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HOW TO FIND SUCCESS IN

WITH YOUR MARKETING
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THE IMPORTANCE OF A
MARKETING BUDGET

Helps you identify new opportunities.
Enables you to be more strategic.
Outlines cost and projected results.
Ties all tasks to a tangible goal.

Keeps the entire team focused.




CREATING A
MARKETING BUDGET

The average marketing budget for a
service-based sales professional is about
10 percent of your commission income. |

Lead with revenue.

- Look at what's working, and keep
doing more of that.

- Reexamine your sales from the
previous year.



THE MREA
ECONOMIC MODEL

» Gary Keller, cofounder of Keller Williams, recommends that
real estate businesses follow this model.

» Based on three concepts: what goes in, what goes out, and what’s left over.

WHAT GOES IN WHAT GOES OUT WHAT’S LEFT OVER
(Income) (Expenses) (Profit)

Gross Cost of sales (COS) are the costs When you keep
commission of making a sale, including your expenses to
income (GCl) marketing. This should be those levels, you're
IS 100 percent limited to 30 percent of GCI. left with profit.

of the revenue
your business
takes in.

Operating expenses include
your real estate business’s
overhead, including your office
and your staff. That should also
be limited to 30 percent.




MARKETING REVENUE
CALGULATOR

Your marketing budget cannot happen until
you set revenue goals for your business.

Reverse engineer to determine where your
deals are going to come from.

Plug in your information and develop the
revenue needed to reach your goals.

Determine how many transactions are
needed, and select the appropriate channels.




$260,000

GCl
v

375,000

Cost of sales (30%)
\ 4

375,000

|
|
|
| Operating expenses (30%)

A 4

3100K

Net profit goal




HOW DO YOU
GET THERE?

Our Real Estate Playbook provides
eight tactical ways that you can
utilize to help you hit your GCI.

Farming

Referral and repeat business
FSBOs

Expired listings

Open houses

Internet leads

Seminars

THE REAL ESTATE

| PLAYBOOK

@remmdermedla
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EXCLUSIVE CONTENT

P Includes multiple real estate content ads that you can select from to
customize your Tear Out Cards, Back Inside Cover, and Back Outside Cover.

- Ads are geared toward financial preparation, dealing with expectations,
and what to do after settling.

» Issue articles are great conversation starters to reach out to past clients
and ask for referrals.



USING YOUR MAGAZINE
FOR DOOR KNOCKING
AND FARMING

Customize your magazine with
real estate content ads, and bring
it with you when you door knock.

Pop by with one of the recipes
from the magazine.

Focus on open houses when
you're farming.



USING YOUR MAGAZINE
FOR REFERRAL AND
REPEAT BUSINESS

Select five clients to call a week based
off the articles.

Utilize issue articles as a
conversation starter.

Rely on our referral script when making
the phone calls.
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(/' EXPIRED LISTINGS

187 Hordeshoe Road
CRESWELL, NJ 24581

» Make your calls on a Monday.

This home has professionally landscaped grounds and a
wraparound porch, which allows for group entertaining.
The owners have taken pride in maintaining this treasured
home that is made of good, old-fashioned, and solid

construction. There are hardwood floor e U L "
siding, and a 2-car garage. Enjoy a dynamic li e, ro p W I t 0 u r ro m Otl 0 n a
walk to everything in town. Offered at: $499,000
copies of the Magazine.

3292 Ink Read
CRESWELL, NJ 24581

This home has professionally landsc

wraparound porch, which all g en O
The owners have taken pride in maintaining thi } D OW n I 0 a d 0 u r ro m Otl 0 n a I
: { | 5 . home that is made of go b|d-fashionec p
S . - ol 33 B 5 s £ construction. There are hardw floors thrc

siding, and a 2-car garage. Enjoy a dynamic Co py St i C ke rS [ ]

walk to everything in town. Offered at:

gtacey S’Iwmwr', REALTOR®

Cell: (281) 330-8004
Office: (610) 878-5000
Email: cs@remindermedia.com
www.remindermedia.com

» Showcase a listing or upcoming
event to highlight your
marketing efforts.

The
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Every issue is created with you in mind—you have the ability to
customize it based on your business goals.

If you would like to target one of these areas in an issue, the same can
be done for future issues.

Now calculate your cost.



SPECIAL WEBINAR-ONLY DEAL

New clients

Sign up on remindermedia.com/action and
receive 15 free promotional copies

Current clients

Order 20 promotional copies
and we will pay for half (up to 10)




Tell us more about how this
French Tudor project came
together. What was the
owner's vision?
This is certainly one of th es that
causes everyone to slow down a little bit
as they drive by—it truly does feel like it is
out of a fairy tale because it is so charm
In fact, my client had said that he'd wanted
tolive in the house for as long
remember. He was in his thirt
bought the hom
something th nger and m
reamlined. He wanted guidance c
he kitchen more usable and
n the home. He also had g
lis own; the one real, distinct
S a monochromatic, muted palette—
whites, and grays—which is unusual

with a

in restraint, for sure. But it fit the owner's
personality well since it was more masculine,

simple, and tailored

Sum up the theme behind this
project in a couple of sentences.
How did you orchestrate this
theme throughout the space?

If I had to put a theme on it, | would call it
modern country club gentlem.

is traditional at its core, well tailored,
refined. It has history and pedigree. There's
patina in the finishes, but its modernity is
that it isn't pretentious or too serious—it

feels fresher.

ept going back to the word honest
when working on this project. Is this materia
natural? Will it look better with age? Is it
simple? Is it clean? Is it straigh 2 Is
ithonest? If it ever felt contrived, forced, or
inauthentic, we moved toward something

more honest, natural, and real

QUESTIONS?
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THANK YOU
FUR LISTENING

Recorded session and slides will be emailed to you.

For daily coaching tips and motivation,
follow us on social media.

[© @ReminderMedia | | $ ReminderMedia | ] ReminderMedia | fjm ReminderMedia




