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What Is The Playbook?
This playbook is many things. It’s a 
case study in best practices. It is a road 
map for successful lead generation and 
conversion. It’s a step-by-step guide to 
the world of Market Leader Pro, and a 
compendium of tips and strategies for 
real estate success. 

Keller Williams real estate associates are 
some of the best trained, driven, and 
successful in the United States. Our goal 
in this playbook is to help you, Keller 
Williams professionals, to generate more 
leads, convert them quickly, and ultimately 
close more deals. 

Learn from some of your most accom-
plished colleagues as you travel through 
this playbook, and emerge with the train-
ing and skills you need to further your 
success with the help of Market Leader.

Keller Williams associates have had 
considerable achievements teaming with 
Market Leader. Here is a snapshot of the 
success generated in such a short time 
with Pro and RealtyGenerator:

n	More than 700,784 prospective buyers 
and sellers generated and being managed

n	On average more than 89 prospects per 
associate

n	More than 11,117,621 listings viewed 
on Keller Williams websites

n	 28,674 closed deals on $342,786,865 
worth of real estate

n	Approximately $20,567,211 in Gross 
Commission Income
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Of the 700,784 prospects being managed 
by Keller Williams associates thus far: 

n	 156,250 (22%) were from paid sources
n	 The remaining 78% of prospects were 

generated at no cost!
n	 54,567 are from Craigslist
n	 673,343 (96%) are actively engaged 

with their agents
n	 27,441 are “hot” prospects with near-

term close opportunities

And how active are those leads?

n	 They’ve saved more than 296,886 
properties in the myHomes section  
of their Market Leader website

What exactly are these Keller Williams 
associates doing to increase their income 
and success?

The following pages will give you a 
glimpse at some of their best practices.
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Getting Started with Pro
Getting started with  
Market Leader Pro

Market Leader Pro has many great fea-
tures to explore, learn, and understand. 
Each one of these tools is designed with 
one goal in mind: to help you, the Keller 
Williams agent, capture leads that come 
to your site and give you the tools to 
convert these leads into actively engaged 
clients in a timely, strategic manner.

Market Leader offers training opportuni-
ties and support for its many tools, but 
first things first—let’s get your website up 
and running. Here are a few must-do tasks 
to start on: 

n	 Enter your contact and profile information.

n	Add a banner image, logo, and photos 
to your site.



n	 Set up your notification alerts—
tell Pro how to alert you about new leads.

n	Customize your neighborhoods served, 
listing search areas, and other search 
criteria.

n	Add your default email signature.
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n	 Explore. Don’t worry—you can’t break 
it! Experiment with your site from a 
prospect’s perspective. Create some 
test leads and try out the search capa-
bilities.

n	 Learn more. Visit www.marketleader.
com/kw for training materials, webi-
nars, support, and other resources that 
will help you get the most out of your 
Market Leader Pro system. 

Next steps: Download Market 
Leader Pro’s quick start guide here:  

www.marketleader.com/kw/site/wp- 
content/uploads/2011/04/gettingstarted_
ml-professional1.pdf

Getting Lead Notifications 
Immediately

Fast forward your lead 
conversion with immedi-
ate lead notification

Successful real estate 
agents gather leads from a variety of 
sources. However, what they do with 
those leads is crucial. Industry-wide, 
67% of leads go unanswered. Agents are 
missing two out of three potential buyers 

“Who turned on the lead-
generating fire hose? 
Market Leader did! Our 
business is running on 
overdrive and we are 
receiving more web 
traffic then we ever have before. It’s 
nice to know that whether I’m working, 
playing, or sleeping, the lead traffic 
just keeps coming in by the truckload! 
Thank you, Market Leader, for making 
a huge difference in my business!”

	 Thomas Elrod
Keller Williams, Charlotte, NC
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Getting Lead Notifications  
Immediately
Fast forward your lead conversion 
with immediate lead notification

Successful real estate agents gather 
leads from a variety of sources. However, 
what they do with those leads is crucial. 
Industry-wide, 67% of leads go unan-
swered. Agents are missing two out of 
three potential buyers because it can be 
time consuming and frustrating to keep 
track of leads across multiple systems. 

Market Leader Pro streamlines the lead 
generation process and channels those 
leads through your Pro site, saving you 
time and money. That means that all 
leads that you find from KWLS listings,  
enhanced SEO, online advertising, Craig-
slist, personal websites, blogs and social 
media sites are automatically sent to  
your Pro dashboard. 

In order to turn these leads into clients, 
it is very important to respond to them 
quickly. Luckily, with eEdge and Pro, you 
don’t need to wait until the next time you 
log in to know you have a new contact—
both eEdge and Pro lets you know imme-
diately, via text, email or both.

To make immediate lead notification work 
for you:

n	 First, when you set up your Pro website, 
follow the quick-start guide to set your 
preferences for receiving text and email 
notifications the moment a lead regis-
ters on your website.

n	 Each time a new lead registers on your 
website, he or she will automatically 
be added to myLeads. The system will 
also send him or her a welcome email, 
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keeping the lead warm until you’re able 
to connect with them. Pro also uses this 
opportunity to make sure the new lead’s 
email address is valid. 

n	Next, log in to your MyKW.KW.com and 
click on your “New Lead” link under the 
myLeads section.

n	Once you have clicked on your lead’s 
name, you will see his or her contact 
information and website activity, includ-
ing a summary statement of the types 
of listings your new contact has viewed 
and links to specific individual listings 
viewed and saved.

Next steps: Our online video tutorial, 
“Success Strategies for Associates” at 

www.marketleader.com/kw, will walk you 
through this process and offer other tips 
for success.

Also, visit www.marketleader.com/kw/pro-
fessional-edition/pro-power-hour to view 
Power Hour webinars, designed to teach 
you the latest Pro tips and tricks.
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Reaching Out to a New Lead
I have a new lead. What are best  
practices for building a relationship?

Time is of the essence when you have 
acquired a new lead. From the moment 
you receive Market Leader Pro’s alert, 
the clock is ticking. Consider the day you 
receive a new lead ‘day one’ of converting 
them into a valued client.

Best practices for lead conversion:

n	 Provide outstanding value. What does 
that mean? Be responsive, demonstrate 
attention to detail, be professional and 
knowledgeable, and give them your  
undivided attention. Think of times 
when you have received outstanding 
value. What made it special?

n	 Make a difference. Ask yourself what 
impact you want to make with this  
potential client. How committed are 
you to making a difference in this  
relationship?

n	 Improve people’s lives. Give people the 
information and tools they need to meet 
their goals. 

n	 Customize. Today’s consumers are 
used to getting customized, tailored 
information. Provide information that is 
particularly relevant to them and their 
needs. Clue into their communication 
style and tailor your approach however 
necessary. Make an effort to be acces-
sible in whichever medium your contact 
prefers—telephone, email, text mes-
sage, Facebook, LinkedIn, etc.

n	 Be easy to work with. Be concise, both 
on the phone and via email. Be positive. 
Take a moment to put yourself in a good 
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mood before contacting a lead. Being  
easy to work with also includes being 
fast. Respond quickly and effectively,  
especially when action items are in-
volved. Strive to contact a new lead 
within five minutes. They will likely still 
be online, and you will be front of mind. 
You’ll give an immediate impression of 
competence and accessibility. 

n	Follow a system. Create an organiza-
tional system that works for you. Utilize 
eEdges’s Initial Contact Wizard to lever-
age information that your new contact 
has provided, and reach out to them in 
the most effective, efficient way. Utilize 
eEdges’s ready-made scripts, make your 
own email templates (or use Pro’s free 
templates) and develop your own check-
list for the first 10 days of lead follow-up. 

Next steps: For a tutorial on how to 
use eEdges’s Initial Contact Wizard 

and a discussion on best practices for 
converting leads to clients, visit www.mar-
ketleader.com/kw/professional-edition/
convert-more-leads-into-clients/.

For examples of effective email messaging  
and how to create a communication check-
list, watch this edition of Pro Power Hour: 
www.marketleader.com/kw/uncatego-
rized/pro-power-hour-emails-that-lead-to-
more-sales/



“	Utilizing this platform 		
	 has revolutionized  
	 and simplified  
	 the lead conversion 
	 process. It has made 		
	 more effective use of  

my time by allowing me to focus on 
the people looking now, and allows me 
to continue to touch the people that 
are not yet ready to buy. With Market 
Leader Pro, there is a continuous  
cultivation of the relationship.”

	 J. Steven Roantes, REALTOR®
Keller Williams Realty Metro South 
Birmingham, AL
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Finding The Most  
Motivated Leads
Using Market Leader Pro  
to identify motivated leads

Keeping up with all of your contacts can 
be a time-consuming and overwhelming 
task. Whether you are dealing with new 
leads, existing leads, or inactive leads, 
each contact needs to be communicated 
with in a strategic, timely manner. 

Pro offers easy solutions that help you 
keep track of leads in every stage of the 
conversion process, and identify which of 
your contacts are most motivated.

Log in to your Pro home page and under 
“myLeads,” click on “New Leads.” Once 
you arrive on the “New Leads” dashboard, 
click on “Recent Contacts Online.”
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This is your “Recent Activity Report.” This 
page will show you which of your contacts 
have recently searched for listings on your 
website. It will also alert you to inactive 
contacts who are re-engaging in the home 
buying process by revisiting your site. 

When you click on a contact’s name, you’ll 
see all of the listings that they’ve viewed 
recently. Look through the listings to find 
themes and patterns.

n	Are these homes similar?
n	 In the same neighborhood?
n	 In the same price range?
n	Or maybe their price range has 

increased?
n	What time of day are they looking?
n	Are their searches consistent, or have 

they changed over time?

Use these observations to zero in on what 
type of home your contact is interested in. 

Next, armed with this new information, 
use Pro’s tools to call or email them. Send 
them a few new listings that meet their 
interests, or set up a new listing alert.



Fully utilizing lead tracking with Market 
Leader’s Recent Activity Report will en-
sure that you know:

n	Who to contact and when
n	How to best capture their attention
n	How to be in the right place at the right 

time with your contacts
n	How to demonstrate value and position 

yourself as an expert
n	How to ultimately win more business

Next steps: Visit www.marketleader.
com/kw/professional-edition/find-

motivated-contacts/for a tutorial on using 
Market Leader’s Recent Activity Report to 
find qualified leads. 
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	 “As a new agent, I was 	
	with a small real 
	estate company and  
	I felt like I needed to 
	revolutionize real 
	estate sales. I couldn’t 

figure out how to create a smooth 
process from start to finish in order to 
have a sustainable business. As soon 
as I made the switch to Keller Williams, 
it was obvious that I didn’t need to 
do it on my own. Market Leader Pro 
has incorporated ‘The Millionaire Real 
Estate Agent’ seamlessly, allowing 
my career to take off! It was truly the 
answer I was looking for.”

	 Tyler Hagerla
Keller Williams, Carlsbad, CA
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Generating Business  
through Lead Nurturing
Recapture past leads  
using nurture marketing

You’ve already learned how to set up  
instant notifications of new leads, and 
best practices for building a relationship 
with new contacts.

The lead conversion process doesn’t end 
once you’ve captured a lead’s contact 
information and started your 8x8 and  
33 Touch campaigns. Nurturing and main-
taining your leads over time is a crucial 
part of creating long-term business for 
yourself, and Market Leader Pro is here 
to help. 

Your Pro account helps you build and 
maintain relationships with active leads, 
past clients, and other contacts, so that 
you are top-of-mind when they decide 
they’re ready to buy, when a friend asks 
for a referral, or when a past client is 
ready to purchase a second home. 

Pro provides easy, step-by-step ways to 
create a variety of marketing materials 
for you to use as you complete your 8x8 
and 33 Touch goals with each one of your 
contacts. Some of the options include:

n	 This Month in Real Estate eNewsletters. 
Easily create a visually-appealing news-
letter to email out to your contacts, or 
host on your website or blog (for topic 
ideas, visit www.marketleader.com/kw/
pdfs/eNewsletter_Pro_Brainstorm.pdf).

n	 Custom email templates. Your Pro 
account offers you unlimited email tem-
plates to use for any occasion in which 



you might need to contact a lead— 
new foreclosures, listing alert changes, 
voicemail follow-ups, and more.

n	 Express vignettes. Create short, attrac-
tive videos that can be emailed out 
to leads, posted to social media sites, 
or embedded in your website or blog. 
Ideas for vignettes include client tes-
timonials, introducing yourself to new 
leads, showing off a new listing, or any 
other message you’d like to convey in  
a visual way.

n	 eCards/ePostcards. Create stunning 
postcards in Pro’s Design Center. Design 
a holiday greeting card, a Father’s Day 
card, or a card promoting a hot new 
listing. 

What’s the best part? You can “set it and 
forget it.” Create your campaign, target 
niche contacts within your database, set 
up future deployment dates, and Pro will 
automatically send your campaigns out so 
you can focus on running your business. 

Pro’s myMarketing area has all of the 
tools you need to create engaging, pro-
fessional marketing campaigns to build 
your brand and reinforce the relation-
ships you have with your best clients and 
leads. 

Next steps: For step-by-step instruc-
tions on creating custom campaigns, 

visit www.marketleader.com/kw/Cus-
tomCampaigns.pdf

16
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Social Media: How Do I  
Tie It to My Pro Account?
Using social media  
with my Pro account

Today’s consumers are spending more 
and more time online. In fact, 90% of 
home buyers begin their home search on-
line. It is increasingly important to market 
yourself in a variety of ways, both online 
and traditionally. 

Leveraging the power of social media 
can help you find new contacts and also 
remind past clients or inactive leads of 
the value you bring to their home buying 
search. 

Whether you are using Facebook, Twitter, 
LinkedIn, a blog, Craigslist, Flickr, or any 
other social media hubs, there are some 
tips you should follow to ensure maximum 
return on the time invested promoting 
yourself online:

n	 Who is your target audience? Consider 
whom you’re trying to reach, and get 
inside their head. What kind of infor-
mation are they looking for? What is 
important to them?

n	 Pick your medium. Consider where you 
will get the most response. Facebook? 
Twitter? Where do you have the most 
engaged followers?

n	 Craft your message. Make it informative 
and engaging—don’t just self-promote. 
Create a dialogue with your followers  
by asking questions and offering com-
pelling information that positions you 
as an expert. Create a multi-channel 
conversation. 



n	 Route followers to your Pro page. This 
is the most important step for captur-
ing leads. Always include a link back to 
your lead capture site. To generate more 
leads, make sure the link directs visitors 
to a page with immediate results that 
are relevant to the topic of your social 
media post.

n	 Repeat. Be consistent in your social 
media presence. You’ll maintain followers 
by posting regular, timely information. 

18
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Taking Craigslist  
To the Next Level
Take Craigslist to the next level  
with Market Leader Pro

Most people are familiar with Craigslist, 
the free online classifieds website. In fact, 
it is one of the most-visited websites in 
the United States. Besides advertising 
garage sales and job openings, Craigslist 
can be a powerful lead generation tool 
for real estate agents. 

By posting ads with information about 
recent listings, foreclosure properties, 
and desirable neighborhoods and includ-
ing a link to your Market Leader Pro site, 
you can create a powerful, quick, and 
free lead generation system in your local 
market. 

One of the many great features of Pro is 
its streamlined Craigslist posting system. 
Part of the portfolio of marketing tools 
available when you upgrade to a Pro ac-
count, the Craigslist poster helps you link 
your MLS listings to ads, automatically 
creates HTML code to include links and 
photos in your ad, helps you keep track of 
your current and past ads, and provides 
data on click-through rates and site visits 
generated by your ad.



When you use Pro to streamline your 
Craigslist postings, you’re able to produce 
timely, effective, and good looking ads 
that will bring qualified leads back to your 
website. 

In order to help you create effective Craigslist 
advertising, consider these dos and don’ts:

Do:
n	 Include headlines that grab the reader’s 

attention: Talk about desirable neighbor-
hoods, great deals that are available, or 
convey a sense of urgency.

n	 Keep it short. Use brief, informative 
sentences with only the most important 
information.

n	 Always link to a listings results page 
that includes the specific home you are 
advertising and others that are similar.

n	 Track your success with the free website, 
Craigslist Ad Tracker (http://craigslis-
tadtracker.com/).

n	 Experiment with Craigslist ad posting 
and find a strategy that works best for 
you and your leads.

Don’t:
n	 Include price, number of bedrooms and 

baths, and other specific information in 
your ad’s headline. It limits the number 
of people who will open your ad.

n	Use all capital letters or use the word 
“list” or “listings” in the headline. This will 
help you avoid flaggers tagging your ad. 

n	Wait until an ad has expired to repost. 
Expiration dates vary by market, but  
approximately 48 hours after your ad has 
gone live, you may delete your original ad 
and re-post a new one so that it appears 
closer to the top of the search results.

20
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Next steps: For step-by-step instruc-
tions on how to use Market Leader 

Pro to assist in your Craigslist posting, visit 
www.marketleader.com/kw/professional-
edition/how-do-i-use-craigslist/.

For more tips and tricks for successful 
Craigslist lead generation, visit www.mar-
ketleader.com/kw/professional-edition/
harness-the-power-of-craigslist/.

“I signed up for Market 
Leader Pro at Fam-
ily Reunion. When  
I saw that you could 
post ads to Craig-
slist and automate 
the site with campaigns, I went back 
to my hotel room and started playing 
around with the site, and specifically 
the Craigslist poster. I got my first lead 
that night…my expectation became 
‘how many leads can I get?’ 30 days in, 
I said, ‘one new lead a day’. It changed 
my life. If you asked me today, my goal 
is 1,000 a month, or 25 a day. I don’t 
think the system is even beginning to 
do what it’s capable of.”

	 Jerimiah Taylor
Keller Williams Lead Agent, Tucson, AZ
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Using Your Website to Become 
the “Neighborhood Expert”
Become the “Neighborhood Expert”  
by adding value to your website

An agent’s website is the workhorse of 
all the lead generation tools available. All 
your marketing efforts should be funneling 
interested prospects directly to your web-
site. The goal being that they surf around 
and promptly convert into a lead. The 
“stickiness” of the website or the length  
of time a visitor surfs your site increases 
the lead conversion rate.

Your MLS listings are a big draw. People 
want to see homes. But, what happens 
after they checked out the house they 
were eyeballing? They may want to know 
more about:

n	 The neighborhood
n	 The local housing market condition
n	 Local schools
n	Crime rates
n	Area comparisons
n	Weather risks
n	 Points of interest in the community

Leveraging the content above is how you 
can position yourself as the “Neighbor-
hood Expert” to your prospects. 

Market Leader’s newest product offer-
ing, Market Insider, is an extension to Pro 
that immediately provides valuable, local 
information on your website. Market In-
sider gives you the ability to reinforce your 
website as a one-stop-shop for all the local 
information a buyer needs when consider-
ing a real estate purchase. 
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Achieve the goals your website was cre-
ated to accomplish: Draw leads in, have 
strong lead conversion and create value 
to cultivate repeat visitors.

Next steps: Learn more about 
Market Insider and how it can help 

you become the Neighborhood Expert. 
Visit www.marketleader.com/kw/market-
insider/ for more information.
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Market Leader Case Study:  
Eric Copper 

Keller Williams’ Eric 
Copper is a broker 
and one of the former 
Team Leaders of the 
flagship Austin South-
west Market Center in 
Texas. He specializes 
in Central , West and 

Southwest Austin, and is a founding mem-
ber of their Luxury Homes Division.

Market Leader sat down with Eric to ask 
him some questions about his best prac-
tices for associates to manage and convert 
leads using Market Leader Pro.

What is your day-to-day practice  
for using Pro?

I block my calendar every morning to lead 
generate. When I get into the office, I log in 
and go to my dashboard, which tells me if 
I have any new leads; if our call center has 
contacted those leads with an introductory 
call; and if I need to do anything to respond. 
I check to see if any of the follow-up remind-
ers I have set for myself have come due and 
determine who I need to follow up that day.

Once you’ve checked your dashboard, 
what’s next?

Before I pick up the phone to call leads, 
I’ll look at any notes in the system from 
our call center team. I look at what types 
of property the contact has viewed online 
along with any other data points the sys-
tem provides to craft my message. On my 
dashboard, I look for anything that can clue 
me in as to how to better approach the 
call. Then I pick up the phone.
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Where do you go from there?

If they have provided a phone number,  
I want to call as quickly as possible. If I’m 
sending them an email, I have a couple of 
templates that I use, but I always person-
alize them when possible. I’ll say some-
thing like, “I’ve noticed you are looking at 
this property.” Instead of being generic, 
I always try to customize my response so 
that they’ll know there’s a real person 
who is listening behind the message.

What are the tools you find most 
valuable in converting leads?

The Keller Williams teachings and models 
are what I continue to build my business 
around. Market Leader is used to enhance 
my business. The basics of my business 
don’t change—blocking out time every 
morning to lead generate. It’s a very 
systematic process every day. Every day, 
without fail, time is spent using Market 
Leader’s tools to generate and follow up 
with leads.
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Ben Kinney’s “10 Days of Pain” 
Lead Conversion Method

Lead Conversion  
Best Practices

Ben Kinney’s “10 Days 
of Pain” Lead Conver-
sion Method is a best 
practice for many 
Keller Willimas associ-
ates, and is already 

taught to thousands of agents nationwide. 
Ben is a Keller Williams Mega Agent and 
Operating Principal of multiple offices who 
teaches Keller Williams associates nation-
wide how to capture, cultivate and convert 
more prospects into closed business. He’s 
also the co-author of Soci@l, a book about 
online marketing for real estate professionals 
available for free on the Keller Williams 
University website.

The “10 Days of Pain” Conversion Method 
is a high-touch, aggressive tool used to 
identify motivation levels and gather addi-
tional contact information so that leads can 
be appropriately classified and converted 
to appointments.

The National Association of Realtors  
research shows the average buyer searches 
for two weeks on their own prior to con-
tacting a real estate agent. For this reason, 
Ben designed his internet lead conversion 
processes so that it can be completed in a 
ten day period.

Prior to contacting a real estate agent, 
potential buyers can be reluctant to release 
valid contact information. Although the 
ideal internet lead has email, mailing ad-
dress, phone numbers, and valid search 
criteria, the majority of internet leads we 
will be working lack part to almost all of 
the above contact information.
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Ben’s internet lead conversion method 
is a combination of persistence and mar-
keting offers that are designed to create 
motivation for the buyer to release more 
information. The conversion plan must 
be modified depending on what informa-
tion you have available on the lead.

Methods of communication:

n	 Email 
n	Direct mail
n	Video email
n	 Phone calls

Once you make contact you must adjust 
your messages and plan to fit the client’s 
needs and timelines. Once you schedule 
the appointment, determine the buyer’s 
timeline, or verify invalid contact infor-
mation this system terminates. If you 
have valid contact information, but have 
not scheduled any appointments, trans-
fer the lead to a long-term follow-up drip 
system.

An internet lead is defined as: Any 
person(s) who has expressed enough 
information to allow for a successful 
contact to be made. Lead conversion is 
about filling your pipeline with buyers 
that will be buying today or in two years. 
Always remember the goal of each daily 
communication is to set an appointment 
or at least capture another piece of 
needed information about the lead, such 
as a mailing address, a phone number, etc.  
You have many ways to contact each lead 
and will need to use a mix of these as 
you can gather contact information:

n	 Phone call
n	 Text messages



n	 Email messages
n	 Facebook message and postings
n	Video emails
n	Chat messages
n	Direct mail
n	Door knock

Until you have an appointment set to 
meet, an internet lead is just a lead and 
not an internet client. Remember these 
rules as you attempt to make contact:

For email messages:

n	Be short and concise
n	Always include a link to properties
n	Always ask for the appointment

For phone calls:
n	Always leave a voicemail
n	 Stand and smile when you are speaking 

on the phone
n	Match your vocabulary, tone, and speak-

ing speed to your audience

28



29

Ten Days of Pain  
Conversion Plan

Day 1
n	 Send introduction email
n	Make introduction phone call
n	 Send follow up email thanking them for 

speaking with you if they answered
n	Mail a note card with two business 

cards in it

Day 2
n	 Send bank-owned email or list of 

properties that fit client criteria if you 
captured that with whatever source 
generated this lead

n	 Search for lead on Facebook and send a 
short message

Day 3
n	 Send an email message that you are 

available this weekend
n	Make follow up call and leave voicemail 

if no answer
n	 Send first video email (if video mentions 

that you are available it can be com-
bined with Day 1)

Day 4
n	 Send email with a free CMA offer or 

relocation package
n	Attach a Just Listed Property list to email

Day 5
n	 Send a “How am I Doing” email
n	Attach a Recently Reduced Prices 

Property list to email
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Day 6
n	 Take one day off during the plan. This 

can be put any day between Day 3 and 
Day 9

Day 7
n	 Send Special Services email
n	Make another follow up phone call and 

leave a voicemail if nobody answers
n	 Send a text message if you are confi-

dent in the phone number you have

Day 8
n	 Send Specific Property email
n	 Search other social media platforms like 

LinkedIn and Twitter and direct a mes-
sage to them or send another Facebook 
message if possible

n	Research their IDX activity

Day 9
n	 Email “Long Shot CMA” message
n	Make another follow up phone call and 

leave a voicemail if nobody answers
n	Research their IDX activity

Day 10
n	 Send Contest or Trivia email or video 

email
n	Attempt contact once again via social 

media platform
n	Research recent IDX activity
n	 Phone call for final call and leave a 

voicemail if nobody answers

Day 11+
n	Discard contact if not valid
n	 Place contact into drip program if you 

have valid information for long-term, 
continued follow up
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Scripts for Phone Calls

Intro call
Hello (name),

This will only take a second, my name is 
(Your Name) with (Brokerage Firm) and  
I just wanted to thank you visiting my real 
estate website and wanted to see if you 
had any questions about buying real estate 
in (insert your city)?
n	Remember to then ask ALL of the ques-

tions on your lead sheet
n	ABC—”Always Be Closing”—attempt to 

set the appointment already

Best Buy call
Hello (name),

Are you by chance interested in a really good 
deal? The reason I am asking is because I 
specialize in selling bank-owned, foreclosures 
and short sale properties. In fact I have a list 
of the five best-priced homes in (insert city) 
that I would love to show you. What is a good 
time for us to meet and go over these great 
deals? Would today be best or would tomorrow 
be better?

Create Urgency call
Hello (name),

I just heard in the office about a great 
property that is coming on the market in 
the next week and I wanted to see if it fit 
your criteria before the rest of the general 
public and agents got to know about it. 
Please contact me as soon as possible so 
that I can give you more information about 
this amazing deal.



Last Chance call
Hello (name),

This is (Your Name) with (Brokerage Firm) 
and I have been attempting to reach you 
for the past 10 days and I am not sure that 
you are getting my phone calls or emails.  
If you would still like to receive the just-
listed, price-reduced and best buy prop-
erties in our area, please just call me or 
email me at (Your Email if it is simple) to 
start up again. I hope to hear from you 
soon!

Email templates
Remember to have a signature file that 
includes:
n	Name
n	 Phone
n	 Social network links
n	Website

Intro email
Hello (name),

This will only take a second, my name is 
(Your Name) with (Brokerage Firm) and  
I just wanted to thank you for visiting my 
real estate website (www.YourWebsite.
com) and wanted to see if you had any 
questions right off the bat?

Signature File

Open To Show email
Hello (name),

Would you like to view some properties 
this week? What day and times work best 
for you? I am open this weekend and in 
the evenings during this week.

Signature File
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Free CMA-Relocation Package email
Hello (name),

I just realized that I am not sure if you are 
from (insert your city) or if you are relocat-
ing into our area? Which of these do you 
need at the moment?

Signature File

How Am I Doing email
Hello (name),

I want to be sending you only the most 
relevant properties. Shall I adjust my 
search criteria for a better match to what 
you are looking for? I have an opening 
tomorrow night if you would like to view 
some homes.

Signature File

Specialty Services email
Hello (name),

Many of my buyers feel that real estate 
websites only tell half the story about 
that home. If you are not ready to start 
touring homes, I have a VIP buyer service 
you might really appreciate. I can send 
you plat maps, tax information, videos, or 
additional photographs and sales history 
on any property that is for sale currently 
or has sold in the past. Can you think of 
anything you might need right now?

Signature File

Specific Property email
Use IDX information to figure what type 
of property this lead was looking at and 
come up with a humorous subject line 
such as: Ugly Bank Owned Condo.



Hello (name),

I know of a bank owned condo that will 
be coming available soon. I think it will be 
under (insert price range for your area that 
is a great deal). Would you like to be the 
first to view this?

Signature File

Long Shot email
Hello (name),

This is a long shot but often people use our 
website to try and gain an understanding 
of their own home value. Is this the case 
with you? If so, I would love to give you a 
free, online, no-hassle estimate or an in-
depth broker price opinion. Interested?

Signature File

Free Certificate email
Hello (name),

My office manager just gave me two free 
home inspection certificates that I can give 
out this week to buyers who would like to 
view homes on Saturday or Sunday with 
me. This is a great $300-$400 cost savings. 
Are you available this weekend?

Signature File

Contest email
It’s time for this month’s trivia contest... 
Remember: the first three people to 
answer these questions correctly will get 
a free appraisal certificate from Bank XYZ 
(insert your own giveaway item). 

Where in (your city) can you go to see...  
(insert trivia question)?

All answers can be found by visiting  
www.(YourWebsite).com! Make sure to 
include your mailing address so the prizes 
can be delivered.
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Becoming A Pro:  
Resources You Can Use Today
The Associate Playbook was created using 
best practices from some of the most 
innovative and successful Keller Williams 
teams, matched with tactics on how to get 
started. This playbook will help you get 
your feet wet and it doesn’t stop there.

The most successful teams and Market 
Centers are constantly changing, testing 
and innovating new ideas to keep their 
edge, generate even more prospects 
to fuel growth, and use more tools and 
technology to help them get more done, 
faster, in less time—all the while increas-
ing their market share, revenue and 
success.

To continue to learn new ideas and best 
practices and become a Pro, try the  
following:

Meet the top teams: Introduce yourself 
to the top teams and Market Center rain-
makers—in your market, region, or across 
the country. Learn what they’re doing 
now, and share what’s working for you.

Read daily: The internet is full of new 
ideas—via blogs, newsletters, community 
groups and more. Read marketing and 
sales publications as well to see what’s 
working in other industries (that might  
be applied to home buyers and sellers  
as well).

Brainstorm regularly: Get your team 
together and brainstorm solutions to a  
difficult challenge. Chances are, your  
next innovative idea is just waiting to  
be discovered.



Reach out to Market Leader: We have 
specialists dedicated to Keller Williams. 
Visit us at www.marketleader.com/kw  
to learn more about Pro or call  
1-866-224-9425 for help and support.
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To learn more about The Associate  
Playbook or to request copies, please  
visit www.marketleader.com/kwap
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