 55 transactions. And |
say that with a humble spirit, because I'm so grateful for all of the success we've seen. And I'm so humbled
by the fact that my journey in the short term has been more than | could have ever expected. And I'm
constantly wondering, when'’s the other shoe going to fall.

| have to stop thinking that way. Because as long as I'm willing to work hard, as long as I'm willing to stay
humble through my hustle, and as long as I'm willing to continue to learn from other people, | genuinely feel
like, regardless what this market does, regardless what Al does to this market, all of those things, those are
outside forces. All | can control is my little bubble right here. All | can control is me. So at the end of the day,
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when | think about where I'm headed for the next year, all | think about is that I'm going to focus on what |
can control, I'm going to keep the right people around me that encouraged me and push me to think bigger
and to grow and continue learning. And frankly, I'm going to do it anyway.

If you have any questions, reach out to me. Best of luck to you in your businesses.

TRISTAN AHUMADA

Labcoat Agents, People Editor; Success Magazine || allsanfernandovalleyhomesnow.com

“STAY” SOCIAL MEDIA STRATEGY
STAY is an acronym. It stands for:

SELL with a story. Too often, we go for the hard sell and say, hey, look at this amazing listing. Look at these
buyers. | have these reviews. We've got 3 seconds to engage with people on Facebook so stop. Probably
less on Tik Tok. Probably a second. So start with:

e Agreat hook. Bring people in from the very beginning, because you don't have a lot of time to engage.
e Tell them about the amazing features of the home.
e Ortell astory about why the sellers loved this home in the first place.

TEACH. This is where you help the consumer by explaining something about the product you are selling
or a process you have that they may not know about or they're not privy to. It's super easy. We can easily
gravitate to anything and create a process for it. Google things to look for in a home inspection. And guess
what, you already have your video right there, or your post. Now you're teaching, “check out these three
things you need to look out for when buying your first home.” Easy, right? You've simplified it and you're
teaching. That's what people gravitate to when they're looking for you to help them out.

ADVISE. This is where the magic starts to happen. This is where you can connect with a massive audience
because of the things you love. It's not always the things you do for a living that attract people. Most of the
time, it's going to be something that interests you. I'm a tech guy, so I'm giving advice on things that | love
and use. Use that to connect with people. Show them the things you use on a daily basis or what you're
great at. | have this amazing agent who is great at gardening. | made two quick videos on Tik Tok. One of
them had 700,000 views, and the other one over a million views with 46,000 likes off of something that |
love. So don't overthink the things you do that are fun.

USE THE THINGS YOU LIKE AS OPPORTUNITIES TO SHOWCASE TO PEOPLE.
THAT'S IMPORTANT: YOU'RE ALLOWING PEOPLE TO CONNECT WITH
YOUR AUTHENTICITY.

And chances are, you're going to connect with the most people who like the things that you love. Some
agents would say, why would that be good for my business? Well, you're thinking about it the wrong way.
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THE IDEA IS TO GATHER A MASSIVE AUDIENCE ON THINGS WE HAVE IN
COMMON, AND THEN PEPPER IN WHAT WE DO FOR A LIVING. THAT’S THE KEY
TO SOCIAL MEDIA.

YOU: At the end of the day, people are following you for you. They want to see what you're eating. They
want to see who your pets are. They want to see you walking. They want to see what you know about the
Kardashians. When it comes to social media, think about exposing you as a person, the things that you're
doing.

S-T-A-Y for your business. Go try it today.
LCM SOCIAL MEDIA STRATEGY

One thing that a lot of people want is growth in social media, but they don't put the necessary work behind
it. I've created a process for it that is simple and clear. And you can do this daily. We know it works at a very
high level.

The acronymis called Like, Comment, Message, or LCM. You can LCM all day. Whether you're on Facebook,
LinkedIn, Instagram, it doesn't matter. Go to your favorite social media platform and scroll through your
feed. As you start seeing people you're following, start “liking” posts.

But let's say Tristan pops up, and you think, trust ends. But it doesn’t. Because you're building relationships.

NICK WALDNER

waldnerwintersteam.com

CREATING INVENTORY

A question | get asked all the time is, How are you at creating inventory in this low inventory market? My
answer is boring, simple and has zero excitement value, but it 100% works.

It all comes down to relationships. | know what you're thinking. What you want me to say is there’s this
one website, or this one little trick or this one thing that’s going to keep flowing listings into your business
over and over again. And the truth is, that doesn't exist. Or if it does, there's a very short window that that
window is open. And then you have to go back to the basics.
So that's my advice—to get back to the basics. It all comes down to relationships with people:

e Areyou staying in touch with your database?

e Areyou building that relationship stronger with them?

e Arevyou having specific real estate-related conversations every single day?

e And are you tracking that?
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So if you start right now, and you set a goal to have 25 real estate, contract, communication contacts or
conversations every single day, your business will explode simply because you'll have more opportunity to
find people who do want to buy or sell in this market. So it starts with relationships.

Now, we can get even more specific. Who am | getting into a relationship with? Well, what if it's the new
construction agents, and every time a buyer comes in and they want to buy new construction, they have a
house to sell? You're the go-to agent they refer.

What if it's a divorce attorney and he has a husband and wife who have to give their property to an agent
to help them liquidate it. Maybe it's an estate attorney. There are several different forms—accountants,
financial advisors—there are lots of people who come in contact with lots of people in need of real estate
help. So when you're building your relationships, start with your database; then move into the opportunity-
rich categories. Good luck. Hope you guys crush it in this market.

AMBER KOVARIK

https./branches.guildmortgage.com/az/chandler/amber-kovarik-236-clakhtml

USING THE MOVE-UP STRATEGY

Thisis astrategy we've been using with great success with our clients. We call it our Move Up Strategy. This
was developed because we had been talking to so many clients about the opportunity to refinance. And in
a lot of cases, you can just take that conversation from, “OK client, here’s your numbers on a refinance, let
us know if this is something you want to do.”

But we decided to take it one step further. And when a client comes to us asking about a refinance, we dig
a little deeper to make sure and just say, “Hey, client, just curious, is the home that you're in right now the
long-term home? Does it meet your current needs and desires? Or have you had any interest of potentially
looking to move up into a different home? Because in my 17 years in the business, | don't think I've ever
seen a better opportunity for you to be able to release the equity that you have built up in your home and
transfer it into a different home that better meets your needs.”

And then | walk them through this example on my Total Cost Analysis so they can easily see what all these
options look like. On this analysis we ran the first option just showing them what their current mortgage
was so that we could use this as a comparison. They were at 4.25, with a monthly payment of $2,177. On
a refinance at the time, we would have been able to lower their interest rate by 1%, which was creating
almost a $400 a month savings for them. But in talking to this client and asking the additional questions,
they said that they really needed a home office. The husband was now working from home. He was working
out of the bedroom and it was not the ideal situation.

We figured out that for about $100,000, they should be able to move up into a home that would get them
that home office. So we ran some numbers of $575,000. And for this scenario, | was able to qualify the
clients to buy the home before they sold, which is always the situation we're going to look for. So | said,

h;l MODERN

I T


https://branches.guildmortgage.com/az/chandler/amber-kovarik-936-clak.html

-» \

1akiINe ACTION nNoTEs

€ MORTGAGECOACH WINBYNOON'

“‘Let’s figure out where we could come up with the minimum down payment of 5%, since we're not selling
first and releasing that equity”

They were able to take out a 401(k) loan. So with 5% down, here’s the loan amount, the interest rate, and
the approximate monthly payment of $3,104. Now, this was creating a payment that was $927 higher than
their current monthly payment. But what | was able to show them was that after they sell their home,
they’'ve bought the new home, they've closed, they're in it, they have the home office, now their Realtor is
going to go sell their previous primary, and they're going to release all the equity that they've built up. And
in this case, they had about $150,000 that they could put into this new home purchase. So after the sale,
we went ahead and showed them a recast, which is when we put additional principal against the loan that
we just closed, and we lowered that loan amount down to right about $424,000, which gave them a new
monthly payment of $2,404. Which means they got into their new home that met their needs for only $227
more than they were paying on their current house. They were so thrilled.

And we're reminding clients that the equity they have in their home is like Monopoly money. It can come
and it can go. There’s no guarantee that that $150,000 was going to stay in there forever. So why not get
out of that and transfer that equity into the home that they're so much happier to be in that’s creating
quality of life for them. And if you're the one that is explaining this to them, you're going to make such a
difference in their life. If you have any additional questions on that strategy, don't ever hesitate to reach out
to me. | hope this was impactful for you and your clients.

RYAN SERHANT
Founder/CEQ/Principal Broker, SERHANT, New York, NY, ryanserhant.com, Author: BigMoney Energy

BIG MONEY ENERGY

When | first got into the business | had no confidence, and knew nothing and no one. If | can do it, you can
doit.

FAVORITE QUOTE: “I'd rather regret the things | did than the things | never tried’

After 12 years of success with another firm with a massive team averaging a billion dollars in annual sales,
Ryan went out on his own in 2020. But he had a meager beginning.

There is nothing more motivating than shame. There is nothing more motivating than the fear of personal
embarrassment. There’s nothing more motivating than rent being due on the first and you don't have it.

Ryan'’s first clients were pregnant women. He walked right up to them and started a conversation. First
he complimented them (“You look great.”) Then he would make a very short, quick pitch: “You look like you
need more space. I'm a real estate agent. If you're looking for an extra bedroom, I'd be happy to find you a
bigger apartment.”
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With just one year experience under his belt, Ryan picked up a major client, June Shen, he thought he wasn't
ready for. He had “impostor syndrome.” He needed to build confidence so he looked, felt and acted like a
power broker. He couldn’t fast forward through 10 years of experience, so here’'s what he did:

e Heresearched and studied.
e Hereviewed all the buildings his first client was interested in.
» Hememorized allthe blocks, and facts about the buildings so if she asked questions he knew the answer.

» Hefrequented every corner coffee shop so when he brought his client in to one he could say, “Hey Bob,
a caramel macchiato and a water for my client. And Bob would say, “Hey Ryan, no problem”

That's the very definition of Big Money Energy: Adjusting your mindset so you can be the absolute best
version of yourself now, not in 10 years. You may not have control over your years of experience and the
number of contacts you have when you start out, but you can control your level of energy.

He didn’t plan to lie. If she asked him how many apartments he sold, he planned to say, “You are my first and
you are my best.” Fortunately, she didn't ask, because he knew exactly what he was talking about. On day
three in New York, she made an offer on a $2 million property and Ryan got his first sale.

That experience changed his life. “It opened up my mind. | realized | didn't have to live my life with the
energy of Ryan today and with the experience | have up to today. | know who | want to be in the future. I'm
going to start being that person right now. | want that big magnetic energy. | want to be able to walk into a
room and have all the June Shens talk to me and want to work with me. And that’s the mindset you need to
have right now.”

THREE STEPS TO SUCCESS:
Follow these three steps to start leading your life right now toward more sales, more success, a better
lifestyle, anything you could possibly want, because it could change your energy:

#1 Start being future YOU right now. Do a self-audit. Ask someone you trust to describe you to you. You

may be surprised by what you hear.

#2 STRUCTURE your life, PLAN for success and OUTLAST everybody else. You do this by having discipline.
e Figure out the structure of your day, because your day is something you can control.

o Plan for the future you that you want to be next Monday, in six months, one year from now, two years
from now.

e Then outlast. Professionals make decisions based on their commitments. Amateurs make decisions
based on how they feel. “If you feel tired you might say, ‘I'm going to skip that appointment.”

#3 Determine the future you want and write it down on paper. Write down who you want to be in two years
and five years. Then fold it up, put in your pocket or purse and carry it with you. Use it as a reminder when
you're having a bad day. Get specific with the details and live your life without regret.
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NOTE: You never know where your next opportunity is going to come from. Ryan ended his keynote with a
sales pitch: “If you're looking for real estate in New York, contact me”

JENNIFER WEHNER

EXP Realty /Wehner Group || wehnergroupcom

HOW TO USE YOUR MARKET UPDATE TO EMPOWER MORE BUYERS AND SELLERS TO MAKE
INFORMED DECISIONS

You are going to get more business. | know, because I've been doing market updates for years and | have
seentheresults time and time again. It's a great ROI. And it's super important. But using this market update
for buyers and sellers is not the most important thing. The most important thing is that you know this
information.

Also, there's another big WHY behind this for our buyers, sellers and consumers right now. There are so
many misconceptions on the market—false narrative national news that might not apply to your market.
Maybe it's an outdated YouTube video from five years ago. Maybe they're hearing from their friend at work
who has never bought or sold a house.

No matter what misconceptions your clients have, you are going to be able to deliver informative, accurate
information by simply knowing the facts.
WHAT YOU NEED TO KNOW:

How many active listings there are and how many are under contract.

If sales are up or down.

The annual and monthly interest rates.

WHY THESE STATISTICS ARE IMPORTANT:
e [f you have high supply and low demand, prices are declining.
« |fyou have low supply and high demand, prices are going up.
e [fsupply can't come up, there's only so much prices can do.

The listing success rate. How successful are listings selling when markets are declining? Are 60% of
listed homes selling? 80%? 95%? That success rate will show you the strength of the market.

Population growth. Is it up or down? Where are buyers coming from? How is unemployment? Are there
new employers moving in? Are companies expanding? Is there new construction? What does the median
income look like?

Right now, interest rates are at historic lows, but your customers are not just buying a house, they're buying
a 30-year mortgage. Soit's important to understand this data on both a macro and micro level, not just your
county, but for the areas that are going to affect the buyer or seller.
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HOW TO USE THIS KNOWLEDGE:
Carry it with you everywhere.
Look at it weekly, so you can internalize the information.
Show it to buyers and sellers you meet.
Make a video and distribute it on social media to show what the market is doing.

HOW TO MAKE THAT VIDEO:
You could use a videographer if you want it to be professional.
You could do it on your computer with added lighting.
You could do it on your cellphone.
It doesn't have to be expensive. It can even be on your cellphone. It's best if you invest in a tripod, but even
if you don't have one, it doesn’'t matter. It matters that you do it. So don't overthink. It doesn't have to be
perfect. You could build on it as you go, but it's important to start now.
STEPS:

Make a sexy headline. Are we in a housing bubble? Is the market going to crash? What is going on in
this crazy market? Make it something a person is going to want to click on.

Introduce yourself—your name, brokerage, city, and the month, so they know it's updated. Once they
have the video open, say, “Hi, I'm Jennifer Wehner with EXP Realty. And here’s your market update
for April 2021”

Include sections on what the market means for buyers, sellers, first-time homebuyers versus buyers
who are also selling, sellers who are buying, luxury buyers, and investors.

Discuss opportunities that exist so they can make informed decisions and know how the market’s
doing as a whole.

Always have a call to action (“please like, comment, subscribe, and here’s my phone number, email,
follow me on social.)

HOW THEY FIND YOU:

If you don't have a YouTube channel, start one. Put this content out on all the social media you're active
on for everyone to see, especially for those people who are moving in from a different area. Email it to
everyone in your CRM database.

Again, | want to emphasize how important it is that you stay consistent and you don't overthink it. Build on
it and it will get better over time. Start small. Get your first one out right now; start today.

To see some examples to get your own creativity started, search my name on YouTube for my market
updates. | have a lot of fun with it. | have been everything from an Easter Bunny to a flower and many other
things, because | like to theme my market updates. And please subscribe to my YouTube channel. Thank
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BRIAN NORTH
CEO/Founder, North &Co, northandco.com

HOW TO ARTICULATE VALUE

Being a listing agent in today’s competitive landscape, it's imperative that you're able to articulate value.
When you sit down in a listing presentation, the two most common questions you're going to be asked are:

What is your marketing plan?
What is your fee structure?

If you jump to fee structure without them understanding your complete value, you're going to create an
uphill battle. They usually will ask for only one of four things that make you great:

Marketing plan. Thisis primarily an exchange of economics. They want to know that, if I'm going to pay
you $10,000, that you're going to spend a sum of money that feels equitable to me on your marketing
plan. Marketing, as | tell my sellers, is only to get people to the house. And yes, we're going to do a heck
of ajob of that. But what’'s more important is the overall value you're bringing to the relationship.

Salesmanship. If you're interviewing other agents, | want you to be sure Mr. or Mrs. Seller that you're
understanding the value of whether or not they're a good salesperson, because salesmanship is what
gets people to write a contract.

Negotiations. Negotiating is getting people into contract or escrow. Is your agent a good negotiator?
If they start discounting their fee without you even asking, how quickly do you think they’'re going to
discount your price without asking?

The transaction process. This gets the buyer to closing.

If you're going to ask me what my value is, marketing is definitely one part of it. But that's only to get people
to the house. Salesmanship gets people to write a contract. Negotiation gets them into contract at the
highest price for you. And the transaction management process, to me, is the most important part, because
it strips the stress out of what can be a very stressful time.

That four-part series is going to help you create massive value in your marketplace, ensuring that you get
the most commission.

RYAN SERHANT
Founder/CEO/Principal Broker, SERHANT, New York, N, ryanserhant.com, Author: BigMoney Energy

PUSH, PULL, PERSIST

In sales, inaction is the number-one enemy. We've all had those clients who are so gung ho, they're ready
to go, they want to buy, they're pre-approved. And then months go by, they either get discouraged because
the market is so hot and they're losing listings left and right, or they have a really, really hard time making a
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decision and they change their mind left and right. Then we as salespeople start to slowly lose our minds,
because how can you trust somebody who is so indecisive and can’'t make a decision?

EVERY DEAL CAN BE A DEAL:

| have been in a position multiple times where | have met indecisive clients other brokers have not been
able to close. And I've been able to close them using what | call my three Ps. It is my secret sauce to getting
buyers off the fence, getting rid of that indecision and bringing a deal over the finish line.

Most salespeople get exhausted. They don't wantto show anymore, they spent all this time all these valuable
minutes. |, on the other hand, live my days 1,000 minutes at a time. | don't want to waste any of my time. |
don't get paid a salary to show people homes. | don't get benefits. | eat what | kill, just like you.

My three Ps are going to help you become more successful right away, so you can start selling more and
leading a much better lifestyle. Sometimes you might need one of those Ps to close a deal. Sometimes you
might need all three. Sometimes it's the third P mixed with the second with a drop of the first and then
you're going to go back to the third. And that's how you get it done. But if you know when to use them, you
will increase your rate of success with every client you have.

PUSH:

Sometimes people just need to be pushed in the right direction. People like being told what to do. That's a
real thing. It's why so many people get into the sales business and then quit. It's not just the rejection. It's
because for all we complain, we want to be told where to be and what to do.

That's where we come in. We need to be confident in pushing our clients toward a decision instead of
letting your client make that decision. You say to them: “Listen, these five houses are going to sell, they're
going to go. | know it's tough, but you like all of them. So which one do you want to make an offer on first?
Which one do you want to go to battle for? Let's do that now. And let’s see what we can make happen”

You're helping them get to that decision. You're pushing them. | learned this when | had a client who was
looking for the perfect home. And | spent months of my life showing her everywhere because | thought hey,
the client’s always right. | will do whatever she says; whatever my clients want. That’s not how it works.

Eventually, | listened to what she was saying, and | found her a place that was in West Chelsea, that was
exactly what she wanted. | pushed her to make a decision and she bought it.

PULL:

This is the opposite. Instead of pushing your clients toward making a decision, sometimes some people
need to know that the decisionisn't even possible anymore. “Hey, you know that apartment you really really
want? That house you've been debating about coming up in price to get? Guess what. | don't think it's going
to be available anymore after tomorrow. So | prepared three more listings for you. They're not in the area
you want to be and they're a lot less expensive because they don't have the bedroom count you want but
they're what's available right now. And | think we should go see them tomorrow at four or five!
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Start to pull the deal away. Pull the dream away. “No, no, sorry. Sorry. I've just been in my own head. Where
should we come inon price? Let'sdo it

PERSIST:

If | have a client whois sitting on the fence, a client who is completely indecisive, I've pushed, I've pulled and
they're still there, | go into persist mode. Persisting is talking to them once a day. I'm going to send them a
comp. “Hey, here's something else that just sold. It might help you make a decision.” If they don't reply next
day, “Hey, here are a few other options.” Next day, “Hey, here’'s some market data” Next day, “Hey, you want
to give them a call?” Then | give them two days break. But | persist all the way through, because instead of
just pushing or pulling, sometimes clients just need that nudge so you stay top of mind.

Remember, the deal is the most important thing to us because it's what we do. But our clients have other
things on their mind. They've got kids. So push, pull, persist, use the three P’s to close more deals. You will
be more successful. | guarantee it.

SARA CAPECCHI

https:/mwww.realtor.com/realestateagents/sara-capecchi_lapointe wi 2713917 938989701

IMPLEMENTING VIDEO IN YOUR BUSINESS

Don't overthink it. | know it's scary. I've been there. When my real estate coach
first recommended video, | said I'm not doing that. | was really scared and nervous, and they felt
uncomfortable to make. But | grabbed my iPhone, | met a business owner. | recorded it. And then |
started putting it out in the universe, and it actually was kind of fun.

Don't worry about what other people are doing. Don't worry if you don't
have this really bubbly personality. It's okay. Just be authentically you.

Don't overthink this either.
There are a million Realtors nationwide, and they've already come up with the content for you. All
you have to do is duplicate it and put your own spin on it. Put your own personality into it. You can
do market updates, or meet with business owners and interview them. People love to talk about
themselves. Then when they share it, there will be more eyes on you. What are the top 10 beaches in
your area? Or the top 10 snow hills you can sled on? There are so many things you can do with video.
Final walkthroughs. It's easy. You've got this.

The answer: wherever you do social media. Instagram, Facebook, LinkedIn, start
a YouTube channel, your Google business page. Then reach out to 10 people and ask them to share
it for you. People love helping, so don't be afraid to ask.

What does this mean? Even if you have to record the video after the
home gets an accepted offer, it is still beneficial, because you are not just making the video to sell that
home. In fact, you're really making that video to sell the next five homes. Ask your client, “I know we
sold this house in record time, which is amazing. But is there any way | can still record a video and
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highlight your home? | think you would love to have this keepsake of your beautiful home and I'd love
to be able to market it I've never had a client say no. So just ask.

So make that video and get it out into the universe. Video is so important. And if you are not doing video,
you need to get started today. The return on my investment from when | started has been fivefold—five
times the business.

VOCABULARY: \We Realtors have our own vocabulary. For example, if a house is a little on the small side
we say it’s cozy. And when there’s a dog barking next door we say vibrant community. And when the home
needs a little work inside we say it's well loved.

AMBER KOVARIK

https./branches.guildmortgage.conm/az/chandler/amber-kovarik-236-clakhtml

USING THE APPRAISAL GAP STRATEGY

Across the country, we're dealing with low inventory, and everyone’s trying to figure out solutions to help
our clients win their offer and be able to purchase that perfect home. And a winning strategy that we've
been using with great success is our appraisal gap strategy. For anyone who has a conventional buyer with
10% down or more, we're showing them how we can leverage mortgage insurance to help them make up a
fairly sizable gap between the appraised value and their contract sales price without it costing them very
much out of pocket.

By utilizing this strategy, what you get is a buyer who is more confident, educated and ready to make an
aggressive offer and win.

EXAMPLE: \We had a client who wanted to purchase a home that was listed for $375,000. The Realtor was
suggesting that she would need to go in around $420,000 to be able to win the offer, and she was putting
down 20%. You can utilize this strategy as long as someone is putting down 10% or more. In this situation, |
showed her what it would look like if she went under contract at $420,000. And it appraised at $420,000.

Here's her loan amount, the approximate payment and her cash to close, which was the 20% down plus
her closing costs. | also wanted to prepare her for the possibility that the home does not appraise at the
contract sales price. So | showed one other example.

SCRIPT: “Let’s say thishome appraises $25,000 under your sales price. | want to show you how we can make
this work without it costing you dollar-for-dollar out of pocket. In this example, it's a $420,000 contract
sales price. But we have a $25,000 gap. We're keeping the loan amount the exact same, which means the
monthly payment is exactly the same’

So now we went from an 80% loan-to-value to an 85% loan to value because we have to use the lower of
the two—sales price or appraised value. Now we're in amortgage insurance situation. But instead of having
her pay monthly mortgage insurance, we looked at a lump-sum mortgage insurance policy buying out the
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mortgage insurance for the life of the loan. So you will see the only difference in scenario two is that her
cash-to-close is a little less than $1,300 higher. And that’s because that is the cost of the single-premium
insurance for her scenario.

| also wanted to show her what it would look like if the home appraised at the list price of $375,000. Now
we have a $45,000 gap. Same scenario. We keep the loan amount and the monthly payment the same.
Now with the $45,000 gap, we're at a 20% loan-to-value, so we're in that next higher mortgage insurance
bucket. And the cost of that single premium insurance goes up to about $5,000. So you'll see that increase
in the cash-to-close on this analysis, | show her by clicking on the Closing Cost tab.

Right here are the single premium mortgage insurance amounts that we are using to buy out that insurance,
which allows her to make an aggressive offer that's $45,000 over list, while still keeping her cash-to-
close within her comfortable budget. She is so excited, she feels like she can win in this market. And she’s
comfortable with all of the numbers. This is a winning solution.

My suggestionis to make sure your lender is educated on this and that you have them be the one to diginto
the details with the client to make sure they qualify. The mortgage insurance cost is going to vary per client
based on their different factors. But just letting your client know that your lender has this ability to provide
astrategy for them, that is winning in this market. I hope this strategy is a winning solution for you and your
clients. If you have any follow up questions please don't hesitate to reach out to me.

SHANA ACKLES

Keller Williams Realty Alaska | | kwspeakers.com/speakers/shana-ackles/

THE NEVER-ENDING QUEST FOR TIME MANAGEMENT

As we all know, time is the one resource we will never get back in life. In business and in life, we've probably
found that success comes from identifying and tracking activities and completing them proactively. And
then the keystone habits that we have in place that we built ourselves.

e Sowhat activities need to happen for you to reach your goals?

e How are you getting them done and tracking the results to make sure that you're working smarter and
not just harder?

* What are we doing to take care of ourselves proactively?

If your keystone habit revolves around fitness and self-care, do you have things on your calendar every
single day that you do because it moves the needle on your fitness that you already have? Is constant dieting,
being in a fitness routine, and having a focus on health and wellness a proactive habit or a reactive habit?

The difference is, what keystone habits do you have in place in your personal life and in your business, that
lead to your success? When | started to do this, | looked at every single thing, and then all the ways to track
and make these things work. | found a system | started using several years ago, and then was certified to
teach it because it works so well for me. It’s called Win by Noon.
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WIN BY NOON:

Win By Noon is an 8-1/2" by 11" book that comes to me in the mail every quarter. And | have to write in it.
| was challenged with that because we live in such a digital world, and we're all tied to our cell phones and
apps where we track things, and | struggled with this. But we all know that when you write things down it
enables a higher level of thinking, and therefore more and more focused action. So it was really easy for me
to adapt when | went through those activities every day to write stuff down.

The thing | love about Win By Noon is that there's never been one place that | have found that allows me to
plan and track every single day, every single week, every single month, and every single quarter my habits,
my non-negotiables in life, and the activities | need to do to reach my goals.

Then | get torecord the results of those activities every day, week, month, and quarter so | can focus on the
areas of improvement and return on investment, and make sure my dollars, and more importantly, my time,
are going to the right place.

Every day, | write down my new leads. | record my quality conversations and follow up should | need to do
so. And then also, every single day, one of my favorite partsis gratitude. There are three lines to write down
what I'm grateful for every day.

e \What are my three big rocks?

e What are the things | need to crush today?

e What's my to-do list? The 80%?
Sometimes writing that down and putting it to the side gives me peace to focus on the things on my calendar
that | need to do. There’s power in filling out that calendar. And there’'s a whole page for the notes. Then
finally, we get to end every day. And | know that’s a challenge for many of us is just actually ending the day.

So at the end of the day, you get to stop, you get to do some self-assessment, you get to track your keystone
habits you wanted to set and ask:

e DidIdothem?|said | was going to do them.

e Wheredid | win?

e Wheredid I lose?

e \Was | proactive or reactive?

e What were the three best parts of my day?

o What were the highs of my day?

o And then finally the big question: Did | win by noon?
It has worked incredibly well for me and for the people I've taught and coached through it. The key for me
and for commanding the system is understanding that it's really not time management. We all get the same

amount of time every day at the same pace. Nobody has more and nobody can create more time. It truly is
about self-management and what we're doing to manage ourselves within the time that we're given every

day.
MODERN
h1 S U M M

I T



-» \

1akiINe ACTION nNoTEs

€ MORTGAGECOACH WINBYNOON'

We all know that we achieve goals proactively when there's a systemin place that you can plan the activities,
track the results and work in a proactive way, setting and tracking the habits that actually move the needle.

VERONICA FIGUEROA

Bullet Proof Your Business

The difference between those who are winning and who want to win are those who are committed and DO
the simple things. Consistency is what will push us to the next level. Even when it is boring.

Our income matches our efforts - so push FAR and push DEEP.
DARE to be

RAR.E. Acronym:

Your reputation is more than just a logo or a brand, it is everything you do. What
kind of reputation are you building? What kind of reputation do you want to build? Why will
people want to refer to you? How do you make people feel? What are people saying about you?

ACTION: Do an audit. Review your social media, ask for feedback from your team. Create a survey.

You are always attracting or “recruiting” buyers, sellers, an assistant, other agents.
Get into attraction mode at all times. Energy is contagious.

How are we retaining our agents? How are we retaining our clients? Your
income matches your efforts in this industry... if you only touch your clients one time, how will
you retain them? How do you make sure your clients choose you over big tech in the future?

ACTION: What is your retention program with your clients? Is it consistently bringing value to them
even after the close? Do you have a strategy?

Make this more than a service, but an experience.
CULTURE MARKETING: A form of content marketing that showcases your culture to help people get to
know your brand. Thisis NOT the service or product.
e Areyou capturing video testimonials?
e Share the experience with your audience. Allow them to feel the difference.

THE4FE’s:
This builds connection. Who are you? Why do you matter? Why do people need what you do?

Example: “Fire Fridays” - Every Friday (which shows consistency) that engages the audience which wasn't
perfect but over time becomes better and stronger. . Do it around what sets your soul on fire. Empower
your clients. Make them the HERO. Be authentic. Interview your clients. How did they overcome their
rock bottom?

: Create messages that clarify. What do they need to know yet don't realize they need to know
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Peoplesstillwanttobe entertained - thatiswhat makesyou RARE. Be authentic. Beimperfect.
Show the behind the scenes. People want to connect with you. Share what you are into. People will trust
you more when they feel like you share common values and beliefs.

Make your client the HERO. Empower them with the right information so they can make
better decisions.

2021 TECH STACK
SARA KALKE

sarakalke.com

BAD-ASS WOMEN OF REAL ESTATE

What lessons have | learned from helping thousands of bad-ass women of real estate succeed? | have
had the incredible privilege of getting to learn from some of the most successful women in the real estate
industry. And when I'm talking success, I'm not talking about women who have just made the most money.
I'm talking about women who have had wholehearted passionate lives where they have done the job of
their dreams and have lived the life of their dreams at the same time.

BEST SECRETS FROM A WOMAN'’S PERSPECTIVE:

It's important that everybody knows that 67% of realtors in the U.S. are women.
According to the National Association of Realtors 2019 members profile survey. We would like to see 67%
of coaches, speakers and leaders in the real estate space be women. However, you see a very, very tiny
fraction of leadership, from the CEO level all the way through to coaches, trainers and speakers, who are
out there helping the rest of us. So we're very underrepresented. Why is that?

According to an Oxford study, married American mothers spend almost twice as much time on housework
and childcare as their married American father counterparts. Even when women are the primary
breadwinners, they still spend more time on household duties typically than men. So we are frequently
foregoing positions of leadership to take care of domestic obligations that have so long been put on our
shoulders.

The other thing that’s critical to know is that there is a huge, huge gap in self confidence that comes from all
the powers and all the voices that be. A study says that by the age of 13, 53% of American girls are unhappy
with their bodies. This grows to 78% by the time girls reach 17. As awoman, that never goes away. Thereis
a billion-dollar industry out there telling me every single day | need to have nicer hair, | need to have Botox,
| need to have all of this stuff so that | can look how I'm supposed to look.

In fact, the majority of women who are stars in TV shows and movies at some point in the show have their
appearance commented on, where a dramatically less number of men have that same thing. So we've set
women up to not want to be put out there because they know they'll get judged. And we know that there
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will be so much for us to do already with the great burden of housework and everything else that’s going on
that sometimes we just skip the stage and go straight to doing the work and helping our customers.

So what are we going to do to level the playing field? The first thing is realize that your stories are worth
hearing. Your stories, even though you've been diminished, you've been told that working hard and taking
care of your kids and being a great mom doesn’'t make you as successful as someone receiving an award up
on a stage, because they were able to sell more houses.

We have to start looking at a more holistic approach to achievement. And instead of it being this is the
person who just gets the one little thing, this is a person who is doing a phenomenal job in so many different
areas and let’s celebrate that. We are so focused on what people accomplish, and focused very little on who
they are and what they have to say and share. So realize our stories are worth hearing.

A lot of women will say no the first time you ask them to be on a stage because
they know going up on the stage involves judgment. It involves threatening people, especially those people.

There are a lot of men out there who say they are allies of women. They're huge supporters of women. But
as soon as a woman challenges their opinion, or challenges what they've said, then you know how much of
an advocate they are, rather than coming to us and saying, “Hey, we need to have a majority of you taking
up voices, taking up space in our industry as leaders’

So we must know our stories are worth hearing, and we must be asked more. And we must believe when
we are asked that our stories are worth hearing. It's never going to be perfect. You're never going to be up
there and see everything that's just 100% right about someone, but do it anyway—for the sake of the new
women coming into our industry, for the sake of the power we need to have, from a safety perspective,
from an advocacy perspective, that we are worthy of having these extra voices.

We must help each other throughout the journey. This is so critical that more
women show up and we start realizing, yes, we're doing all this other stuff. But we can ask for help. We can
outsource help, and in my world empower other women with jobs and with employment so they're able to
build into their families and then into their families and into their families. Because ultimately, wealth is not
defined by how much money you have in the bank, but by the freedom you have to do the things you love—
on your time and on your terms.

So building wealth as a group of Realtors and a community involves building the wealth of our women, with
our leadership voices and coaching programs that create a central voice for us, where we feel safe, where
we feel heard where we are built up with confidence and compassion and can grow. If you're not already
in it, please join the badass women of real estate Facebook page. We welcome everyone who identifies as
women. We are super happy to have you and grow and share alongside with you.

BEATING BURNOUT

This market has been a marathon and not a sprint. A lot of us felt like the low inventory and the competitive
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nature for buyers would last a little while, but it has been going and going, all during a pandemic that has
made life very difficult and challenging for real estate agents.

What I'm hearing when I'm talking with real estate agents is that you are burned out. You might be afraid to
admit it; you might not say it publicly. But behind closed doors, | hear a lot of people, a lot of top achievers
saying, “We are doing great onthe surface, but inside we are exhausted, we are tired. We are just completely
done’

I'm here to explain to you how to beat burnout and achievement—a holistic guide to overcoming exhaustion
and expanding your business, even if you think you are 100% done. First of all, real estate is one of those
industries where we don't talk enough about how we are actually doing. We spend a lot of time talking
about the surface, the external, the results, the performance, but very few of us talk about what it's actually
like to be a real estate agent in the thick of it, selling houses and really making things happen day after
day, with an unpredictable schedule, unpredictable mortgage rates, and unpredictable inventory. So many
things that are going on out there are out of our control.

The best definition I've heard for burnout is when you start to have no control of anything for a very long
period of time. That's when you experience burnout.

THE OF BURNOUT:

When you are in the jaws of burnout, you have the J of judgment. You're judging others and
yourself on a regular basis. You hear lots of voices in your head saying things like, I'm never going to do it,
I'mfailing. I'm not succeeding at this. Or maybe you're getting burned out because you're in an environment
where there s a lot of judgment. So other people are being judged, and other things are coming up that are
full of judgment. And that is starting to erode your self-confidence.

This is where you stop feeling like you want to do the things you would have loved to do before.
Things like answering the phone, answering text messages, and showing properties, because things have
become so out of your control. Why would you continue to try and do the same thing and expect different
results? It starts to feel like, why even bother?

What does that person own? What do | drive? What's my income? All of
those things are prime ingredients for burnout when you stop thinking about who you are, who your clients
are, stop focusing on the people who are the heart and soul, but rather on the what. That is when we start
getting a very significant burnout problem.

When you're keeping secrets from yourself, from your family, from your employees, or from
your staff in general, where you just start to feel like, “I'd better not say anything about how I'm actually
feeling because that could result in loss of income, loss of opportunities. And when you do share those
secrets about how you're feeling, instead of being met with grace, compassion and help, you're met with
shame and blame and are shrugged off as if it's just annoying that you're going through anything difficult.
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HOW TO GET OUT OF BURNOUT:

The first thing you must dois take your power back. You start to realize | am a person worthy and
deserving of a beautiful life.

ENERGY: Get your energy back. We're very tired.
Itis soimportant to get rest.

Remove the circumstances, the people, the environment from around you that is hurting you
and is contributing to those jobs. If there is anything that is in judgment that makes you feel apathetic,
any environments that are just about the outcome, and especially environments where secret keeping or
even secret sharing are a part of, you must take action and get out of that to beat burnout; then you must
get control back, meaning acknowledge and be very specific about controlling what you can. Make a “no
regrets” list of what that means for how you work with all of your clients and the things you know you must
absolutely do.

Enjoy the finer things in life, the quiet moments, walks around the block with your dog or with your
family. Take back the things that turn you back into a who instead of a what. Get yourself out of the jobs
and get your peace back, your power back, your energy back. Take action, take control and enjoy your life
forever.

THE MOTIVATION MYTH

When agents come to me for help in their real estate businesses, one of the first things they'll say is, | need
someone to kick my ass. | need a person to hold me accountable, to push me, to force me and to get after
me if | don't do what I'm supposed to do.

I’'m here to chat with you about the motivation myth and secrets to stay motivated and fired up, without
the shame, torture and judgment we grew up with. We all revert back to what we know, especially when
we know we want to make a change. So we go back to our childhood. We go back to that time in our lives
where the only thing that would make us clean our room, do our homework, do the laundry or our chores
was a parent yelling at us. Then later onin life, we find ourselves struggling again. So we look to that same
type of behavior to motivate us once more because we're used to it. We're used to the exchange of | don't
feel like doing it. | don't feel like cleaning my room. | don't feel like doing my homework. I'd rather just watch
TV and eat Cheetos on the couch.

WHO DO WE LOOK TO?

We want someone to kick our ass. We want someone to be the parent who comes into the room and says, if
you don't clean your room, | am taking away your allowance. Now the only challenge with that is that brings
us through this cycle of never really shifting out of the feeling of not wanting to do something, and into a
self-sustaining totally independent mode where we're doing everything we want to do.
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Most people have a motivation myth. They think the best way to get motivated is to feel shame, to feel
some sort of torture, some sort of external force that’s judging you, or to play the comparison game. “Cindy
has a clean room,” or “Cindy always does her homework, and she’s going to be a lawyer or a doctor” Those
are the things we're used to hearing, so we're so attracted to that world.

WHAT IF THERE WAS A DIFFERENT WAY...

...to stay motivated for the long term that didn't involve having to get your ass kicked or having to go into this
dialogue space of every action that we do being a battle. Ever notice that when we talk about motivation,
it's a high-performance a battle—killing it, crushing it, we're in the trenches, we're fighting, we're pushing—
all that stuff goes back to those early lessons and conditioning we had when we were younger to do the
things we were forced to do.

So if we don't feel like doing something, we look outside, and we say, “Hey, be a jerk to me for me to do it,
and then I'll get it done.” Now, the coolest thing is, you don't have to live like that. Living like that is part of
what brought me into a space of burnout and real depression and sadness in my life. Because all the things
| really wanted to do were paid for by the things | didn't want to do. And so there was always this push-pull
between my life that | wanted to live and my life that | didn't like, and the stuff that | didn't like became a
negative loop over and over and over again. And the only way to get myself to do it was to use negative
words such as fear and shame and stress.

But | figured out a way, with the help of lots of coaches and mentors and great, great friends over the last
year who've helped me break free, and I'm going to share those with you.

When you're in the mode of shame and judgment, you're thinking of all the things
you should do that you don't have clarity on, which is the gap between should and what's missing—that
clarity that says, if  do this, | get what | want. If | do this, I'm acting in my values. If I do this, I'm doing exactly
what | need to do to be the best version of myself that is full of joy and love and truth and light and all the
amazing things that go with it.

So having that clarity gets us from | should do this to can you kick my ass so | do it because | know | should.
Once you have clarity, this should turns into want. We never do the things we should do—we do the things
we want to do. All you have to do is see how cleared out your closet is, or whatever open loops you have, all
the stuff that’s going on that you should do, you're clearly not doing.

Transitioning it to a ‘want to do’ is a huge game changer. All of a sudden, instead of thinking, Oh, | have to
get motivated, you start to think about, what do | want to do today? What's the outcome | want, not what's
the thing | should have to do?

Replace the torture of yourself with self-trust, self-compassion,
and self-assurance, knowing that everything you are doing, you're doing because you want to, not because
someone told you to not because someone kicked your butt, not because you're in a battle, you're in a war
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where you have to do it or you're going to lose because the battle always has that element of fear. You get
to do it from a space where you take back your power, your voice, and once again, become who you are at
the center and not what you are, what you accomplished, what your income is, what your car is, all of those
things.

When you take back your control, you go from should to the want. You get the clarity in between. You
will get out of that phase where you're constantly looking for external motivation and relying entirely on
internal motivation. Be the you you deserve. You are worthy of a life that doesn't contain shame and blame
and ass-kickings to stay motivated.

STEVE DE LAVEAGA

RISE Consulting || riseconsultingnet

7 INTANGIBLE TRAITS AND SKILLS YOU NEED TO BE SUCCESSFUL

Tangible traits get too much credit. Tangibles are things like intelligence, what school | went to, what my
name is, was my family in the business. Intangibles are things people overlook.

| work 465 teams today. I've ordered over 2,000 teams across the United States. | can see traits that are
absolutely relevant to every bit of success. They are:

You are what your scoreboard says you are. Too many people want to try to
oversell or overclaim. Stop that. Be honest with who you are and what you are. You are transparent
with what your skills are and what your weaknesses are.

So many people are going to tell you,
this can't be done, you're not good enough, you're not smart enough, you can’'t do this, this has never
been done. Listen only to your voice. If you only listen to your voice and take the naysayers out of it,
you have a great chance of success.

As you go through this process, tell yourself, my voice has to be the loudest because I'm going to
outwork, outhustle, out-engage everybody to make sure | make the goal when | want to. Because

if you listen to people, all of a sudden your effort gets less, your intensity gets less, your desire for
success gets less. So block out all the negativity and be somebody who can say, I'm going to listen to
my voice the loudest.

That doesn’t mean you work 20 hours a day, but
you're going to be intentional about your work. Every single day, you're going to sit down and say I'm
going to do these things, no matter what happens. That means some days, you don't feel great. Some
days, you're tired. You had a bad day. The reality is, you're going to outwork 99% of your competition,
regardless of how you feel or what happened that day, or any of the other noise or annoyance that
happens.

Be willing to ask for help. When | was playing basketball, | learned early on that there
were many people better than me. So | went to them and said, “How did you learn to do a three-point
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shot? How did you learn to do a step-back shot? Have you learned that if you use a post boom, you can
score against anybody inthe space?” People in every space are always looking for someone just a little
bit better in one aspect so they can go out and engage them. When you're humble, you don't have any
ego. Ego is a killer, but confidence is required.

Here's the reality. You have to love a hard battle. You have to love the fight. You have
to enjoy failing forward. You have to love the fact that failure is good. I've got news for you. Everybody
can doit. But to be great, to be exceptional, to be elite, you have to invite failure, be resilient, bounce
back and then go tell yourself, your voice, your work ethic, your engagement with somebody who's
better at than you, that’s going to be critical going forward.

Likability isimportant. People do business with people they like. Players play harder for
coaches they like. People want to be involved with people who are likable, so work on being likeable.
Work on listening more than you talk.  have a rule when I'min a meeting. He who talks the most loses.
Listen, two ears, one mouth. The reality is, likability is a huge skill like everything else. If you want to
grow a big business, you want to recruit amazing talent, you want to make millions of dollars in your
life, being likeable will be a requirement going forward.

That message is different depending on who you're
talking to. If I'm talking with someone who is a high D, who can take tough conversations, who would
rather | was honest than gentle, | can go right at him. When I’'m talking to somebody who's hard on
themselves, who has a hard time with negativity, | have to sit them down. | have to have a conversation
that might take 60 minutes. Normally when | have a conversation with somebody it takes six minutes.
But | can't come at them right on. | have to come at them like this. | have to slow down, change by tone,
be part of the solution. They can only be as good as the leader you are.

My small level of success was based on doing these seven intangibles. They're more important in real estate
thanthe tangibles. The intangibles will determine the greatest of your success. You can be good with talent,
but you can't be great with talent alone.

DAN BEER
San Diego, CA || soldbydanbeer.com

HOW TO BUILD AN INSIDE SALES TEAM

| am the creator of insidesalesplaybook.com. Last year, we closed $336M in real estate. At the center of
that conversion engine is our inside sales department. But not every agent knows how to build or run an
inside sales team.

They never give themselves a chance to succeed because they treat it like it's on the side. They
offer minimum wage. They put the lowest amount of effort and energy into it.

Put inside sales at the core. It's what your entire sales process should run through. And it’s
that mindset, that change in how you view it that is going to make all the difference in the world. Treat it
with the respect, energy, effort, resources, and investment it deserves.
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WAYS YOU CAN USE YOUR INSIDE SALES DEPARTMENT:

As a recruiting tool. At the Beer home team, great agents are bringing on productive agents, not just
newbies, but people who have been doing 1,220-plus home sales a year on their own, but they want to be a
part of the team. Why? Because you can scale, share the work, and nurture longer leads.

Agents are sometimes used to being on teams where they're getting beaten down over not following
up or their pipeline dwindling. But the agent never wanted to do all that. The agent wanted to go from
client to contract. We wanted to work with people to sell houses, solve issues, help people and do the real
estate thing. This is why most brokerages and teams are solo agents either having to have constant tough
conversations with their team leader or just with themselves because they care.

As aretention tool. Once you live in that space of client to contract, it's very hard to leave the team, and all
of a sudden you have to do everything on your own, let alone the other 10 or 15 hats you'd have to wear.

MARKETING SPENDING:

We do seven figures a year in marketing spend. Why? Because | know exactly where the leads are going to
go. | know exactly how they're going to get responded to. | know exactly how they're going to be handled
and what that phone call is going to sound like and what's going to happen if they don't pick up the phone
and how the follow up call is going to go.

Soit gives me confidence in my marketing. When I have confidence in my marketing, it gives me an advantage
over those who are not willing to play as big. So if you want to build your inside sales department, you have
to understand how central and core it is. Those who are doing it are going to soar, and those who don't are
going to get left behind because times are changing. So treat it with the respect and understanding that it
belongs in the center of your sales process, not out on the fringe.

KEITH COLLINS

keithcollinsteam.com

LOW APPRAISAL INSURANCE

I'm using a simple technology to help guide our customers with what is traditionally a pretty complicated
process. The lowest interest rate is not always the lowest cost. And | believe, in 2021, customers may not
be getting the wrong loan, but they might not be getting the right one either.

So how do we identify which option is the right option over time? We have to have a smart, effective and
efficient technology that stack and ranks loan options against each other, and then projects them over time.

One customer might be in a home for three years, the other customer might be in a home for 15 years. The
same mortgage program probably won't be the right mortgage program for both of those people, because
the second one is going to be in the home longer.

So we're using this technology to help combat two problems that most of us face in this tight inventory

market:
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In this crazy real estate market, we're asking them
towrite some pretty aggressive offers, maybe ones without a loan contingency, and maybe ones without an
appraisal contingency. But we know as modern real estate professionals, these are the things we have to do
to win transactions. But these are also the things that scare our buyers, especially first-time homebuyers.
So we've got to have really smart ways to be able to show them that, hey, we've got solutions in case the
property doesn't appraise.

One of the questions | get all the time from a listing
agent, when I'm calling to advocate for buyers behind an offer, is do the buyers have the funds to pay the
difference if the property doesn't appraise? And my answer most often is, the borrower’s don't have to pay
the difference. And that stumps them, because there’s this misconception that you have to come in with the
difference if the property doesn't appraise. And that'’s just not accurate.

We have this conversation ahead of time. This particular client was making a $500,000 offer,
but we were concerned that the property might appraise for $490 or $480, but not less than $470. The
clients is cool with this, but they want to make sure that the payment doesn’t get out of line for them, and
their cash to close is within a number that they can handle.

Sointhe column on the left, we put the $500,000 purchase value. Putting 10% down, we have a payment of
$2,635 a month. The cash to close, which includes the down payment and closing costs, is about $65,100.
And this is where it gets interesting. In the next column we show what happens if it appraises at $490, but
the seller doesn't adjust the price. So we're still at a price of $500,000 The rate moves up a little bit. And
that's where we're using these numbers and mortgage insurance to get creative.

You could use a single-frame premium mortgage insurance program, but we're adjusting the rate up a little
bit and using that difference to buy out the mortgage insurance. The payment $2,666 a month, which is
really only $30 more per month. So it appraised for $10,000 less, but the payment only goes up $30. And
here's where the magicis. Check out that cash to close of $65,700. We only have a $600 increase in out-of-
pocket expenses when the property appraises for $10,000 less.

In the third column, we have the appraisal value of $480 with a $500,000 contract price. The mortgage
payment stays the same at $2,666. That's only a $30 increase the cash to close is the exact same.

Then in column 4 is the $470. This is where we see a bit of a number change. The payment is $2,650. The
cash out of pocket is $69,000 instead of $65,000. So we have a $4,000 increase in out of pocket, but it
appraised for $30,000 less. This is where we can get creative and have confident conversations with our
customers and their agents.

HIGH-VALUE PARTNERING:

The loan officers have to come alongside our real estate partners and advocate on behalf of our buyers
with the listing agents and provide creative scenarios using programs and tools like this. This helps them be
confident in this crazy real estate market and win the property.
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DAN NOMA
Scottsdale, AZ || irealestatepro.com || https:/Amwwwilinkedinconmvin/dan-noma-31a54543

THE POWER OF THE INSTANT OFFER

When | started getting involved with the disruptors out there in the marketplace—Open Door, OfferPad,
Zillow—I thought my world was changing. | thought they were here to take my job and that | needed to
find a new job. But once | dove in a little deeper, | realized that this was a tool for my business that | could
leverage.

MY STORY:
| have 5-year-old triplets. There is no way | can get my house show-ready ever. Not even just for pictures.
So | started thinking about iBuyers. What is the cost of convenience?

As | travel around the country | ask agents about iBuyers. The pushback is always that they would get more
money if they put it on the retail market. That may be true, but think about my story. What would | be willing
to give up in dollars and cents for the convenience of an instant offer?

So | started thinking about other consumers and what other scenarios in which they might be willing to
give up some money. Instant offers are solving problems that we didn't even know real estate agents had
because taking houses to the retail market has always been the only available option.

DISRUPT OR BE DISRUPTED.

MARKETING MESSAGES YOU CAN LEVERAGE WITH IBUYER:

“What if | told you, Mr. and Mrs. Seller, that you can sell your home and you can stay in your home for up
to two weeks post-closing at no additional cost so you can move into your destination property without
having to worry about a simultaneous close?”

How many times have you had a moving truck sitting in the driveway of a property because you had to wait
for a simultaneous close? We've all been there.

iBuyer technologies are here to stay. My message to you is use these iBuyer messages to your advantage.
Leverage these opportunities with these companies and embrace the change. Embrace the key consumer
value propositions that they deliver in your marketing messages. Change the message so that the consumer
doesn't have to choose agent or iBuyer. What if they could choose to work with their trusted agent that
they've always had, but also get the convenience offered by these buyers?

They can. Disrupt or be disrupted. Embrace change to your advantage.
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NICK WALDNER

waldnerwintersteam.com

ARE YOU OVERPAYING?

| had a question come in today that | thought was pretty interesting: “What script are you using for buyers
who are afraid of overpaying? That's really an easy one for us.

One of the things we decide up front is what type of buyer you are. If I'm talking to a buyer, | might say, “You
know, there are basically three types of buyers in this market:

| like the house, it could work for us. If | get it for a good price, | want it.

This house checks a lot of boxes. | really want to make a run at this and make my offer strong.

What do | need to do to not lose this house? This is absolutely the one for my family and | want it.
The first step is understanding where they are in their mindset of one, two or three. The threes are easy.

You do your research and try to figure out what exactly will win that offer and see if that's something they
want to do.

When it's number one or two, you want to push them to their comfort zone. What | usually tell people is,
“The most you'll pay is $450. If someone else paid $451 and you found that out, would you be upset that
you lost it? If the answer is yes, maybe we should go a little bit higher. And you keep going up until Oh at
$465, if someone is paying $466, | don't want it. Great. $465 is our number. So using their motivation to
understand what they truly want and helping them attain it.

DENISE DONOGHUE

The Mortgage Nerd || mortgagenerd.com

LOW INVENTORY: SHOW YOUR CLIENT THAT BUYING NOW IS BETTER THAN BUYING LATER

Like lenders, agents are getting the question, Should | buy now, or should | wait? When you're partnered
with a modern mortgage advisor, we can help answer this question with facts, numbers and data, which
reduces the desire to make a decision based off of emotion.

Clients know that we have a biased interest in helping them buy now versus later. So sometimes they don't
really believe what we might say. They might be thinking that we're just trying to collect a paycheck. But
when they see the numbers, they understand the logic and are able to make an informed decision.

If you were to buy a house today at $450,000 with a 2.75 interest rate, you're going to have a
monthly payment of around $1,469. But clients out shopping might say to their agent, I'm just not finding
anything in my budget. | think I'm going to wait a year. But | can show them, based on 5% appreciation of
current home values, which we know are kind of low right now, that that same $450,000 house is going to
cost $472,500 a year from now. That's $22,000 in appreciation.
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But what else changes is the interest rate. Interest rates are the lowest they've ever been, but they're not
going to stay that way. So let’s say the interest rate goes from 2.75 to 3.375. What does that actually do
from a numbers standpoint? Well, that same home a year from now is going to cost roughly $200 more a
month. And we can show your client that. So when we share that, they may think, well, | don't have $1,670
amonth to pay for a home. My budget was closer to $1,470. So if they wait, with the price and interest rate
increasing, it's going to cost them more money.

The other thing | love to show clients using the Total Cost Analysis that really opens their mind is when
we fast forward over five or 10 years. Over 10 years, for example, it's going to cost them over $26,000 by
waiting just one year to buy. So you have supporting documentation to show that now is the right time to
buy.

You can partner with a modern mortgage advisor who can show your mutual client charts that show
numbers like this, which are digestible, and it opens their mind and helps them make an informed decision.
This is just one example of how partnering with a modern mortgage advisor can help your clients make an
informed decision.

RENE RODRIGUEZ

amplifymylife.com

AMPLIFYING YOUR INFLUENCE

Stage can be ascary place. All eyes are on you, judging every word that you say, every movement you make,
just to see if you're going to add any value. And if you don't, well, you're done. But this isn't the only stage.
Every meeting, every face-to-face interaction, every phone call carries the same pressure, and the same
consequence if you fail. Oh, yeah, now, you have to do all of that virtually, with less space, bad lighting, and
horrible audio, and the expectations, they're still the same.

What a lot of people don't understand is that everything you do either contributes to, or takes away
from—your influx, your body language, facial expressions, voice inflections, sequence of language, micro
expressions, timing—all are part of the equation of leadership. And I'm not talking about public speaking,
storytelling, or even inspiration. All of those are a means by which we achieve what we're all here to learn,
whichis influence.

I'm going to give you the tools I've gathered over the last 20 years and reveal the secrets of the world’s
most powerful communicators. You're going to learn everything from the neuroscience of influence to
storytelling, even how to shift perception, which willliterally change people’s reality. | get this crazy question
all the time, if | find any Jedi mind tricks. Yeah, we're going to cover those too.

One of the biggest changes we're all facing right now is that everything that we learned about body language
has changed. When you're live and in person, you can see my hands move. But in today’s world, that box has
gotten a lot smaller, and we have to learn new skills. These skills are changing. The ability to tell your story
and communicate anidea in a way that people not only will listen to you, but act upon what you're saying, is

truly one of life’s greatest experiences.
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| want you to think for a minute what just happened. We started with this amazing video, high-quality,
masterclass-quality video, and then we transitioned to awebcam. Think of how fast | lost credibility. If we're
not showing up in today’s virtual world professionally, we can lose credibility instantly.

We are being bombarded with over 60 billion messages a day, through all social and digital platforms. We
are spending 11 hours a day just on our phones in front of digital and social media, looking at over 300 feet
of scrolling content that's over a football field long. We check our phones 1,500 times a week and we check
our email 30 times an hour. There are a lot of distractions out there and a lot of options. And if we're not
capturing your attention right away, we're moving on to the next.

We are in a distracted world full of content. And now what's even crazier is before, you talked to the
executives that were making movies. Now, all of us are creating content. We have streamable movies of
every kind everywhere. So not only do we have more, we have even better content. But the biggest thing
we have is that we have choice. If we don't like it, we can swipe, we can scroll, we can change. So if we're not
liked, if we don't capture attention in the first three seconds, we're not even in the game.

But today’s world is not only about capturing attention, it’s also about building trust. That's what Amplify is
all about and that’s what influence is about. If we don't capture someone’s trust, we're not even in the game
to be able to deliver a value proposition.

Research says there is an actual science to influence. There’s a sequence to it when we understand the one
thing we all have between our ears, and we learn to communicate in a way that the people listening will
actually follow. Now all of a sudden, we're able to communicate ideas and influence behavior. At the end of
the day, whether it's leadership, selling, or some sort of persuasive capacity, if people don't act on what you
say, you have not created influence.

The one thing we all have in common is we need to be able to create trust with those we do business with,
but trust in a very specific way. If you're sending a recruiting message, you need to be able to get people to
trust that you're the one they should work for, that the culture and the promises you made are going to be
kept. If you're in a capacity of talking to an end client, that they can trust you to have their needs met, and
to protect them along the process.

So whatever it is you're trying to communicate, trust is the most important thing. And I'm going tell you this
right now. There is one secret weapon to accelerate the process of creating trust. Before | tell you what it s,
| want to go through seven examples of what it’s like not to communicate well. Sadly, these seven examples
came from an actual presentation, something that | watched, called a pitchfest.

These were seven different real estate agents, brokers and broker owners—people that were talking about
why their company was the one to work with. And | want to walk you through the first 10 to 15 seconds.
And what you'll notice is, within the first three to seven seconds, you're either hooked and you're watching,
or you're saying please, God help me move on to the next.
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He begins his presentation something along the lines of: “You know why | love our
company? Because they are all in on us. They're going to give us deeply discounted benefits. We have some
of the best technology, some of the greatest culture.

Now, immediately, you already know that this is overused language. It didn't affect you. It didn't capture
your attention, we're moving on.

She asks us to do things that felt a little bit awkward. There are awkward pauses,
she’s unsure, she hesitates. She comes out and says, ‘At the end of the day, it’s all about being human. And |
want you to imagine a place, a world if you will, where agents are incentivized to work with one another, to
grow their personal brands.

Now all of a sudden, we don't know what we're imagining and why this tone of voice is being used. We know
that it was a really good intent to try to capture our minds, but we weren't ready for it. We don'’t trust you.
We don't know you. Don't ask me to start imagining things, especially when you start hesitating your way
through it.

The jester likes to start with a joke, even a self-deprecating joke, forgetting that they're
in a pitchfest. They're going against other people trying to compete for who has the best message. So this
guy comes out and says, “Yeah, | want to thank everybody for having me out here. And you know, | can
only imagine the selection process from this. They were sitting around saying, Well, you know, who's the
dumbest guy we know? | am. So why don't we have him do it. So it's great being here? Not at all. Seriously,
though, I really do pride myself in surrounding myself with people that are smarter than | am”

So he basically just told the entire group that everybody on the stage is smarter than him. The joke was
more for himself than he did for the audience.

This man works for a very large company owned by even a larger organization. And
that’s where he began. He comes out thanking everybody for being here. “Thank you for the opportunity.
Hey, guys, the end of the day, we are owned and powered by X company.”

That did it for me. Like, that’s all | need to know is that you're part of a big company. What are you going to
offer me? We're very selfish listeners in a world where we have options. If you're not serving my need, if
you're not meeting my need immediately, I'm not paying attention.

“Well, first, | want to thank everybody for being here. And you know, John and Sally,
you guys have put out a really great event. | just love the stage and just everything and just congratulations
to all the other people that are around me here. You guys are all rock stars, and everything”

Remember, we're trying to influence behavior. I'm not saying it's not good to be grateful or gracious, |
think that’s a very good human trait. But in certain scenarios, when we're asking for value, we're asking for
information, it becomes a waste of time.
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Thelast speaker came on,and immediately we were all captured; we were all enamored,
eating out of her hands. The one thing she did differently is, she told us her story. And then she made her
story relevant to what was going on. Her story went something like this.

“It was an early Sunday morning. My husband and | are sitting along our chain link fence watching our two-year
old son being airlifted away to UNC Chapel Hill Hospital. He had been diagnosed with a damaging neurological
disease, knowing that his life would never be the same afterward. And me as a mother, but medical bills started
piling up. Questions started running through our minds in terms of what are we going to do. And just like a lot of
stay-at-home moms and dads, | looked into real estate. And the first thing | did was looked in my community at all
the different broker options. And | knew that there were two things that were really important to me. Would they
understand my lifestyle? And did they really, truly believe in putting family first? And secondly, did they understand
marketing and how the world has changed? And how people buy? \Was their marketing sexy and attractive? And did
they really, truly understand social media? What | came to find out really quickly is that none of them had any of
those solutions. So me and my husband got to thinking, what if we started our own? And so that's what a lot of new
entrepreneurs and a lot of brokerages do. They go out there and they start with what they feel is missing. Because
the reality is, everyone in this room has a different story. It's not about splits. It's not about technology. It's about
being able to sit across the dining room table connect with somebody around what their story is, and show them
that you are there to help guide and create that relationship to help them get into their homes.”

Now | canjust stop right there. The hosts came out said you know what guys, we need to stop for a minute.
We've been talking about the power of story. It was honestly embarrassing for the rest. All she did was tell
astoryand correlated that story and strategically implemented the value propositions that were important
to her.

And the cool partis, when you authentically tell your story and how you create something or why you chose
to do something, no matter what the reasons why, those are the value propositions. And when you share
them in the context of a story, we just listen. And so, if we believe in what it is that we're doing, we need to
understand our own personal story and how to tell it.

ONE CASE STUDY:

Sam is an lowa country bumpkin. That’s how he likes to describe himself. He uses a lot of arms and ahhs and
claps and things like that. He built self-awareness, and then that self-awareness gets him to stop his arms.
But the stress leaks out into a clap. And once he stopped all that and learned the process of how to tell his
own story, it added to his value proposition and weaved it together into a seamless message.

Once people create a sense of self awareness, have a feedback system and are willing to commit to learning
the process, it can be life changing. This is the Amplify formula. That is what we call frame, message, tiedown.
That three-step process is the secret weapon to creating influence. It's what the greatest influencers and
communicators all over the world and throughout history have always done. They understand that we
understand the world through frames of reference. So we need to be able to control how that happens.
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Our personal story is the most powerful way to do that, because it illustrates what our values are, where
we're coming from and what our intentions are, because it's not about a current value proposition of what
I'm selling. If it's a safe historical story, the brain is able to accept it. And if the brain resonates with it, buys
into it, believes the same things you believe, now all of a sudden, there's a connection, and that connection
creates the frame to understand the value proposition.

There are three market forces at play right now:

of highinventory, which is needed to increase the sense of urgency on the part
of buyers. Interest rates are at an all-time low, making the whole process highly, highly competitive.
And if you don't learn how to stand out to tell your story, or how to communicate and understand the
science of influence to get the offers accepted, you're going to be behind the eight ball.

, and social changes that have happened right now. Our values have shifted more
to being group-centric, where we're looking for unity. Once that was taken away from us, we started
missing it. Our values of empathy, community, kindness, connection, and security are at an all-time
high. And | can't think of a better way than through homeownership. Then to put all of those together,
you right now are poised to be able to create massive change in this marketplace and make an impact
on the world.

. 60 billion messages, 11 hours a day on our phone, 300 feet of
scrolling and 1,500 times a week. We're checking our phones 30 times an hour, and we're checking
our inbox every 60 seconds, we have 400 new users on Facebook, 317,000 status updates, 147,000
uploaded photos, 54,000 shared links. That's just every 60 seconds. And on Instagram, 25 million
photos and videos per day are uploaded, and 500 hours of content per minute on YouTube.

We have options. Things are moving and if we're not capturing attention and building trust immediately,
we're not even in the game.

JOIN ME:

| want to invite you to join me in the Amplify learning experience. We do it virtually as well as in person. Go
to amplifymylife.com. We have about 32 spots available for the rest of the year. Each courseis limited to 10
people. It's a three-day, life-changing, life-transforming experience, And for the next 24 hours, we're going
to do something we never do. We're going to offer you a $500 discount. Enter the code you see below to
get that $500 discount.

You all have a story to share. This world needs what it is you offer. And | want to show you how we can take
that story from your heart, to speak it through your mouth in a sequence that the brain understands and
can act upon. This is what | do. This is what | love doing and | can’t wait to work with you.
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KYLE WHISSEL

kyle@whisselrealty.com

THE KEY TO EXECUTION

Have you ever been to one of those amazing real estate conferences that are 234 days long, you get to
hear from some of the most amazing speakers in the world that are crushing it in their respective business,
and you get ideas for days. But there's one problem. You get home from that conference with nothing more
than a cool story to tell and a hangover. I've been there.

Why are those people up on stage crushing it And I'm going home with a hangover? The difference is, those
people execute.

IDEAS ARE WORTHLESS WITHOUT EXECUTION.

Have you ever watched Shark Tank or Dragon’s Den or one of those shows, and one of these entrepreneurs
gets that opportunity to present this amazing idea they had. And we sit there and think to ourselves, dang
it, | had that idea. We've all been there, right?

EXAMPLES:

When | was in college, | was in my dorm room. And | went on this website to buy some clothes and went
on that website to buy some sporting goods and went on the next website to buy my books for class. And
| was thinking, this is a pain in the butt. I'm having to go to all these different places. What if | could just get
everythinginone place? And | came up with this idea. It was called “mall mayhem.” And | said, what if | could
just build one website and you could do everything from within that one website? | could buy my books. |
could buy my sporting goods. | could buy my clothes. Did | have that idea before Amazon? Maybe. But the
difference is, | didn't execute on it. Jeff Bezos did.

| don’'t want you to walk away from today thinking “I had that idea” and then be frustrated with yourself
because you didn't execute on it. And so what | want you to think about is all of the amazing speakers that
are a part of this event today. Veronica Figueroa is an amazing, strong, powerful woman. | love her. She has
Zillow on lock. We all would all love to have the type of relationship with Zillow that she has. But what's the
difference? Veronica sat in those conferences. Veronica saw those people up on stage that were killing it
when it came to Zillow.

But Veronica didn't just go out at night, get wasted and wake up with a hangover the next day. Veronica
executed on those ideas. She's now known as the queen of Zillow. Every time Zillow comes out with a new
product, Zillow offers, Zillow flex, guess who's getting that account? Because Veronica just didn't just take
the idea, she executed on it.

Seth O'Byrne and | came up right around the same time in this industry. We both did a ton of short sales.
But Seth had an idea at that point that he wanted to go out and crush it with luxury real estate. Here we are
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years later, and Seth sold over $100 million in homes last year. Seth helped build a nationwide television
show. Seth earned his own HGTV show because he didn't just have the idea that he wanted to go sell luxury
homes, he executed on that idea.

Jason Mitchell had the idea of cutting out middle-men. Why do | want to chase deals and go sell Bob's
house, who then refers me to Mary, who then refers me to Sally and do these things one at a time? What if
| could build relationships with some of the biggest institutions in the nation, some of the largest banks in
the world? And now instead of having to go from Bob, to Sara, to Sally, and Mary, and all these people, what
if | could just go to one of these big banks and be their go to person. So now, when somebody pre-approves
with them and wants to buy a home, that person gets referred over to Jason. What if you could build that
relationship so strong that you weren't just that go to person in your local market. What if that relationship
was so strong that Jason could go anywhere he wants in the entire country and be that go-to person for
that bank? He's going to do over a billion dollars in sales, because he didn't just have the idea to build these
relationships, he executed on those ideas.

ARE YOU THE “IDEA” PERSON OR THE “EXECUTE” PERSON?

Are you the person who shows up to Zoom late, hung over, doesn’t have your camera on...

Or are you the person who gets there early, you've got your camera and microphone on, you're fixing your
hair, checking your background, making sure everything is perfect, putting your phone on “do not disturb”
because you're locked, loaded and focused.

Let's say you're at an in-person conference now. Are you the person who sits in the back of the ballroom,
maybe stands against the wall so that if a call comes in, you can jump out and grab it? So you could be texting
the entire time or on your laptop while somebody is on stage. You've got Veronica, Seth, or Jason on stage
and you're sending emails and writing contracts.

Or are you the person who sits in the front of the room? Who gets there an hour or two early so you can
reserve your spot at the front of the room? Do you put your phone on do not disturb? Do you not even think
about bringing your laptop? In fact, you look at everybody who has a laptop and wonder what they're doing?
And when Veronica or Seth or Jason are on stage you're feverishly writing down notes?

Well, one of those people is going to execute, and one is not. | want you to think about which one you are.
You want to be that person who executes. Because the person who executes is the person who gets the
relationship with Zillow...the person who crushes it and sells hundreds of million-plus dollar homes. It's the
person who has the relationships with the largest banks and institutions in the country.

WHAT’S NEXT?
You've got the ideas. You're at the event. You're writing down notes. You're fired up. And you're motivated.
Now the conference ends. What do you do?

Do you run up to your room, throw your workbook on the bed, change into some fun clothes, head down to
the bar and get ready to turn up all night? Or do you sit down and reflect on the day?
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MY RECOMMENDATION:

This is not complicated. It's simple. Some of you are going to be of the type you'd like to have a permanent
visual, maybe up on the wall or up on a window and some of you are going to like a more digital system. You
want something on your computer you want to an app on your phone.

Whichever way you work, manually or digitally, make three columns and label them as:
Do, Doing, Done
There are apps out there like Trello that can do this.

Then at the end of the day, while it's fresh in your head, take all of those ideas and figure out which ones
make sense for you to implement into your business. Don't wait till the conference is over when you can't
remember and you have a million emails to follow up on when you get to the office. Then prioritize them.

For instance, let's say you use simple Post-It notes. Red is for the most important ideas. Yellow is for the
second-most important. Green is for third-most important. You can also color code in an online system.
Now you've got 100 ideas in the “do” column. When you first start, | want you to only move one thing into
the “doing” column, no matter how amazing you are at multitasking. Resist that urge.

| would much rather you focus all your attention on one idea so you can ultimately move that idea from do
todoing to done. When you see that done list grow, it feels good. You want more of it. You get a high off of it.
It's a really good feeling. And | want you to have that feeling. Because then when you get to that next one
you start to get in this rhythm. And now, they’re not just ideas, you're actually executing on them.

This is the difference between the agent who shows up late to Zoom and doesn’t have their camera on and
the agent who's there on time with their camera on and is focused and ready to rock. This is the difference
between the agent who shows up to the conference and sits in the back of the room or the front of the
room.

Be that person who's early to Zoom and sits in the front of the room. Be that person who takes notes. And
most importantly, be that person who goes to your hotel room as soon as the event is done and implements
the “do, doing, done” system. Because when you're done with the Real Estate Summit today, you are no
longer going to be that person who's full of ideas. You're going to be that Veronica, Seth, or Jason who
executes.

Q&A WITH LANCE CUSTEN, President/CEO Realtycom
HOSTED BY STEVE DE LAVEAGA, Founder/CEO,Real Intelligent Sales Engagement (RI.SE)

STEVE: “You've been in technology almost your whole life. You sold companies for over $350 million to
very big entities. Then you got into real estate. What is your WHY on that?”

“Iwasthe CEO of HostGator.comuntilwesold. | spentafewyearsas SVP of internationaloperations
at Endurance International Group. After that, | moved back to Florida and | started flipping homes. | got
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myself areal estate team and | started buying leads for them. And | said, if I'm spending $30,000 to $40,000
amonth,  want something in return that | can be proud of.  went to Zillow, | went to Homes.com, | went to
Realtor.com, and | said, what can | buy where | can have actual presence to where | could be proud to send
acustomer? It didn't exist at the time and | knew there was something there!

STEVE: “Thisiswhere | love your model. So in realty.com, you can go to LaJollarealty.com and they only see
him. So it was an exclusivity and branding deal. And you decided four or five years ago when you bought the
domain you were going to build that out?”

“Yes. We bought realty.com and rebuilt it from the ground up. What we are today is a nationwide
real estate portal where the city is your website. You get an exclusive city. Every city in America has their
own agent. In San Diego, we have Kyle Whissel. In Orlando, we have Veronica. We do this all over the
country. The city is your website. You buy unlimited leads and you build it almost like your business.”

STEVE: “Realtors, this is important, as you've heard a lot of our speakers talk about personal branding/
You've got to build your brand. What | love about what Lance does is he allows you to own a brand within his
brand. You don't roll through separate agents where sometimes they get this person and sometimes they
another person. It's agent exclusivity?”

“Correct. We only allow one agent or team or brokerage per city. And once that city is gone, it’s
gone forever. Because it's your website and your brand. You are that exclusive agent. On every listing, they
see you.

STEVE: “You're big on traffic. What are your numbers?”

“Yeah. We get an average visitor every second to the website. We have millions of pages indexed
in Google. We rank number one for the keyword realty. We're one of the original real estate sites on the
internet with our domain authority. And we're just growing everyday by leaps and bounds on traffic”

STEVE: “You and | talked about how there are closed ecosystems and open ecosystems. A closed ecosystem
is something like a Zillow or an Opendoor that has their own portal, their own agents, or Redfin where they
are employed, whereas an open ecosystem is like, hey, | want the best-in-class for Realtors, lenders, etc.
Talk about the differences and why you went open ecosystem.”

“Part of the reason we're an open ecosystem is we want to be available for everyone. We want any
brokerage anywhere to be part of it. Being an open ecosystem gives everyone an opportunity to be part of
our family. And with Realty, it doesn't matter if you're the best agent with the best team. You can have your
own brand within your brand’

STEVE: “So you've got Realty. You've got a brand and millions of pages. And every realty business ends in
that word, as in John Smith Realty, Scott Realty, etc. What does the future look like for this modern real
estate agent/team that you're now partnering with all over the U.S. who are winning? What does that group
have to have in your mind to be super successful?”
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“The most important things are being able to work with a customer, converting them, having the
best options, offering instant offers. That's huge. Every client wants an instant offer these days. We get a
lot of listing leads and we get a lot of people asking for an instant offer on their home on our website. Then,
as you grow with us, when we become one of the dominant real estate portals in America, just have enough
people to handle all your leads.”

STEVE: “One of the things | loved about this event, being a modern realtor and having true best-practice
practitioners speak is, a number of them are also your clients. Why was it so important to you to be a part
of this event?”

‘| think this is a great event. | love everyone at the R.I.S.E. team working with you, the agents that
are on our platform, many of our customers are people here presenting today. They've been a pleasure to
work with. And | just really like working with everybody involved with this event.

STEVE: “So now I'm a Realtor and I'm watching this. | want my brand. | want to convert leads with your
program. How do they get involved? How can they reach out and have an overview?”

‘I can't promise your city’s going to be available. But the easy way is to email sales@realty.com.
You'll end up speaking to one of my representatives, who will price up a city and will get you an executive
presentation of how it will work. Remember, it's one agent per city so once the city is gone, it's gone forever.
Then once you sign up, it takes about a week or two, but it's a six-month or one-year contract. And we
keep it super simplistic. keep it super easy super simplistic. We haven’'t had one person leave because they
under-promise and over-deliver every single time”

KELLY ZITLOW

Scottsdale, AZ || houseloan.com/kelly-zitlow-mortgage-lender

HOW TO SOLVE THE “LOW APPRAISAL’ CHALLENGE

| have been lending for over 25 years but | am a modern mortgage advisor. And this is something that
you want to be talking with your loan officers about, because the business has changed how we present
information to the buyer.

Mortgage Coach has made such a huge difference for my business and for my real estate partners, because
we're able to take very complex scenarios and break them down.
In today’s seller’'s market, we're seeing:

e Appraisal contingency waivers

e Houses appraised for less than the purchase price

e Buyers having to come up with money between the down payment on the appraised value and the
spread between the appraised value in the purchase price.
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ANYTIME, ANYWHERE TECHNOLOGY:

Buyers can view their Mortgage Coach Total Cost Analysis on their cell phones. They can be out shopping
and just pull up that analysis and look at the estimated funds to close or the payment on a particular price
range. And they can share it with family and with you, the Realtor.

PREPARING CLIENTS AND THEIR REALTORS FOR LOW APPRAISALS:

In this market, now more than ever, we're having conversations with our buyers up front. And we're using
Mortgage Coach’s modern technology to break down barriers so they are fully equipped to succeed in this
market.

Let’s say a client is looking for a house. They write an offer. Maybe they're in a multiple offer scenario, and
the purchase price comes in higher than the list price. With a Mortgage Coach Total Cost Analysis, they
have complete transparency into how all the numbers work.

When you do this manually, the client would get 10 different good faith estimates and customers would
have to compare line by line, such as funds to close. With a TCA, the scenarios are side by side.

EXAMPLE: This is areal-life situation. | showed them four different options side by side using a Total Cost
Analysis:

The purchase price and market value are both $650,000. This is the best-case scenario.
The buyer is putting 20% down and their estimated funds to close are $136,260.

The purchase price is $650,000, but the house appraises at $600,000. This is where a TCA
really helps to elevate the buyer. They're still going to put 20% down. In the lending world, the 20% down
comes off of the lower of either the purchase price or the appraised value. So now option two is showing
20% of $600,000 down plus the difference between the purchase price and the appraised value. Now
we're able to show them their total funds to close, including all of their estimated closing costs. So their
funds jumped to $176,242. This is where we can use Mortgage Coach to start to get strategic.

So if the $176,000 is too much out of their comfort zone. scenario 3 allows us to show a
15% down payment. And again, that 15% is coming off of the appraised value. Plus, they're still paying the
difference between the appraised value and the purchase price. But now the funds to close are $146,000.
That may be a little more in line with what they were thinking.

Thisshows the buyer what happensif they put 10% down, as well as pay the spread between
the purchase price and the market value. So the estimated funds to close is right around $116,000. The
catch hereis they're going to pay mortgage insurance if they put less than 20% down.

But if funds to close is the most important thing, then at least we have brought a solution to the table. And
in addition to that, we can use a Mortgage Coach Total Cost Analysis to show them the payment difference
based on each of these scenarios. You're going to want to use a loan officer who buys into this modern
mortgage advisor technology, because it's a game changer.
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JONATHAN ROCHE

https/Avwvpeaklockincom

PEAK PERFORMANCE LOCK-IN

| am blessed to be the peak performance coach for professional athletes, CEOs and other leaders. Today
I'm going to cover three key strategies to elevate your game and to achieve what | call peak performance
lock-IN. That is when you are in a state personally and professionally where you are at your absolute best,
and your best meaning physically, mentally, spiritually, and emotionally.

Now, to get into that state, we've got to earn it and we've got to commit to key habits that then fuel that
level of excellence. You can't bump into that. You can achieve greatness in life personally and professionally
based on your talents. But you can never be world-class until you go to work and do the things that others
are not willing to do so you can become the version of yourself that others are not able to become.

And what | mean by that is truly world class, to be your best self, for your family, for your clients, for your
potential clients, for your partners, for your potential partners. For your team, we've got to elevate. This
window of time is absolutely ideal. You're receiving all this brilliant input from these amazing speakers who
are part of the Modern Real Estate Summit.

We also have this 10-week window pre-summer, where you can completely transform yourself physically,
emotionally, spiritually, and mentally. Maybe you drop, 10, 20 or 30 pounds. But most importantly, you can
elevate your game. Here are four strategies for doing that.

Commit to being at an energy level of five on a scale of zero to five. At zero, you're
dragging. At five, you're on fire. Now, if you are a four or less, you're more or less invisible in your industry. If
you are afive, then your competitionisirrelevant. The key to attaining a five though is going to work on your
water, your sleep, nutrients, exercise, and positive content. When you write a five, you're at your absolute
best. And you are able to pull on that when you need it.

So let’s talk about a potential example of you. You're at your daughter’s soccer game. It's Saturday morning,
and you realize that your daughter is playing against a town where you see the top builder in your entire
region you've been trying to get a meeting with. When you can see him, he’s cheering for his daughter, and
you turn to your spouse and you say, that's [John]. It's game time.

Canyou go over at halftime and introduce yourself and say, hey, I've been trying to get a meeting with you
foracouple years? Or did you maybe stay up a little late on Friday night, maybe you had an extra beer or two
or glass of wine, maybe you ignore your workout, maybe you're not shaving, maybe you're in your sweats.
Maybe you have your A minus or your B-plus game hat on and you're going to try to stumble through it.
Forget that.

These opportunities don't come up all the time. And you're either ready to elevate
and pounce or you're not. You went to bed on time last night, you had maybe a beer or a glass of wine, but
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that's it. You got up this morning, you pulverized your workout, you feel remarkable. You're in generally nice
clothes, you're shaving, you're ready to go. And then you say to your spouse, I'm going to go connect with
him right now. I'm going to go get this meeting. And then you go over there at halftime, boom, yeah, this
amazing conversation. And you're in. That's an energy level of five in and it is earned well in advance of you
needing it.

We all have those two
versions within. The negative voice likes to whine and complain. Oh my gosh, it's windy. Is the video going
to work? If that's my biggest challenge today, who cares? Your positive voice is fired up about life and is
excited. Your negative voice, oh my gosh, we have two closings today and we're meeting with three potential
families. Your positive voice is how remarkable that we have two closings today and we're meeting with
three potential families to partner with. It's a mindset. And if you did not choose your positive voice each
morning, and periodically check in to make sure you're still listening to that positive voice, then more than
likely by default you choose your negative voice.

Your positive voice, fuels healthy habits, fuels positivity, fuels, gratitude, fuels happiness. Guess who people
love to be around, including bring on as the real estate professional, energized positive, happy, people who
are grateful. That's who you're trying to attract. That comes compliments not only of earning your five, but
being super intentional about choosing your positive voice versus your negative voice.

Professional athletes are in a perpetual state
of nurturing their mind and their body. And the reason they do that is because that’'s how they perform.
That's how they execute. That's how they elevate. Why should that be any different for you as a real estate
professional? You will rely on your body and your mind as far as how you perform, so just make sure you're
nurturing both of those.

INSPIRING STORY:

Michael Strahan is one of the announcers on the NFL Network. He shared this story that he had. He and
his wife had Tom Brady and Gisele and two other couples over to his house in New York City. And he said
to Tom, what would you like to drink? And Tom said, I'll have a water. So 20 minutes later, he asked him
again. Tom do you want a drink, and he said, Sure, I'll have another water. Same deal at dinner. After dinner.
Michael said to Tom, Tom, would you mind, I'd like to ask you why you're only drinking water. And Tom
turned and said, because I'min training.

Michael then went on to explain that the Patriots had just won their latest Super Bowl only two weeks
earlier. Tom Brady was not going to be on the playing field for another six months, but he was in training.
Personal excellence is expensive. We can use talent to get to greatness. You cannot attain world class
without doing the work on the habits. So focus on getting your energy to five. Focus on being intentional
about choosing your positive voice versus your negative voice. Adopt that professional athlete mindset of
nurturing your mind and your body.
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Lastly, as a real estate professional, what you do is beyond important. It's not a house. It is so much more
than that for people. When the mailman comes every day, | cannot wait. | walk down. | get my mail. | walk
up my driveway that winds up to my beautiful home in my hometown overlooking the ocean and the
lighthouse. It's an absolute dream. And the reason it's a dream to me and my family is because 2.7 miles
from my driveway is the home that | grew up in. It was foreclosed as a kid. What you're doing is profound.
It's not just a home. It's so much more. Get back to absolutely loving what you do. Energy level five. Choose
the positive voice. Adopt the professional athlete mindset. Absorb the brilliance of the other speakers here
at the Modern Real Estate Summit. And if | can help you out at any time, reach out. | believe in you. Get to
work. 2021 is going to be the best year of your life.

SETH O’'BYRNE

San Diego, CA || obyrneteam.com

USING EDUTAINMENT TO SELL HOMES

Edutainmentiswhere education meets entertainment. And in acontent environment driven by social media
and the television industry, this can be a way that you can reach out to the customer and make a massive
impact, not only in the number of new customers you bring in to your real estate or mortgage practice, but
also to take those who are already in your sphere of influence and increase their opinion about you and
make your business more humanizing.

HOW SETH DELIVERS EDUTAINMENT:
e Hehasan HGTV show called Hot Property, San Diego.
e Heison American Dream TV in participating markets.
e His Instagram account has over 70,000 followers.
e His YouTube channel has over 5 million views

Our big online footprint is rooted in the world of television. And our business, which has sold over a billion
dollars in sales in less than 17 years, is based on the general concept that in our digital environment, we
need to engage our consumer and we need to get people excited about doing business with us.

We want home buyers and home sellers to have an online relationship with us that is long, substantial and
significant. Because when it comes time for someone to buy or sell real estate, we need to be top-of-mind.
And when they think of us, we can't just be that annoying Realtor who bombards them with stuff; we need
to be someone they think fondly of.

WHY EDUTAINMENT IS IMPORTANT FOR REALTORS/MORTGAGE LENDERS:
Think back to the turn of the century. Every American had their own home. In the 1950s and 1960s, it was
normal for Americans to live in single-family home neighborhoods. Everybody had a driveway they parked
their car in and had their own front door. The pride of ownership that swept over America after World War
Il was incredible. One of the greatest things of that generation was to have your own home.
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And the most exciting thing that would happen when you had your own home was that someone would
knock on the door. It could be your neighbor coming over for a drink. It could be your children’s friends
coming over with another family to hang out in the backyard. When someone rapped on your front door,
it meant that something fun was about to happen; that you were about to socialize and enjoy some of the
pure joys of life.

Then the door-to-door salesman industry developed: vacuum salesmen, encyclopedia salesmen, Bible
salesmen, chess salesmen, milk salesmen. Then religious factions started realizing they could recruit for
their religion by rapping on the door. So in the late 1960s and early 1970s, people stopped answering their
front doors.

What do you do when someone raps on the door today? Well, you probably hide behind the couch, because
you have no interest in engaging with whoever’s knocking on your door without advance notice. So in
about three short decades, what used to be a pure communication with a neighbor or friend turned into
bombarding advertising at your front door.

The same thing happened with the telephone. It went from a friendly person you looked forward to hearing
from to bombardment. And so again, the pure communication that we got out of this medium became
spoiled by advertising in 10 short years.

Now, this continues in perpetuity, and shows no sign of stopping. Because what started with the front door
and moved to the landline has now become email, social media, TV ads and text marketing. And though it
may be new to be fed up with social media, it's nothing new to be fed up with communication spoiled by
advertising.

Consider Facebook, which started out as a collegiate site and has now expanded to every person and every
business worldwide. And it’s fueled by advertising.

Smart advertisers get that consumers are annoyed. They're going to buy a house perhaps three times in
their entire life. Do they want to be bombarded with a real estate sales message every day of their life?

And so what we find is the consumer is elusive because the consumer is annoyed. They're fed up and tired
of advertising. So this poses a very interesting question: How do you advertise to a consumer who's not
ready to buy something right now? This is when edutainment comes in handy.

Edutainment gives us a way to interact with our followers, our friends and people we're driving ads to on
social media by giving them something of value that makes them remember us that isn't advertising. When
they go on Facebook, they want to take a break, laugh and connect with people. They want to get away from
advertising.

IF YOU CAN MAKE SOMEONE GIGGLE OR LEARN SOMETHING VALUABLE,
YOU START GAINING THEIR TRUST AND DEVELOPING A BRAND AFFINITY

WITH THE CONSUMER.
h MODERN
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When you think of brand affinity, think of Subaru, Tesla, Apple. A consumer buys based on brand affinity
because it makes their lives better; but also, when they interact with the brand, they have a great warm
feeling.

Thanks to edutainment, my company sold over a billion dollars in residential
real estate. If you look at every top agent in America today, they have created brand affinity through the
same exact lens.

HOW TO CREATE AND USE EDUTAINMENT:

First, think about your content in a new paradigm. | call this the Trojan horse strategy. The Greeks are
trying to take the city of Troy, but they're unsuccessful, because the walls are too big, the gate is too high,
and there's no way they're getting in. So they give a free gift—a giant wooden horse, and the city of Troy
opens their gates and lets the horse in. And under darkness of night, the soldiers come out of the belly of
the horse and take the city of Troy.

Your content can do the same thing. Give a gift to your consumer. Provide value to your consumer. And
have your business message inside of it. But you have to start with bringing value. Here's how:

e Make it funny.

e Make it personal.

e Provide education.

e Create content that’s trending and that the consumer loves.

EXAMPLE #1: REXAND RHONDA

One short video we're well known for is Rex and Rhonda, two tyrannosaurus rexes that survived the comet
that hit Earth 35 million years ago, and they're been roaming the planet looking for a house ever since. |
come along and I help them find a house. Two of my assistants put on T Rex costumes. | drove them around
and we looked at houses together and we found the perfect house. It was hilarious. It cost $600 to make.

It wasn't about me or the company. It wasn't a testimonial video. It wasn't a property video. IT was a funny
story. And it was engaging. But we showcased a penthouse in San Diego for $3.6 million. And it received
over a half million views.

EXAMPLE #2: DOGS AND DIAMONDS

We were selling a penthouse in downtown San Diego for $3.6 million. We were looking for an interesting
way to show off this condo. There were three other properties with an identical floorplan, one of which
was also on the market at the same time. | wanted millions of people to see this condo, so | would have a
better shot of selling the house. My business partner Mia dressed up like Audrey Hepburn, and we used my
five pound white fluffy Pomeranian as her best friend. The idea was ‘A girls’ guide to penthouse living.” So
Audrey Hepburn and her dog are coming up to the condo. They go into the elevator and the dog is sitting
in the little saline purse. She puts out dessert and the dog has a little bit of it. She's drinking a glass of wine.
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The dog has a little bit of wine. She looks out through binoculars. And when the dog looks through the
binoculars, it sees other dogs down in the dog park. The whole idea is to create this funny little interaction
where you can't stop laughing when you see this little fluffy dog. This video received over 2 million views
online and we sold that $3.6 million condo from that video directly from Instagram.

EXAMPLE #3: TODDLER TALKS

Thisis me and my 2-1/2 year old son Lake. We do a celebrity real estate gossip show that we started during
quarantine when COVID hit. And the whole idea was | was giving him something to do during quarantine.
But we were still creating content that was fresh about celebrities in real estate. So when someone who's
famous sells a house, we create a small little video about it. We set up my son’s toys, we sit down in tiny little
chairs, which is hilarious because my knees are up to my ears, and we talk about Miley Cyrus, Kanye West
and Kim Kardashian. It’s a hilarious way to remind our sphere of influence and our followers that we're in
real estate. But it’s also an artful way to remind people that I'm a parent, too, | get it. I've been there, I'm
living it right now.

HOW TO IMPLEMENT THIS IDEA:

For agents who are looking for a way to create content like this but don't know where to start—maybe
you're great at real estate but you're not a creative person—I implore you to check out American Dream
TV. It's one of the best platforms and almost everything I've created has been on American Dream TV. So
much of my understanding about how to be strong on camera, how to create creative content that works
comes from American Dream TV.

American Dreamis something anybody can get onif you have the volume and success, and you're dominant
in your marketplace. You can always set up an interview. It's a phenomenal way to start your edutainment
and kickstart content that feeds your business.

CRAIG SEWING
CEQO, American Dream TV

THE AMERICAN DREAM - Credibility, Connections, Content
The Big Challenge: This industry as we know it, is over. Since 2008 there has been a dramatic shift.

How can you win in this market place?

WILLYOU:
e Die
e Survive
e Thrive

Authoritative Positioning (Gary V example). Contact Craig@craigsewing.com to appear on

The American Dream Show. h1 MODERN
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DO MORE VIDEQO! Tell MORE STORIES.

Create credible content CONSISTENTLY. American Dream Network is a show that integrates
the best real estate agents and their markets that is viewed by millions.

YOU CANNOT DOMINATE A MARKET THAT YOU ARE NOT MARKETING IN.
SEAN HERRERO

Guaranteed Rate, Danville, CA || people.rate.com/sean-herrero-200669

HOW TO WIN OFFERS IN TODAY’S MARKET

I'm a mortgage coach and mortgage advisor in Northern California. Today I'm going to show you what | do
to help all of my clients win in multiple-offer situations. This is not unique to any market. Everyone is up
against this.

| just beat out 71 other offers. | had a client make an offer on a home. There was 72 offers. We were
contingent and we won. Why? Because a more confident offer is the most valuable offer.

What you have to do is ensure that your clients are not just pre-approved. If you have a preferred lender,
and they're a great lender, but they give you a pre-approval letter and just wait until you get your offer
accepted, it's not going to cut it anymore. What you need is an offer acceptance specialist. And that's what
| have focused on since | started doing this back in 2017.

| have to win the mortgage, but it won't matter if | can't get the offer accepted.

CREATE A MORE CONFIDENT BUYER:
A more confident buyer is more nimble and more ready to react in multiple-offer situations. And the sooner
we show that ability, the sooner we get accepted. | use a Mortgage Coach Total Cost Analysis to do that.

This is just one of the steps of becoming an offer acceptance specialist. | had a client who made
an offer at $600,000. We've got multiple counters, and $625,000 is the absolute highest. Her agent called
me and said, “Look, Sean, we've got to go to $635 to win this property. She’s stuck at $625. Can you help
her?”

| don'twanttosell her onit. | want her to make a confident, educated decision. And that's what the Mortgage
Coach Total Cost Analysis allows me to do. | can illustrate everything with her, go over it on the phone,
click around in it and make sure she knows exactly what her financing is going to look like. She's not being
persuaded or sold into $635. She's making an educated decision on her own that she has thought out.

“The difference in cash out of pocket is only $1,000, and the monthly payments will be higher by
$49. Now if you really love the house, is it worth losing it over $1,000 out of pocket and $49 per month?”

She loves the house. We went back and we're going to win. And that’s a simple way that | can help create a
more confident buyer. More confident buyers generate a more confident offer. Our sellers want confidence.
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We've seen them pick cash offers. They'll pick finance offers over cash. They'll pick lower-priced offers over
higher-priced offers purely based on confidence.

We all know the lender is the biggest variable in the transaction, so make sure the lender you're working
withis not avariable. Make sure their clients are confident. Make sure they know exactly how their financing
works. With a Total Cost Analysis, you have full disclosure, full transparency, so there will be no guesswork.
There will be no buyer’s remorse. Your clients will know exactly what's going on when you're working with
amortgage coach. If you have any questions, reach out to me anytime at @AdventurelLender on Instagram.

DAVID CHILDERS

Keeping Current Matters || keepingcurrentmatters.com

THREE KEYS TO BEING THE EXPERT IN THE SPRING MARKET

EXAMPLE: Consider a physician. They can't give us perfect advice. They can give us their expert
advice. They can say, here’s what we see going on. Here's the treatment we're going to recommend,
and here’s how we're going to implement that. If you find yourself going back to the doctor, he will
say, here’'s what we now see, here’s what's improved or not improved, here’s what we're going to do,
and here’s how we're going to carry out our advice on treatment for the situation you're in. It's no
different in our business.

This is where I'm going to take everything from my MLS, from days
on market and pending sales to active listings, and all the things that are important, and draw
correlation and insight for the clients | serve. How does the situation today vary from a year ago?
We know inventory is a challenge. Show that in real terms: “Here in our market, here’s where
inventory was last year; here's where it is today, and that’s what caused the price increase. That’s
what caused the challenge of obtaining a home and getting into bidding wars and all the things that
we're seeing right now. Being able to have those local market insights in your market and delivering
those insights is crucial in this spring market.

Here are some examples.
QUESTION: “What are experts saying about home prices this year?”

‘It's a big question that a lot of folks have, and we want to be able to answer that. And
I'm showing you a graph here that compares seven experts in their home price forecasts for 2021.
You can see the average of these experts is right at 6%. We have some outliers; NBA is over 10%
and Corelogic is at 3%. We're going to see healthy appreciation in the market this year, based on
a couple of factors: Low inventory is always going to drive prices up. And experts certainly are
expecting more inventory to come to market”

QUESTION: “Why are we in the situation we're in in today’s real estate market?”

“This is acomparison of new listings versus total listings. As quickly as properties come
on the market they're sold, leaving us in a depleted state. A balanced market is going to be around
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six or seven months. Anything under that is going to be a seller’'s market. Anything over that is a
buyer’s market. What's always going to keep pressure on prices is when there are fewer homes on
the market than the number of people who want to buy that item”

QUESTION: “What about all of those people who can't pay their mortgage right now? It's a big
concern. Why would | want to buy a house?”

Give them the truth of the number of mortgages in forbearance and how that’s
declining. It's critical to give your buyers and sellers confidence in this real estate market. So as you
are delivering your expert advice, have a resource for that advice. For instance, Mortgage Coach
and the loan officers using it are great partners in this journey. They do a Total Cost Analysis, a Rent
vs. Own Analysis. Keeping current matters. We believe the educated consumer wins in this market.
And that’s what fuels what we do.

HOW TO CONFIDENTLY HAVE THE LOW INVENTORY CONVERSATION WITH BUYERS

This is probably the most important conversation we can be having in today’s market. And confidence is
key. We believe every family should feel confident when buying and selling a home. There are tools and
visuals available for you to be able to have that conversation.

THE FACTS:
House prices nationwide have recorded the largest annual and quarterly increase in the history of the
FHFA Home Price Index, according to Dr. Lynn Fisher of the FHFA.

Inventory has been depleted, and low inventory has caused a spike in home prices across the country.

Low interest rates (average 3% compared with 5% for 2018), pent-up demand from homebuyers, and
limited housing supply propelled every region of the country to experience faster growthin 2020 compared
to ayear ago, despite the pandemic. As aresult, people are motivated and driven to go out and buy a home.

Last year, there were new reasons to buy, including safety and financial prospects, among other reasons
(John Burns Consulting)

And the meaning of home has changed. It is now an office, a school, and a child care center, in addition to
being a home.

All of the facts above are causing a bidding war, which in turn causes prices to accelerate, which in turn
causes buyers not to be able to find a home and to need to win a bidding war to obtain that home.

The reason afamily is moving is what's going to set up the conversation around low inventory. You want to
help them see the number one thing that every seller has in the market: leverage. So you need to help your
customers understand the leverage you have and your ability to position them confidently as a buyer.

Find supporting facts to help you advise and win at KeepingCurrentMatters.com.
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MINDY JONES
AMY JONES GROUP || amyjonesgroup.com

HOW TO BUILD A COMMUNITY BRAND THROUGH LEVERAGING VIDEO

There are two types of real estate agents:
e Those currently using video in their real estate business
e Those who will be not because they think it's cool, but because consumers are demanding it.

Video simply says more than we could ever say through any other medium in less time.

I'm fortunate to have been an early adopter of video. Video has helped build the Amy Jones Group
community brand. It is synonymous with the communities we serve, and it can be for you as well.

TRIAL BY FIRE:

When | started using video in my business, there wasn't a roadmap like there is today. | had to literally
fail my way forward. And | did. | made every mistake you could. It's my hope that this video will help you
avoid some of the mistakes | made while cutting your learning curve. One of my biggest struggles was not
necessarily how to make video, it was getting out of my own way. I've learned that perfection is the enemy
of production. | had paralysis analysis. Everything had to be just right and, spoiler alert, it never was.

There are all kinds of videos:
e Talking heads on a green screen

e Facebook livestream
e /OOM

The list is endless.

IT'S ALLABOUT THE MESSAGE:

The key toleveraging video at a high level is to know when to use which type of video, because not all videos
are created the same. The most important aspect of video isn't even the type of camera you use, or the
audio or even the location. The most important part is the content—the message.

Try to maintain consistency, timing and branding with your video choices.

There are five types of video we're using. Each type is geared toward the audience we're engaging with:

We create a twice weekly video series on the local housing market. We call them the

Monday market update, which is a Facebook Live, and the Market of the Moment, which also is a
Facebook Live. We also do “What's Up SE Valley,” which provides local real estate news you need
when you need it. This video is produced weekly. It lives on our Facebook page and is shared in more
than 30 community groups. We include it in a playlist on Facebook and on YouTube. We post it to
other social mediaplatforms, our website and through email marketing. We position ourselves as local
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experts by being consistent in the way we show up and always integrating a piece of the community
in anon-real estate way. We'll wear alocal designer necklace, mention a local nonprofit we're going to
be volunteering at or will highlight a local business partner.

This is a community video series which is professionally produced, where we
highlight local businesses, nonprofits and organizations. The intent here is to paint a picture of our
local communities through the eyes of our local business owners, give value to our clients and help
themsee us as asupporter of all things local. It's away to provide a value-add to our business partners.
Thevideos are shared on multiple channels, not only by our group, but the businesses as well. We also
provide the reel footage at no cost to the business owner so they can leverage it for future initiatives.
We've gone from asking businesses to participate to having a waiting list of local businesses that want
their own segment.

We sponsor or part of multiple events throughout the year and in years
past we would take photos. Now we have these videos professionally produced and that helps us
build a community brand. The community can then see what events you support. They see you adding
value tothe community. These videos will help your current and future customers get afeeling of who
and what in the community is important to you. If | have one tip here, it's to be authentic, be yourself.
Event videos can be used to shine a spotlight on who you are when the cameras aren’t rolling. And it
can be another value-add for the organizations you want to be aligned with.

We've committed to branding
ourselves as local experts and supporters of all things women in business, because that speaks to
who we are. We currently run these at a local restaurant in the area. We produce videos for these
programs as well as for the committees we're on through the Gilbert Chamber of Commerce, as well
as for all of our education and recruiting concepts.

Thisis the nitty gritty of our job. This is acombination of live and professionally
produced videos. Our live will be video walkthroughs before a property is coming to the market. We
also make “day in the life of” live videos. These are videos of our agents door knocking, previewing
new home communities, working with clients, that kind of a thing. We use live videos to get people
excited by giving them a sneak peek. They're seeing something first before everyone else does. And
by combining live and professional video, we're really helping our clients feel like they know us.

Consistencyisimportant to successinbranding, as is authenticity and commitment to evolving and growing
your image. Over time, I've settled into my tone and look and now | can coach others to do the same. |
believe in the power of community, and | believe that video is one of the best ways to build your community
brands. Here's to you being recognized the next time you're in the grocery store as the agent they're always
seeing online!

HOW TO BUILD ASTRONG COMMUNITY BRAND THROUGH RELATIONSHIPS

At the time of this Summit, there are over 1.4 million real estate agents in this country, and 20% of them are
doing 80% of the business. This year at the Amy Jones Group, we will sell over 175 homes. We'll sell them
to first-time homebuyers, investors, move-up buyers, move-down buyers.
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They will all have different motivations for moving, but one thing will be consistent, and that will be our
relationship with all of them. A relationship is imperative in this business. It's incredibly important and yet
taken for granted by many. Real estate can be transactional, and sadly, for many it is, but at the Amy Jones
Group, and for many of you, | know it’s relational.

THE STRENGTH OF YOUR REFERRAL BASE WILL BE IN DIRECT PROPORTION TO
THE STRENGTH OF YOUR RELATIONSHIPS.

CARE CALLS:

| like to say relationships are the currency of real estate. COVID was an opportunity for many to duck their
heads in the sand. And to be honest, | thought about doing the same. It was and still is a very scary time. But
then I realized if 'mscared, if 'm anxious, if I'm uncertain, I'm sure my clients and my community are as well.
So we used COVID as a catalyst to not only strengthen our relationships, but to build new ones as well. In
that first month, March of 2020, we reached out to everyone in our database, all 8,000 of them. And | know
many of you did the same. We called them, texted, emailed, even sent snail mail where we needed to. We
did this to find out how we could help. While some needed financial help, others simply needed someone
to talk to. Many times, all we needed to do to provide value was to make an introduction to a service or a
provider where they needed help. We call these “care calls” We had no agenda other than seeing how they
were and how we could help them.

SOCIAL MEDIA:

Many of our clients own businesses, and the lockdown had a dramatic effect on businesses, impacting at
the greatest level some of our smallest, most local businesses. So we created a new social media strategy
where we started highlighting local businesses on Zoom. We then leveraged our social media platforms
and networks to syndicate information about the pandemic highlighting businesses and services that were
in need. This further ramped up our relationship building within the communities we serve. And it was so
eye opening as to how much we should have been doing to support our community before COVID.

We didn't need to tell anyone we were a community-based business here to serve. We demonstrated it. But
it did provide some clarity for us about who we were and what our purpose was. It was the driving force
behind some of our greatest initiatives such as Live Love Local, for example.

TWO IMPORTANT RELATIONSHIPS:
We've always been deeply embedded in our community, but we became more purposeful about the
relationships we built and how we build them.

So outside of the direct relationships we have with our clients here are two of the most important
relationships we have with purpose that you can employ in your business today:

The firstis media and print. The ways we evaluate our relationships with print partners are if they have an
online component. First, we win in the online space. So they need to have SEO—a way for us to tie to online
content to share us online.
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Second, if they have a means and a desire to get involved in the community, that’s a checkbox; events that
they host, events we can sponsor, partnerships with people we can highlight on our Live Life Local series, a
way for us to print events that were involved in, giveaways, raffle items.

And third is if they have a format to position us as experts in the field, because what we're really looking
for here are community brand partners. The print is just icing on the cake. The second relationship is our
community engagement and involvement, which for us is women, business and giving back. The Amy Jones
Group is an all-female-owned and operated organization. So supporting women in business and families
is what drives our nonprofit and issue-focused community involvement. I'm on the board of the Women
Empowered committee of the Gilbert Chamber of Commerce, and in 2020, we started the Women in
Leadership breakfast, which started as a recruiting event for the Amy Jones Group, but it's blossom into a
quarterly series focused on supporting women in business across all professional sectors.

We're also inyear two of our quarterly business mixers, where we invite local business owners to network
with each other. Our team also completes quarterly service projects for nonprofits, highlights nonprofit
organizations on our monthly What's Up SE Valley series, and continues to make them a big part of our Live
Love Local series. For us gaining clarity around who and what was important for us to support allowed us to
build an Events and Content Calendar with and for the right type of community partners.

Someone once asked me what all the work | do in the community has to do with selling real estate and | told
them that real estate for me was just the platform through which | was able to make an impact. Sometimes
that would be through real estate and sometimes it would be through community. Here's to you finding out
what your community needs and building a business based on serving them.

HOW TO BUILD A COMMUNITY BRAND BY ALIGNING TO YOUR CORE VALUES

Building a community brand is about aligning the public’s perception of who you are, and what you do with
your core values, your beliefs and your mission statement for your organization.

Our real estate business is built on the fundamental belief that if we pour into the community we serve, if
we have clarity around what we stand for, and how we do business, that we'll be able to more authentically
serve our clients and feel good about the work we do. We hold ourselves to a high standard in the real
estate space, as | know you do as well. But we don't believe that just doing the job well is good enough.

WE BELIEVE THE JOB OF A REAL ESTATE AGENT IS TO BE A PROBLEM SOLVER, A
NEGOTIATOR, AMENTOR AND AN ADVISOR. BUT THE ROLE OF A REAL ESTATE
PROFESSIONAL IS TO BE ACONNECTOR.

Who and how we connect with our clients within their local community can change the service level they

receive, the experience they have, and ultimately create a brand community that is loyal and invested, all
while leaving the world a better place than we found it.
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Building a community brand is nothing new. You've seen it for years in the likes of the shoes that Tom's
gives away, and even in the Ronald McDonald charities. The public wants to see that you care. And as social
media has increased, the accessibility to information on the brands that we all support began to grow, and
those who were just making good products are struggling to keep up.

On the flip side, those who have made the decision to not invest in their community—think of the brands
who've had backlash over shipping their jobs overseas, not having a diverse workforce or testing on animals.
They've seen what the consequences look like.

In real estate, we're selling a service. The community’s expectation is that we have a social platform and
that we understand what it's like to be them because we are them. And our need to stand out from the
automated competition of Zillows and iBuyers depends on our ability to have a community brand that is
clear and consistent.

WHERE TO START:
Start from within. Whether you're an individual agent, a part of ateam or you run a mega-team like | do, you
need to first have clarity about what you want your community brand to look and feel like:

e What do you want your clients to think of when they think of you?

* What do you want them to say about you when they refer you to friends and family?
* What do you want them to see on your social media feeds?

» And better yet, what don't you want them to see?

INTERNALLY:
e Does your team understand your vision?
o Canthey articulate what makes you different?
» Have you practiced your elevator speech?
e Would they be able to channel your passion for what you do when talking with prospective clients?

Starting from within means asking yourself questions about who and what you stand for, and how best to
ensure the team who stands alongside you is aligned with that. From there, it's important to have a social
cause or clarity around who and what is important to you to serve in the community you support. As the
owner of an all-female owned and operated real estate team, we are committed to supporting women in
business and leadership, children and family-based organizations that give children opportunities to thrive
and supporting local wherever we can, as we too are part of the local economy as consumers, advocates
and fellow business owners.

This commitment has developed over time as the team has developed its own personality and makeup.
And now that is the lens in which we evaluate the programs we participate in. The partners we choose to
work with, the media opportunities we pay for and the organizations we support. We then use this clarity
to define our content calendar for the year, our events and marketing plans and even our hiring practices.
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Once you've taken inventory of your personal beliefs and chosen the right partners to be on the journey
with you, it's time to get the word out. And remember to be clear and consistent. Your social media feeds
should be full of the things that are important to you. Ours is always a mix of motivational, real estate,
personal and family content, live and professionally produced videos, education, and a little bit of humor

Everything from how you write to the imagery you use to what's on your never-post list matters. When |
coachreal estate agents on how to develop their own community brand, | always say, What would someone
who knows you well say about you? And it's probably different than the jargon you're using to describe
yourself today. Your mediais all part of creating something people can feel is really you. And if you're doing
it right and not manufacturing it, your satisfaction and fulfillment with what you do should go up, not down.
You should be excited, not drained and your idea jar should be overflowing.

Out of your brand clarity will come events and organizations created to help not only you and your team,
but your brand community to channel your passion for what you do when talking about you.

Developing tools for others to be your biggest fans is the last step, educating them on how to talk about
you, what to do to support you and where to show up to celebrate the work you've done together.

COVID has certainly challenged all of us to think bigger about our role in our communities and think
smarter about how to serve from a distance and to get more creative on how to celebrate safely. Leverage
what you've learned on how to be a better listener and a more creative problem-solver in your real estate
and community business.

For more information on what a community brand looks like, visit AmyJonesGroup.com or follow us on
Facebook and Instagram at @AmyJonesGroup. And here’s to you gaining clarity around your vision and
building a community brand to help you impact the world through real estate and community.

BRIAN NORTH
CEO/Founder,North &Co, northandcocom

THE INTELLIGENCE WAR AND HOW TO WIN IT IN 2021 AND BEYOND

We all say we're inthe relationship business, but what was the last class you went to that taught relationship
building? Most of us can’t say we've ever been to a class on relationships.
The intelligence war that is most commonly talked about in our industry is the difference between:

e Emotional intelligence

 Artificial intelligence (transactional)

The biggest opening in our industry for you to shine bigger and better than anyone else is in the space of
emotional intelligence.

There are two things that are going to rapidly take you away from the transactional part of this business
and attach you very tightly to the relationship part of this business:
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First, the power of assessments. You may already know the disc profile and Myers Briggs, etc. And maybe
you've used it to hire employees. But what I've used it mostly for is to figure out a way to create a listing
presentation or buyer consultation specifically tailored to the client I'm meeting with, based on the way
they do their lawn, or the way they shake my hand.

Most scientific minds dispel the proof that there is any meaning to them. However, I'm also a student of
wisdom. The Art of War, by Sue Masterson, which you should read, says that there are five elements of war:
Measurement
Measurement gives way to assessments
Assessments gives way to calculation
Calculation gives way to comparison
And, ultimately, comparison gives way to victory
Assessments come in many forms: Disc profile, Myers Briggs, color code, Enneagram, even astrology. The
last one is more important than you think—because it may be one of your clients’ common language.
So how do we apply the value of assessments? | like to break them down into four simple categories:
(CEO, board of directors’ driver who's in the boardroom making things happen)

This person loves to have fun; they don't care much about the business aspect,
spreadsheets, systems or architecture of what you do. If we're having a happy hour talking about
business, or we get to see what happens at the finish line, that person is going to bind themselves to
you, most likely.

They are absolutely driven by proof. They want you to show them the spreadsheet,
analytics, metrics. They want to understand the intricate details and they want to know that you know
them so they can understand your value.

The person who says they don't really care as long as we all cross the finish line together.

The power assessments offer you is this: When you find yourself in the presence of a client, bring along
what it is that you've mastered in your field. And rather than telling them and delivering it to them in a way
that you see fit in a linear fashion, show them.
Here's how to tell which category they fit into:

e [fthey have lawn ornaments, they like to have fun.

e [fthey have a perfectly manicured lawn, they are analytic or dominant

e [fthey are standing at the front door waiting, they're a nurturer.

The same rules apply when you shake their hand:
 [fthey watch their hand go into your hand, they are potentially the analytic.
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e |f they shake your hand firmly and in an affirmative fashion to let you know they're there, they are
dominant. Time is of the essence with this client.

If | sit down with my clients, and | talk about units, and metrics, and volume, and GCI and the variables that
go into my business and the architecture that makes me more efficient, but I'm sitting with someone who
just wants to have fun how hurt am | going to be? How much are they going to be valued in the conversation?
And how quickly are we going to get to work together?

Why do some people lose a deal to someone else who charges a higher commission or who wasn't as
experienced as you? It's because they were able to connect in a deeper, faster way.

ASK MASTERFUL QUESTIONS:
Here's how to bridge the gap in an effective, emotional, connected way: Ask masterful questions.

Einstein once said that if he had one hour to solve a problem, he would take 55 minutes to formulate the
perfect question, and five additional minutes based on that answer to solve the problem.

In our world, questions afford us five magical answers or paths to an outcome:
It allows us to build knowledge. We get to learn what is important to them.
It personalizes the conversation.
It allows you to deliver value, but in a way that's slightly different than the way you think they do.

It allows your clients to feel valued by allowing them to give input into the conversation. Together,
you bridge the gap. Instead of telling the client why you're the best or why you're number one in your
field, why not ask them what they want, what they could serve to the relationship and the value they
could bring to exit their property in precisely the fashion they want.

It allows you to identify what that precise fashion is, by allowing us to develop a relationship and an
outcome, and to come together as a cohesive unit to get what the client needs when they need it and
how they need it.

At the end of the day, we're faced with a challenge: The more we bury our heads in spreadsheets, numbers
and metrics, the more that artificial intelligence is going to be able to infiltrate our industry. And if we are
the ones saying, on a regular basis, that we are in a relationship business, why is it that we're not studying
relationship and communication effectively and in a regular way?

To master emotional intelligence, take time to better understand assessments, so you can create acommon
vocabulary with your client. If you take time to understand the value of questions—specifically, open-ended
questions that allow you to receive information that will help you deliver what it is you delivered in a linear
path in the past, you're going to be prepared to win the war of intelligence for 2021 and beyond

COMING SOON STRATEGY
When “clear cooperation” and “coming soon status” and our “multiple listing service” first came to be, |
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was heartbroken. My value proposition to many of my buyer clients was that | had off-market inventory. |
specialize in a particular geographic area here in Central Phoenix. And it was with my agent network and
the relationships that | built over time that | was able to utilize those people to find properties that nobody
else could find. As clear cooperation entered our business model, | had to find a way to evolve, as do you.

COMING SOON DEFINED:

In today’s market cycle, it's totally understandable that sellers want to overprice their homes, and coming
soonis a status and strategy that we can use to test the market on overpricing. There are three ways to look
at pricing on a home:

If you underprice it, you get 30 offers in a week.
If it's priced right, you get one maybe two solid offers inside of that one to four week period.

RUDY KASUMA

Rosemead, CA || https:/Avwwviteamnuvisionnet

HOW TO CREATE LEADS IN A CRAZY MARKET

The biggest challenge in today’s market is that consumers won't sell unless they find a replacement homes.
So having listings, sounds like having money in the bank. The easiest way to generate a listing in this kind of
environment is to work with buyers who have a house to sell.

Why would buyers want to work with you? Imagine if you were able to offer
buyers homes that match their criteria that they cannot see anywhere else online. Let’s say you're buying
a home. I'm your agent. What if | can offer you access to homes that match your criteria, including homes
that are hard to find—on my podcast, not yet available to the general public, for example, for sale by owners,
pre-foreclosure, new homes to contract, corporate owned properties, homes not yet available online.

HERE'S THE SECRET:

You need to learn how to negotiate and collect your own buyer’s broker fees. Once you know how to do
that, you are no longer captive to homes available on the MLS. So treat the buyers like a listing. So when
you have a buyer’s representation agreement, set your fees: half for your buyer representation, half for
the buyer to hire you exclusively. Once the buyers agree to hire you exclusively, now you have a written
exclusive buyer representation agreement. Now you can show all homes that match the buyer’s criteria.

On my team, we show for-sale-by-owner homes that are not yet available online. That's how we get the
buyer’s loyalty. That's how you get paid when you work with buyers. And now, because you are able to
show a home that no one else is, you're able to get the listing on their existing home. That is the secret to
generating more listings in today’s market.

HOW TO CREATE A REFERRAL MARKETING SYSTEM BY DOING GOOD
How would you like to turn your satisfied clients into lifetime evangelists sending multiple clients to your
business?
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Many traditional real estate agents send clients gift cards. They send them to a steak house or give them a
bottle of wine. But for me to go from selling 20 houses a year to 500 homes a year, I'm going to introduce
to you a referral marketing system.

This hastobe somethingyou're really passionate about—somethingthat’s really meaningful to you, because
| believe you can do well by doing good.

I'm on a mission to raise $100,000 to help kids at Children’s Hospital in Los Angeles. Who do
you know who is planning on making a move in the next three to six months? For every person you refer
to my team, | will donate a portion of my income toward that vision. So not only are you getting my award-
winning real estate listing service, but you also are helping kids at Children’s Hospital in Los Angeles. It's
easy torefer clients to my team. Just call me at 626-789-0159.

Okay, let’s unpack that. Your business is not just transactional. Right now you're building a relationship.
What is your mission? What is your vision? What are you passionate about?
Let your clients buy into your mission.
There has got to be a call to action. The call to action is, “It's easy to refer your family and friends to
my team. All you need to dois call me at 626-789-0159”

You can post referral offers to your blog, your social media, to all your family and friends, to all your past
clients. Everybody who already knows you, likes you and trusts you. They have to know that you are on a
mission and your business is designed for others.

Now, your assignment today is to craft your referral offers and put them in the comment section below. I'm
looking forward to seeing your business grow to 100x from where you are today.

TINA BELIVEAU

thebeliveaugroup.com

WHY YOU'RE MISSING THE BOAT IF YOU DON'T HAVE AFACEBOOK GROUP FOR YOUR CLIENT
BASE

Have a content and engagement plan.
Tie your group to your mission and purpose, something higher than yourself.
Don't spam people with real estate information.

Put your stake in the ground, let people know exactly what you're up to, and let them join you.

REASONS WHY FACEBOOK GROUPS ARE AMAZING:
. You can invite someone to a Facebook group,
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but nowadays they have to accept it. So if they say yes to being in your group, they actually want to
be there. That will automatically show you who those top-tier relationships (the top 10% to 20%).
They're the ones who want to be in a regular conversation with you to get detailed insights.

But if we're talking
about organic and free, you can't get those relationships with your personal posts. You can see who's
engaging in your group, how many people opened and viewed every post, who the people are, and
who's engaging at the highest and the lowest levels. Insights are everything.

This is why I'm so passionate about Facebook groups. It's time saving. It's energy saving.
It's cost saving. If you have ateam like mine, you may not be working with every client individually. But
your group is a way to be omnipresent and maintain those relationships, even if you're not in the field
and on the ground level doing everything with every client.

That way you can
have some conversations, maybe even share really valuable information that's very client facing that
you don't want to put on your public Facebook or other channels where your competitors can copy
off of you and rip off your best stuff.

These really sell for you. They do the heavy lifting. Facebook is a great place
to curate that.

WHAT TO POST? 11 CONTENT PILLARS:

We've done a big Publishers Clearing House style check. We've
done costume contests for Halloween where people upload pictures. We did a selfie contest and
gave away Thanksgiving pies.

We will all continue with these in some shape or form moving forward. We have had
alot of success bringing in a local economist to speak to our group and a state of the economy, what'’s
about to happen to our world. We also use these kinds of events to drive traffic and membership into
the groups and we're constantly tying it all together as an ongoing strategy. We also recorded and live
streamed a seminar for first-time home sellers and had a trivia night, then saved the content.

This has been the biggest engagement point, where people post into the
group and say, | need a good contractor for blank. Can you help me? We find that they tend to like to
post in there. It's a really comfortable forum, so they might be more likely to throw it in the group,
then text me or ask one of our agents. So that's been something where we've been able to maintain
relationships, stir up conversations and also give a shout out to our favorite vendors we work with all
the time.

Thisismyfavorite.We've alwaysdone alot charity,and our group
has allowed us to highlight what we do and also fold our clients in more purposefully. At Christmas,
we put together gifts for needy children in Baltimore City. About 30 of our clients donated gifts. And
we were able to coordinate and share the success story with everybody afterwards. Whenever we
do something in the community, we want to highlight it and bring exposure to the cause. We also use
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This is a great one for maintaining energy and not having everything on you or your
team. Find like-minded people who do something with homes, and have them contribute content to
the group as well. Our biggest success story has been working with an interior designer who is very
social media savvy. She posts design tips once or twice a month. She starts conversations, gets great
engagement, and people get a lot of value out of what she has to share.

Our group is really a place for all things home, not just buying or selling. Whenever
| come across a great article or something that needs to be unpacked and broken down in layman’s
terms, I take that opportunity,shareitinthe groupin myownwords,and invite questions and feedback.

We highlight things with
our own team members on a personal level, as well as anything going on with their client base that
would be appropriate to share. Whenever we're hiring, we share that in the group. When someone
joins or has a really big thing happening in their life, we highlight it.

Whenever one of our vendors goes above and beyond, I'll often take a screenshot
or put that in there as a resource to also reiterate to our clients that we are the people to reach out
to when they have a question about anything related to home. Staying top of mind, even if that piece
of content doesn’t actually have to do with what they need. Today, it's really about being their go-to
forever.

This has been one of my favorite things about the group. Have you
ever thought about doing an event or something for your clients and you weren't sure if it was going
to be a hit? It's a great way to hear from your stakeholders who are really engaged in your business
about what they really think, and then making sure that you're providing the exact value that makes
adifference for them.

. Thisisapretty new Facebook feature. It's away to upload learning content and have modules
where people can learn about different things. We uploaded some information on first-time home
selling, and we are building our guides out as we speak.

In this interesting market, we often look for properties for
our buyers where there’'s nothing on the market. We've had a lot of success with posting, “Who do
you know with a home in this neighborhood? Put me in touch.” That cements for our clients that we
have a network and that we have a valuable hub and that they can be part of it. You would be amazed
how much people like being a part of making important things happen for other people that they care
about. And then, we still have great client events, and we drive traffic to them, celebrate them after
taking pictures and we position ourselves as the hub of a community.

OUTCOMES:
This has been extremely successful. For us, it's not just a great idea in practice, it has really helped us grow
our business. And our amount of inbound business since doing this is at the highest level in my career.

If you're not convinced already, you will increase referrals and engagement with past clients, which means
that after closing, you're able to maintain conversations with them. Your top advocates are self-selecting.

h;l MODERN

I T



-» \

1akiINe ACTION nNoTEs

€ MORTGAGECOACH WINBYNOON'

They're agreeing to be in or come in when you invite them through a link. So you are able to focus on the
people who most want to be in relationship and in contact with you. It embodies our mission and takes our
community message out to the people, which is something we actively deliver on on a daily basis. And the
most important measurable outcome of all is more transactions.

And again, thisis all no cost or low cost depending on whether you do contests and what kinds of things you
give away. This has been a beautiful way for usto make impact onour clients and have two-way conversations
that also build our validity and credibility among our client base as they see everything we're doing. And our
clients come into the group and thank us for the things we're doing for them.

If you are arelationship-driven real estate agent and don't have a private Facebook group, you are probably
missing the boat. First, find and follow me on Instagram @TinaBeliveau. The link is right there in my profile
where you can download my playbook for having a powerful Facebook group, which will get into even more
detail than I outlined today. Reach out to me. DM me, | would love to be in touch. And for those of you that
choose to build a group, you're going to love it.

CLINT STITSER

Reno, NV || stitserpropertiescom

YOUR 5-MINUTE PLAN FOR CREATING MEANINGFUL GOALS THAT DRIVE GROWTH

A purposeful practitioner is a professional who is crystal clear on what they want and why they want it, and
then stays on a focused path of relevant action in pursuit of their goal.

PROBLEM #1: Most agents ever achieve that. The reason they want to achieve it is because the greatest
thing—and the most damning thing—about real estate is that it's at our own discretion. Most agents don't
know how to define what winning is for them in a big broad sense. So they lack a true north.

“YOU CANNOT MAKE IT AS A WANDERING GENERALITY; YOU MUST
BECOME A MEANINGFUL SPECIFIC.—ZIG ZIGLAR

Unfortunately, most practitioners, most agents, most Realtors never take the time to truly understand
what this means for them.

PROBLEM #2: A new idea, technique or tool is pitched to us almost daily. So it’s nearly impossible to
avoid the shiny object syndrome in our practice. That's why it’s so powerful to have certainty, clarity and
confidence for making decisions and allocations of your time and talent, because:

» You know exactly what you want.

You know why you want it and

You have focused intention on getting it.

How many deals did you do in the last 12 months?

How many five star reviews do you have?
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“COMPARISON IS THE THIEF OF JOY”—THEODORE ROOSEVELT
PROBLEM #3: \When production is put front and center, we lose focus.

Define where we fall on the spectrum of ‘savor life’ versus ‘achievement’. Are you working to live or living
to work? If you live to work, you've probably got it wrong.

ADVICE: Read Principles, by Ray Dalio, the founder of theworld’s largest hedge fund. It's free. He introduces
a spectrum, and then helps you understand where you fit on the spectrum. And being able to design your
life and career around it, it can become incredibly powerful and not so black is white as in, your either here
or you're here.

Ask yourself, what is this career for you? Is this career what you do to achieve your life’'s mission? Or is
this career what you do to generate the resources to pursue your life’'s mission? Also, define who you are,
where you want to go, and how this practice fits into the bigger picture.

#3 Identify your primary human driver, and then understand how it influences you. This is a Tony Robbins
concept.

EXAMPLE: These three steps may seem a little abstract and they may not make the most sense for you.
But this case study might help. A dear friend of mine who doesn’t work at our firm, but works in our market,
is highly successful selling real estate, but her life was in chaos. She called me about a year ago and said, ‘I
have to leave. | have to go to a different state and restart. Everything I've done here has created a life | can
no longer sustain.

| invited her to our office and we went through these three steps. Afterward, she had some really powerful
realizations about and for herself and she was able to become purposeful. She was able to identify and
shed the things that were causing substantial amounts of stress in her life. And now she is on the path with
purpose and she is on fire.

HOMEWORK ASSIGNMENT:
Spend 30 to 60 minutes executing the three steps. When you read the prompts by Ray Dalio and Tony
Robbins, clarity will arrive for you. They do a fantastic job teaching these ideas.

Also, look for our six-day “Practitioners Challenge” on Facebook. We'll talk about something for an hour;
then you'll have a little homework, we'll engage with each other and have a fantastic learning experience.
Go to practitionerschallenge.com to learn more about it.

THE KEY TO CONSISTENT, ENDURING SUCCESS

Have you ever thought to yourself, or even to someone else, “I've been doing this for years. Is it ever going
to feel like I've made it? Or that I'm on the right path? Or am | going to feel like I'm on this hamster wheel
chasing buyers and sellers forever?
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| probably hear this once a month. And the problem is that there isn’'t a defined career path. “Consistent”
measures “progress.” We all want a career that contributes to our happiness and our satisfaction. And so
long as we're making consistent progress toward our goal, our happiness and our life satisfaction are up.

But without a defined career path that says, hey, look, you're making progress, it's a natural response for us
to feel like we're on a hamster wheel.

Most agents struggle to create a career path for the following reasons:

They don’t know how to measure whether their effort is enough to provide for their short- and long-
term outcomes. Have you ever felt like you didn't know when enough was enough? Like you're actually
done with work? You just have to keep going.

They lack a long-term plan around money and wealth. At the end of the day, as most agents’ success
goes up, their life expenses go up, which is fine. But are they equal and balanced? And do you have a
long-term plan around money and wealth that is tied to your career path?

There is no defined career path or ordinary organizational structure to climb in our industry. Once
you're an agent, you're an agent. Once you're a Realtor, you're a Realtor. You can get designations,
which are great to have, and you can hone your skills in different market types. But there's really no
career path beyond that. So for those reasons, most agents don’t create a career path. And that’s why
you get this pervasive feeling of a hamster wheel.

We've recognized this problem at our company, and our small brokerage firm focuses on taking early to
mid-career real estate agents and putting them on an efficient and intentional path to becoming purposeful
practitioners. Here are the steps we take:

Establish your financial buckets—safety and security (savings, second home); fun and inspiring; and
long-term growth (financial planning, retirement, financial freedom).

Put aplaninplace and measure that plan. That means we're to acquire the techniques, tools and team
to be able to achieve these two goals. So as we're measuring, we're adjusting when necessary (“hey,
outcomes didn't meet objectives. What are we going to do about it? How are we going to adjust to get
there?)

Celebrate. Anchor your success and progress. We're going to experience the joy of achievement and
it's going to contribute to our happiness and satisfaction.

Lastly, we make sure we're allocating dollars as part of the celebration. To, for example, take $10,000
and put it toward that fun and inspiring thing you decided was meaningful to you.

You do not have to go through this career feeling like you're on a hamster wheel or questioning whether
you're ever going to get where you want to go and whether this is the right path for you. You can have a
meaningful career path. Define your buckets and give them a deadline.

Establish your measuring process and celebrate your wins.
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JAMES SUAREZ

PlayaVista, CA || thesuarezteam.com

A 3-STEP SCRIPT STRATEGY

I've been asked, James, why is your team so good at what they do? The answer is because we practice on
a daily basis. Now to me, practice is scripting, right? In any industry, in any sport, If you're not practicing,
you're not improving. And if you're not scripting on a daily basis, in my mind, you're not improving your skills
as an agent.

I've heard every excuse, such as | don't like how scripts sounds. Well, yeah, but you don’t want to sound
scripted. That’s why you continue to practice. Here's how to not sound scripted:

e Memorize
e Internalize
e Personalize

We are in the lead generation business. If we're not generating leads, we're not in business. And what we
say and how we say it depends on how many zeros we have in our bank account. So if you're not able to
handle objections, if you're not able to connect, if you're not able to understand the different personalities
and the way their minds operate, and how they communicate, you're not going to have very many zeros in
your bank account.

This is one of the purposes of getting into real estate. You can have as many zeros as you want in your bank
account. But to do that, you need to know what to say, how to say it and who to say it to. So let me quickly
break down this strategy:

MEMORIZATION: You need to know what you're going to say because, as we know, when you're in a
conversation, you can build a real authentic rapport and connection making conversation. But oftentimes,
conversations can go in different directions. That's why we need to have the script memorized, so that,
when it goes in one direction, we can bring it back to where we left off. When it goes in another direction,
we can bring it back, and so on.

There's a strategy behind that that goes even goes deeper. In our script, when we say, “How are you doing?”
We really want an answer. Why? Because that can tell you almost everything you need to know about the
person you're talking to and how to best communicate with them.

For instance, these four responses tell us different things about the person we're communicating with:
‘Good”

“I'm doing wonderful. It's such a sunny day out and I have plans on going for a bike ride with my cousin.
And after that I'm bringing a strawberry shortcake to my favorite aunt.

It's beautiful out. It's 73 degrees with a 64% chance of rain. But the skies are blue right now.
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I'm doing well. I'm really just inquiring about this property.

He probably doesn't like long-winded answers. They want to get right to the point
and they want to control the conversation. So now we know everything we need to know about how best
to navigate this conversation.

They're a chatty Cathy. We're going to get them to talk. These are some of the
easiest ones to converse with. | just will need to tee up the questions for them.

So we need to make sure we talk numbers
because they love numbers.

They need hand holding. And if | speak up and talk loud, I'm going to
scare them. So | will need to hold their hand during this process and slow my tonality down.

INTERNALIZATION: This is where | ask what is motivating them to make this move. And sometimes | need
to go deeper into their motivation by asking questions like, “Tell me more about that” One of the reasons
why our team is so successful is because of the coaching that we've gotten. Asking certain questions, get
certain answers and help guide and consult your clients.

PERSONALIZATION: | am a type D personality. Most of my team are type Al personalities. We need to be
who we are. There is only one James Suarez in the world, one Sherry, one Brandon. We all memorize the
same script. We all internalize the strategy together because there is strategy behind what we're saying.
And we want to make sure that we accomplish that strategy, whether it's getting our clients ready for
multiple offers, or planting a seed about the advantages of working with one agent versus a plethora of
agents.

VIDEO FROM SHERRY:

“I'm a Realtor with the Suarez team. I'm going to tell you a story about the importance of scripting. At the Suarez
team we learn, memorize, internalize, personalize, so we can deliver our scripts with confidence while still sounding
natural. The other day, | got a Zillow call, and the client asked me if | was the listing agent. | said, No, I'm not, but
you should have your own representation. She said, | don't need my own representation. I'm an attorney and | just
want to write an offer. | asked her why wouldn’t you want your own representation, someone to look out for your
interests and make sure you got the best deal on the property, especially when there’s no cost to you? The seller
pays the commission for both sides of the transaction. She agreed that that sounded like a reasonable idea. And
we made an appointment to see the property. Interestingly, she went on a walk past by the property and the listing
agent offered to show it to her. She told her that she already had an agent. She called me and we wrote an offer.”

Now Sherry is new to the camera. The camerais very intimidating. | think she did a wonderful job. But here
is a story with an agent who has only had their license for a couple of months. Yet because Sherry shows
up every single day for scripting, she has memorized it, internalized it and personalized that it was much
more difficult. That conversation | want to work directly with the listing agent. That is a very intimidating
conversation.
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We plan a script; then they throw objections at us. Now we're starting to handle objections, internalize,
personalize, wrap that whole package up. Then the magic happens. Not only did Sherry win that client, the
client told the listing agent I already have an agent after one conversation. After one conversation! That is
what happens when you follow our scripting strategy.

BRETT TANNER

Phoenix, AZ || https./Awwwyournextphoenixhome.com

HOW TO BE AWEALTHY AGENT THROUGH SELLER FINANCING

Most agents, at the end of their career, end up tired and overwhelmingly broke. They have a really nice
house that they can't afford, a late model BMW and not much else to show for it.

Yet agents are in the greatest business ever, and have a chance to create ridiculous wealth.

My journey in getting into the wealth game started about 15 years ago. | was challenged by my mentor to
track my net worth, focus on that number and do everything | could to massively grow that number.

Inthe last 15 years, I've sold over a billion dollars in real estate. I've done a ton of real estate investing. And
most importantly, | get to spend a lot of time with my family and go on vacations. I've built a business that
runs without me. I've got three little kids and a beautiful wife and my entire mission is to take them into the
most epic places on the planet. And | get the luxury of doing that.

But | didn't start there. | grew up in rural Colorado, in the poorest county with no background, no training,
no college degree. | was a pig farmer. What does a pig farmer know about creating massive wealth?

Today, as an agent, if you want to get really, really wealthy, you have to focus on three things:

Right now we have two contrasting scenarios:
o Wall Street is at an all-time high.
e |nsome states, there are as many as 40% of people not paying their mortgages or their rent.

Wall Street has always been a rigged game. Banks are the best rigged game. | want to tell you how you can
rig your own real estate game to be massively wealthy.

QUESTION:
Would you invest if:
* you knew more about it than anyone else?

e you could transfer the risk to the buyer and earn 20% plus on your investment if you could invest with
little or none of your own money?
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» you could potentially borrow money to invest at 0%?
e it created compound uninterrupted passive returns?

It exists. It's called seller financing. Seller financing is one of the biggest opportunities and it's the perfect
time to be doing it.

BE THE BANK:

When | first got into the real estate business, my mentor’s advice for being really wealthy was to own other
people’'s homes and to lend them the money. He was right, but | think he had it backward: Lend them the
money so they can own their own home.

Buy performing notes. There's a number of sites where you can invest in notes and get a 10% to 12%
return by buying paper from other people. One example is Notes Direct. The cap rate on purchaseis
6.25%.

Convert existing rentals to seller financing. | sold my rental property for $275,000 because | was
willing to carry the financing. That also radically increased the buyer potential. | took a $27,000 down
payment and created a loan of $247,000. And my cash flow is now $951 a month after | pay the
existing mortgage. So | got paid nearly $5,000 to collect $342,000 over the next 30 years.

Create (originate) the notes. I'm purchasing a property in Alabama right now for $45,000. The seller
is giving me terms. I'm putting $12,000 down. They've agreed to 0% interest on $350 a month for 84
months, with a balloon at the end of the 84 months, of $3,600. I'm all into this house for $15,000. I'll
turn around and sell it for $99,000 with $10,000 down, creating a $74 per month payment at 9.9%
interest for 30 years. After all the dust settles, my investmentis $5,350. I'll get $424 a month for the
first seven years and $774 for the remaining 23 years. In total, I'll get $249,000 net. | think we can all
agree that this is different from a rental property.

BENEFITS:
The best part about seller financing is | don't have to deal with toilets or property management. | get to sit
back and have a passive investment.

When | first started investing in real estate, my goal was to own 100 rental properties.
When | got more than 100 rentals, it was a loud, noisy business. | then learned that the debt side of the
business was not loud and noisy, it was completely passive. That's the beauty of seller financing.

| bought another property inside my Roth retirement
account for $58,000. | paid cash and was all in after closing costs at $59,000. | sold that property for
$120,000. The borrower put $15,000 down which created a payment of $913 a month. I'm into this
property for $63,000. Over 30 vyears, I'll get over $328,000, and the really cool part s all that money comes
out of my Roth account tax free.
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YOUR FINANCIAL GAIN:

If you're 35 years old and you put away $10,000 a month, you'll have a million dollars saved in 30 years.
With seller financing, you could have $156 million. So you've got to decide who you want to be. The choice
is yours. Go out and create massive wealth and be a wealthy agent.

ANDREW FRANKLIN

The Franklin Team, Houston, TX || thefranklinteaminc.com

HOW TO GET PREDICTABLE AND RECURRING REFERRALS FROM HOMEBUILDERS

There was a low of 306,000 new homes sold in 2011, and that trend has been going up since 2020. With
the demand that's out there, the only thing that we believe will stop the decline is low inventory.

But most home builders—with the exception of production home builders that do a lot of volume—
don’t have Realtors on staff. They hire salespeople who do not have their real estate license. And those
salespeople, with the help of a sales assistant, will sit in a model home seven days a week. They're seeing a
ton of unrepresented buyers who have homes to sell.

SOLUTION:
We've created programs for those homebuilders so they can send us referrals when they have a client who
isunrepresented and needs a Realtor.

How do you get these referrals? You need to provide some kind of value. There are many ways you can
provide value, but | think ours is super powerful because it helps the homebuilder sell more homes, and it
helps eliminate doubts.

We've created programs where, when someone has a home to sell, and they don't have a Realtor, if the
salesperson refers us to the client, we will buy their house if we are not successful in selling the house
before the new house closing date.

A lot of people, when they buy new homes, the sale is contingent on their house selling. They need to get
the equity out of their house, or their debt-to-income ratio doesn't work with two homes. So we created a
program where we'll get the referral and we'll try to sell the existing house, provided the builder puts us on
the new home contract.

We'll sell the existing home at a discount. But then, on top of that, we have a program where we offer them
a certain percentage of the appraisal up front. And then if the house doesn't sell, we'll buy the house from
the client a day before the new house closing date. We use a third-party appraisal to determine that value.
And then, like iBuyers, we reimburse profit.

We've been doing this program for 20 years. We have a lot of builders that use our program. We sold 1,800
homes last year and 60% of our business is related to these programs we've created.
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WHY DOES A BUILDER WANT TO REFER YOU THE BUSINESS?

What are the benefits to them?

It creates incremental sales for the salespeople. So someone walks in, they're nervous about their
home selling and they don't want to move forward with the builder. This program gives them that
comfort, that assurance that if their home doesn't sell, our buyout comes into play.

It converts people from a contingent sale to a certain sale, because our buyout is given up front so
they know what that number is from the very beginning.

It eliminates bust outs.
It generates goodwill.
It locks in the buyer.

So there are a ton of benefits for the builder and a lot of benefits for the buyer as well.

HOW TO GET STARTED:

You have to create a relationship with that builder. You have to give them something of value for them to
refer you to a client that has a home to sell or that needs representation. You need to create some kind of
program or offer them some kind of value so they think of you when they have someone that walks through
their house and doesn't have a Realtor.

These programs create very predictable listing referrals, because a lot of their buyers have a home to sell.
They also create very reoccurring referral business. We have some salespeople throughout the city who
have been referringus business for 20 years across different builders. Sofor us, it's been the most recurring
and predictable referral we get. And they're very warm leads, because that builder is talking you up to that
client. So it can really help you grow your business.

NICK WALDNER

waldnerwintersteam.com

FIRST-TIME HOMEBUYERS AND WHY THEY HAVE SUCH A DRAMATIC IMPACT ON INVENTORY

First-time homebuyers, on average, are 33 years old. Here's the key difference between that 33-year-old
buying a home and someone else moving up or downsizing. If I'm on a move-up pattern, | put a home on
the market by selling my house. Then | take one off the market when | find one that | want. So in essence,
inventory stays the same

The opposite effect happens with first-time homebuyers. They take one off of the market when they buy,
but they don't put anything back on, which puts downward pressure on inventory.

Now combine that with how much builders have been behind on the demand and haven't been building
enough over the last 10 years. It all adds up to the same equation—we're going to have continually low

inventory.
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WHAT DOES THAT LOOK LIKE FOR THE FUTURE?

To understand the future, we need to look at birth rates. Right now, the average 33-year old was bornin’'87
or '88. So if you go back and look at the birth records for ‘89,90, 91,92, birth rates skyrocket every year.
Much like in the past, we're seeing the same influx of that in the first-time homebuyer. So over the next four
or five years, you're going to see more and more first time homebuyers. Right now, they make up around
34% of the market. They're going to be getting up to 38%, 39%, maybe even 40% of the market.

So how are you going to develop your real estate plan to handle first-time homebuyers to help answer their
needs, to connect with them on social media or on your advertising in general? First-time homebuyers
should be a key part of your business, because they're going to be a key part of the real estate industry.

DENISE DONOGHUE

The Mortgage Nerd || mortgagenerd.com
HOW TO ELEVATE YOUR GAME AND GET MORE REFERRALS

| want to share with you three reasons why you have to partner with a Mortgage Coach advisor loan officer
to help elevate your game and get more referrals.

Clients today are shopping like crazy and houses are flying off the market fast and furious. So when you're
partnered with a modern mortgage advisor, we have the tools to equip your clients with the confidence to
pull the trigger right then and there and not to have to wait, as we know even an hour in this market can
cause a house to be taken off the market. Here's why.

We have a really fun app. This gives
them access through their mobile device to not only access their options, but to be able to share that
information with their family and their Realtor. And they understand the data because we're already
gone over everything in great detail with them and prepared them. It's not just “here’s a fee sheet,
here’s an estimated payment.” That does not equip your clients with the confidence or the data to pull
the trigger when they're out shopping for a home.

They no longer have to go back
and forth with the lender to see if they actually still qualify or to see if they can cover that appraisal
waiver difference. They have all the information they need right there at their fingertips and they are
more confident about their financial decision.

As you know, when you refer your client to
a mortgage lender, you're trusting them with your brand. You're trusting them with your reputation.
Statistics show that the happier the client is, the more referrals you're going to get from their friends
and family. So when you're partnered with a modern mortgage advisor, it not only will elevate your
brand, but it's going to ensure that your client feels like they're being taken care of and that they're
getting financial advice and not just being treated like a number or a transaction.
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JASON MITCHELL

thejasonmitchelleroup.com

THE VALUE YOU CAN GET FROM B2B PARTNERS

The Jason Mitchell group is poised to do $2.4 billion in sales for 202 1. With over 5,500 units projected, our
company will distribute close to 45,000 referrals this year. In fact, this year, already, we've distributed over
11,000 referrals to our grouping of agents across the country, our company services, 18 active states and
56 markets across the U.S., which comprises just 270 agents right now.

That's what we bring to the table—the opportunity not only to learn and grow with our amazing coaching
series, but the opportunity to grow your book of business like nowhere else. Last year, our average agent
added 38 closings to their book of business and an additional $177,000 in gross commission income.
We like to lead with opportunity. That's the most important thing when you talk about servicing B2B; it's
ensuring you have agents who understand the value prop that you bring. And they understand what they
must do to remain part of that amazing organization by making sure that they have their systems in place,
and making sure they're servicing clients the way they should be serviced. So it's an amazing niche. And it’s
something I've been talking about for years and bringing to the forefront—that the consumer will get more
difficult to be in front of. There's no question about that.

WHAT’S TRENDING:

Groups and lenders and organizations and networks alike search platforms. They are all moving to the fact
that they want to control the experience to their consumer. Therefore, they want to control the agent in
their population when it comes to referrals. And as this continues to be the forefront of what's happening
in real estate, the consumers themselves will be harder to get to. That's happening, and here’'s what that
means: Individual agents are going to find themselves having a more difficult time reaching new consumers
that they can service in the field.

And so B2B is veryimportant. It's important because that leads to not only just working with one consumer,
it leads to servicing many consumers. There are two ways to go about this. There's a national approach
for those who have the ability to service on a national level. And then there's a local approach, which is
probably the majority of people who are listening to this right now.

| started on a local level. So the grass roots and building the foundation and everything that comes with our
organization really started from just me and an opportunity of working with one organization, which led to
more and more. Then we built it out. It can be done on a local level.

So what I want to talk about today is how do we get in front of these organizations? And who can we target,
because there are some key components you can do when we start talking about mastering business-to-
business relationships. And you can get in front of so many people that you haven't even thought of to drive
more opportunity to your organization, to your team and to you.
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Never lead by having your handout. You must lead by wanting to do
something for somebody else. When you lead with that, when you lead with character and integrity,
and you go out there and say what can | do for you in the hopes that there's a return, that's how
business is done. If you start asking for someone else’s book of business and you don't have a plan, the
answer will be no. The busy work becomes part of the process, to go out and find opportunity to grow
your book of business. So have a plan.

This can be done on a lot of local as well as national
levels. But when you identify what you can bring to the table, if you're going to serve as someone
else’s client, make sure you're getting in front of the right people. So think about places you could
have an immediate impact on. How about apartment complexes? People leave apartment complexes
and buy homes. Put programs and products together to service people who are currently leasing an
apartment.

What does that look like? You go to an apartment complex and say, hey, you have a lot of people who are
going to be leaving here that will be purchasing homes. Why don't we put together a purchase program
for people who lease in your communities? Whether it be one apartment complex, or companies that have
multiple complexes, why don't we put together a purchase program for so your leasing company’s people
can take referral fees. Why not put together a program that enhances and provides their current lessors
the opportunity to work with you, who will then be incentivized, while also providing referral fees to the
company that opened the door for the opportunity. Apartment complexes, senior care facilities, CPAs,
attorneys, local businesses, HR directors, thinking about what you can do to better serve your client and to
better serve potentially your employee.

When you identify the companies and businesses you want to do work with, tailor your plan around them.
There are a lot of places t you can get business from, but you need to tell them why they should work with
you. Lender networks and organizations send referrals. They have their grouping of agents. They may not
need new agents. But if someone special comes along who is prepared, and instill the confidence and trust
that you can deliver, you will make your way into more doors than you thought possible.

HOW TO PREPARE FOR B2B:

to you or your agents and identify how you can drive
the opportunity inbound. Create things like a jot form or gravity form to generate awareness about
your program. Do they have a product they can send us via Parsi? Where can we grab him? Can we
use a web hook? How can we grab that client’s information so we immediately can make contact with
that person? That is called the ingestion series. That brings in referrals.

Know how many referrals you sent out, who you sent them to, what
their closing ratio is. Are they doing their part once you get the opportunity?
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the opportunity to your agents. Are they local? Across the
country? How do you get the opportunities over to your agents so they can work them? The CRMs
can do that. You may not have a plan in place for ingestion, distribution, accountability, reporting, and
all that stuff. And that’s okay at first. | didn't either. But for the partners to know they can trust you
enough to not micromanage your business, they’re going to want to see that you have some type of
system in place for tracking and accountability.

Now we make our introductions to the client. Make
the introductions to the consumer right away. “Mr. Consumer, this is the Jason Mitchell Group.
We received your information from so-and-so partner. Excited to work with you. Cannot wait.
You'll be hearing from one of our agents very soon. And five minutes later, boom, the agent calls.

That stage of follow-upis critical. Make sure that every client you send out to your grouping of agents
is followed up with so they know they're being taken care of. Most of the time, especially when you're
dealing with larger organizations, they're going to be surveyed on that. “I'm here if you need me. My
jobisto provide a great client experience to you. And I'll also be following up throughout the process’”

We create a cadence with our call center. The process is 24 hours, 14 days, 30 days, 45 days, 60 days,
following up, following up, following up. If you guys utilize search in your business, we utilize Sync for
our search, make sure you set them up on a customized search portal, so when they are searching for
properties, they're searching within your ecosystem, unless one of the partners that provided the
referral to you happens to be in search.

of your agents is important. Put together program
summaries and customized campaigns for training. Every time you have a new partner,
every time you have a new relationship, a program summary is a must, identifying who the
partner is, what they do, who you're servicing. We create scripts for every partner as well as
best practices for closing this opportunity and providing them a great experience. Including
scripting for the follow-up, because every partner has a different way of doing things.

Our summary guides have all the information necessary for the operations team and the agents. And
we train on the program summary, with a quiz within LearnDash. So they have to test out before they
get an opportunity to work with that partner. They have to know the expectations not only you as the
leader, but also from the organization. When | send you this opportunity, this is what | want you to do,
and you'll be held accountable for it. Because we are accountable to the partnership.

Thisisreallysignificant. Weutilize Power Blforallof ourreporting,
to ensure that when we send out an opportunity, or when we receive an opportunity, we're constantly
trackinghowmanyopportunitieswegetfromeachpartner,yourclosingratiobypartner,bymarketplace,
by agent, who are your top performers, who seems to always be able to close and who is struggling. At
somepoint,iftheycan'tclose,theycan'tbeonthereferralteam. Theycan'tbeonyourdistributionteam.
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Those who have the drive and motivation to want to grow their business, those are the ones you
want. On your team. It's not always who's the best agent within your company or within your team.
It's the agent who wants to constantly grow their book of business. Typically, when you distribute in
a company opportunity or team opportunity, there are higher splits. It's an incredible business when
you talk about scale and margin because of the opportunity that you can create and the abundance
you can bring to the table.

You want the agents who are adding more and more clients to their book of business, which will in turn lead
to more self-generated business, because as those people start to close, they send their friends and family
to those agents. That's the agent you want. You don't want the agent who gets greedy or is unappreciative
of the opportunity. You want the agent who will do what they're asked to do and follow the guidelines in
closing deals. And even agents who are doing $30 and $40 million a year that still want to close an additional
$30 and $40 million transactions a year. Those are the agents you're looking for. The ones who never leave
any stone unturned and feels that every client matters, not the price point.

If you do perform, you will get more opportunity to really grow this space. And you will need to hire buyer’s
agents and listing agents. And what an incredible opportunity. You now get to build a little empire around
you. That’s what we've built because of the trust and confidence with our partners. And you can do the
exact same thing.
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