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INTRODUCTION 

Your Branding Plan 
  
On day 4 we’ll create your Branding Plan. We covered some of this in the 
Business Plan and Marketing Plan Templates but now we’ll dig deeper to 
create a detailed Branding Plan using the Branding Plan Template. 
  
Goal 
  
To give you a clear understanding of your brand, tools and costs of creating 
and maintaining your brand and help your determine exactly where to spend 
your budget to get the best ROI. 
 
Compliment Your Business Plan and Marketing Plan 
  
Your branding plan needs to compliment your business and marketing plan. 
  
We covered your business plan in Day 1 and marketing plan on Day 2 of the 
REMCamp 30 Day Marketing Makeover. 
  
As an example if you make the business decision to specialize in working with 
luxury homes in exclusive neighborhoods then you need to project a 
sophisticated and upmarket brand.  
  
You need to produce more upscale local marketing content, like a review of 
the best restaurants or the best gold courses or private schools. 
  
You probably also need to portray a more sophisticated personal image with 
attention to clothing, grooming and the car you drive. 
•  	
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BRAND STATEMENT 

 
Your Real Estate Brand Plan 
  
Your Brand 
  
Your brand is how you want your customers and competitors to perceive 
you. It’s not necessarily who you are or how you do business, but how you 
want people to think about you and your business.  
  
In many ways it can be a load of you know what and smoke and mirrors.  
  
Your reputation is what your customers and competitors actually think of 
you. 
  
Your Brand Statement 
  
It all starts with your brand statement. Just like your mission statement and 
vision statement, your brand statement represents the ideals of who you 
are, what you’re good at and how you want your brand to be perceived in 
the marketplace. 
  
Answer the questions – “who am I, what do I do, what am I good at and 
what am I known for?” You can add positive awards and personal qualities 
that reinforce your brand. 
  

Focus on Success 



Think of keywords that describe you, your skills and your attitude: 
  
“professional” 
“expert” 
“honest” 
“always available” 
“hard working” 
“guide and mentor”  
“tech savvy” 
“results driven” 
“client first” 
  
Here’s a sample brand statement: 
  
I’m an award winning residential real estate expert in Boulder County known 
for taking the fear and complexity out of the first time home buying process. 
As a former attorney I understand how to manage and maneuver around 
common legal issues and guide new homebuyers through the entire home 
buying process” 
  
You need to write out your brand statement. 
  
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________
_______________ 



BRAND PRINCIPLES 

Five Strategic Brand Principles 
  
Here are five strategic brand principles that you must follow: 
  
By Design – that’s because you can design and create a brand with a 
decent budget and a great graphic and web designer. 
  
Perception Is Reality – you can shape how people think about you by 
projecting a strong brand. If they perceive your brand in a particular way 
then that perception will influence how they interact or do business with you. 
So the big question is how do you think people perceive you in the 
marketplace? 
  
Live Your Brand - above all, remember that if you fail to live up to your 
brand, your customers and competitors will soon have a very different 
opinion about you. In many ways your brand is what you want people to 
think about you and your reputation is what they actually think about you. 
That’s the toughest think about creating a public persona – you need to be 
“on” 24/7/365. 
  
Be Consistent – the key is to create a consistent look and feel across all 
your marketing channels. You can tweak your marketing material for each 
medium but your brand needs to consistent. 
  
Measure Your ROI – it’s difficult to measure ROI on your branding but you 
need to make sure that you’re watching the bottom line. It’s expensive to 
look fabulous and successful J  
 

Focus on Success 



BRAND SNAPSHOT 

Brand Snapshot Case Studies 
  
Here are four brand case studies for you to follow and use as a foundation for 
your brand elements. Go to their websites and write down notes about what 
you like and dislike about each brand and individual brand elements. 
  
Compass – www.compass.com  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Add Keywords 
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Hawaii Life – www.HawaiiLife.com  
 
Hawaii Life  is a residential real estate brokerage with offices through out 
the Hawaii Islands. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Add Keywords 
 
 



The Boutique Real Estate – www.theboutiquere.com  
 
The Boutique RE is residential real estate broker in Orange County, CA. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Add Keywords 
 
 
 
 
 
 



Maria Babaev at Douglas Elliman – www.LuxuryLongIsland.com  
 
Maria Babaev is a luxury real estate agent in Long Island, NY. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Add Keywords 
 
 
 



Power Tip – Go to www.1000Watt.net and review some of their client work. 
They have a number of brand case studies that show you how they 
professionally brand or rebrand real estate companies. 
 
 



DISCOVER YOUR BRAND 

Discover Your Brand - Checklist 
  
Step 1 is to discover your brand. You need to know what you want it to be, 
how it is currently perceived and what it really is. 
  
So start with this simple exercise and work backwards. Fill out this quick 
survey now and then do it again after you have worked through this guide. 
There’s no right or wrong answer, just write down your thoughts. 
  
Checklist 
  
1 – How do I want to be thought of in my market? 
  
Keyword 1: 
Keyword 2: 
Keyword 3: 
Keyword 4: 
Keyword 5: 
  
2 – What key words would I use to describe my brand? 
  
Keyword 1: 
Keyword 2: 
Keyword 3: 
Keyword 4: 
Keyword 5: 
  



3 – What nice key words have I heard people use to describe me (i.e. – oh 
you’re so funny or I love your confidence)? 
  
Nice Words 1: 
Nice Words 2: 
Nice Words 3: 
Nice Words 4: 
Nice Words 5: 
 
4 – What colors best describe your personality and brand? 
  
Color 1: 
Color 2: 
Color 3: 
Color 4: 
  
5 – What colors best describe your industry (i.e. – green represents 
money)? 
  
Color 1: 
Color 2: 
Color 3: 
Color 4: 
  
6 – What font will you use for your content? 
  
Font 1: 
Font 2: 
Font 3: 
Font 4: 
 



7 – What style best describes your brand? (urban, sharp, sleek, classic, 
elegant, luxury, artistic, creative, dramatic, edgy, understated, casual, 
natural, modern) 
  
Style 1: 
Style 2: 
Style 3: 
  
8 – What do I need to do to make people think of me in the right way? 
  
Action 1: 
Action 2: 
Action 3: 
Action 4: 
Action 5: 
  
9 – How the heck am I going to stand out from my competitors? (list your 
key strengths) 
  
Action 1: 
Action 2: 
Action 3: 
Action 4: 
Action 5: 
  
10 – Right now, what do people really think of me? (only you will read this 
J) 
  
  
  
10 – Now Rewrite your Brand Statement 
  
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________
_____  



  
10 – Now Rewrite your Brand Statement 
  
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________ 



Discover Your Brand 
  
The single biggest mistake people make is that they either brand 
themselves just for the sake of doing it or that they fail to invest time in 
learning about what's in their best interests. The key to success, and this 
isn't revolutionary, is to be compensated based on your passion. In order to 
find your passion, you need a lot of time to think, some luck and you need to 
do some research online to figure out what's out there. 
  
Brand discovery is about figuring out what you want to do for the rest of 
your life, setting goals, writing down a mission, vision and personal brand 
statement (what you do and who you serve), as well as creating a 
development plan.  
  
Do your friends and coworkers call you intelligent, witty or funny?  
  
That description can be part of your brand, especially if you bring those 
qualities to your workplace. You can incorporate your humorous wit into 
your branding by writing funny and entertaining blog posts.  
  
In my case my name is Ross Hair. My problem is that I’m bald. This results 
in a certain comedy and irony that makes for a tremendous branding 
opportunity.  
  
The next step in the discovery process is to select a niche where you can 
be the master of your domain.  
  
For example, you may work with general residential real estate but 
specialize in student rentals or luxury downtown lofts. You may only work 
with buyers from China or investors who purchase condos for fully 
furnished, short-term corporate rentals. 
  
You will need to adapt your brand to compliment the type of client you 
represent and the type of real estate that you sell. 
 



Is Your Brand Personal or Corporate? 
  
It’s actually a pretty complicated question. Do you focus your brand on you 
or on your expertise or on your company? Let’s take a fictional example like 
Mary Smith who sells foreclosed homes in the Dallas area. 
  
You = Mary Smith 
Your Expertise = The Foreclosure Expert 
Your Company = Dallas Foreclosed Homes  
  
Personal Appearance 
  
It is no secret that 90% of homebuyers begin their search online, so a real 
estate agent’s online presence is crucial with the headshot playing the most 
important role.  A professional photograph speaks volumes to potential 
clients.  They want to hire a real estate agent who conveys trust, honesty 
and integrity, and your appearance on your business cards, website, and 
social media sites is the first impression you give them.  Not to mention, 
buyers and sellers encounter a number of real estate agents daily, whether 
it’s through agent networking, attending open houses or receiving agent 
marketing material. 
 
Studies show that with the right photograph, an agent can actually win 
business.  Your headshot should be used as a marketing tool to brand 
yourself, attract clients and help you stay memorable in this competitive 
industry.  An unflattering or unprofessional headshot can, in turn, hinder 
your business and cause you to lose potential clients to your competitors.  If 
you want a headshot that will generate business by effectively marketing 
your brand as a professional, hard working agent, follow these suggestions. 
 



General Tips on Your Personal Appearance 
  
I copied this list of tips from a branding article. I don’t remember the author 
but this list makes sense. 
  
Headshot 
  
 
 
 
 
 
 
 
 
 
 
 
 
 
•  Pay for professional photographs. Surveys show that 100% of 

respondents feel more comfortable hiring agents with a professional 
photograph.  It gives clients the idea that you hold yourself to a high 
standard and do things properly at 110%. 

•  Make sure you get your photos is the right definition and digital format. 
This includes getting photos with transparent backgrounds that you can 
add to any digital marketing material. 

•  Show your teeth!  A study showed that 97% of respondents gravitated 
towards agents who showed teeth while smiling in their headshots. 



•  Don’t use an outdated backdrop.  The survey showed that respondents 
were more likely to choose an agent who had an outdoor photo or 
backdrops that aren’t outdated colors or patterns. 

•  Update your headshots every two years!  Potential clients tend to feel 
uncomfortable hiring an agent with an out of date photograph.  It makes 
them feel like the agent would also be out of date on trends, marketing, 
rules and regulations. 

•  No props!  This includes hats, pets, cell phones or office phones, “sold” 
signs, cars, drinks, etc.  The headshot should just focus on you! 

•  Avoid pointing to the camera, giving the camera a “thumbs up”, or other 
cheesy poses. 

•  Do not use glamor shots. 
•  If you are 60, don’t use a headshot from when you were 45.  Your 

headshot should be up to date and make you recognizable to potential 
clients that you meet. 

•  Smile from within.  Forced smiles show up in pictures.  Practice your 
natural smile in the mirror and change different angles to find what 
works best with your body and face. 

•  If you wear glasses normally, wear them for your photograph.  However, 
be prepared to take out the lenses, as the flash could cause a glare. 

 
Clothing 
 
•  Clothing is the most important factor.  With proper clothing, your face 

commands the picture.  The wrong clothing takes away the attention 
where you want it.  
  Dress in a fashion that best represents you and your company. 
Dress as you would if you were making a presentation to your most 
important clients or associates.  Even if you have a more casual 
picture, wear something that looks upscale and smart. 

•  Men photograph well in a solid, dark colored suit with an ironed, well-fit 
light colored shirt and a dark tie.  Don’t wear wrinkled or dirty clothing. 

 



•  Women photograph best when they wear a solid suit and a light colored 
blouse that flatters the neckline and falls well on the shoulders.  Avoid 
wearing gaudy jewelry, low cut shirts, dirty or wrinkled clothes. 

•  Avoid wearing anything distracting, like stripes, plaid, checks and dots.  
Patterns are ok to wear as long as they photograph well and aren’t 
distracting to the viewer. 

•  Do not wear flesh-toned colors like beige, tan, peach, pink, white or 
yellow.  These colors can wash you out in photographs or be distracting 
to a viewer who could confuse it as skin. 

•  Do not wear solid black to your photograph session.  Photographs in all 
black lack detail and dimension. 

•  Avoid wearing short sleeves and turtlenecks. 
•  Light grey suits typically don’t photograph as well. 
•  But most importantly be yourself! If you brand is closely associated with 

your lifestyle, then dress to match your lifestyle. If you’re a cowboy at 
heart and sell land and ranches in a rural area, then by all means throw 
our all the rules and dress is smart jeans with boots, a big buckle and a 
hat.  

 



Grooming	
		
Women	
•  Consider	hiring	someone	to	do	your	makeup.		Professionals	know	what	colors	

and	textures	will	photograph	well	and	how	much	to	apply.		For	those	who	
decide	to	do	their	own	makeup,	apply	it	the	same	as	you	would	for	a	formal	
evening	out	without	looking	cakey.		If	you	typically	don’t	wear	makeup,	
consider	wearing	at	least	a	liQle	for	your	photo	session.	

•  Bring	hair	products	to	your	photograph	session.	
•  If	you	typically	color	your	hair,	make	sure	you	don’t	have	roots.	
•  Don’t	wash	your	hair	the	night	before	or	the	morning	of	the	photo	shoot.	
 
Men	
•  Tidy	up	your	hair.	
•  Consider	using	powder	on	your	face	to	reduce	shine.	
•  Shave	early	in	the	day.		If	your	session	is	late	in	the	day	and	you	have	a	heavy	

beard,	you	might	need	a	touch-up	shave	midday	to	eliminate	a	5:00	shadow.	
•  Don’t	cut	your	hair	the	day	before.	
•  With	the	Internet	becoming	increasingly	important	in	aQracYng	clients	and	

generaYng	business,	creaYng	an	opYmal	first	impression	is	vital.		A	
professional,	flaQering,	appropriate	headshot	on	your	social	media	sites,	
website,	business	cards	and/or	markeYng	materials	is	crucial	in	creaYng	a	
memorable	first	impression	and	building	your	brand.		To	compete	with	the	
thousands	of	real	estate	agents	in	your	area,	it	is	extremely	important	to	
uYlize	every	opportunity	to	market	yourself	as	a	welcoming,	dedicated,	tech	
savvy,	modern	hard	working	professional.		Consumers	are	looking	to	hire	an	
agent	they	can	trust,	so	let	your	photo	be	modern,	simple	and	realisYc.	

 



Brand Checklist and Toolkit 
  
On a more tactical level you can create branded marketing material that 
supports your brand. This is easier said than done as first you need to 
identify all the individual elements that make up your brand and then create 
each element. Unless you hire a brand company you will need to take an 
incremental approach of creating each brand element one at a time and the 
meticulously striving to improve each element until it is perfect. 
  
Branding Toolkit 
  
The Branding Toolkit focuses on the Identity type material you need to 
brand your business. 
  
Brand Elements 
  
Personal or Corporate Brand 
  
Is your brand personal or corporate? 
  
Name 
  
What’s in a name?  
  
Voice 
  
What’s your authentic voice? 
  
Tagline 
  
What’s your tagline? A succinct and precise way to quickly describe your 
brand! 
  



Brand Mission Statement 
  
What does your brand statement say about what you want from your 
business? 
 
Color Palette 
  
Your color palette is a major piece of your image and brand. Color palettes 
can be very traditional and very trendy.  
  
A great tool to view color palettes is www.colorcombos.com and 
www.colorpicker.com  
  
Appearance 
  
Describe the image you want to project? 
  
Photos and Videos 
Clothing 
Grooming 
Props 
 
Personal Appearance  
  
Personal Photos and Images 
Headshot 
Body Shot 
Social Profiles 
Signage 
Stationery 
 
 



Stationery 
Business Card 
Logo 
Letterhead 
Fax Sheet 
Envelope 
Email Template 
Email Signature 
Email Video Template 
Name Badge 
Agent Bio 
  
Signage 
Yard Sign 
Sign Riders 
Flyer Box 
Car Decal 
Interior Signs 
Open House 
  
Advertising 
Banners 
Display 
Postcards 
Brochures 
Just Listed 
Recent Solds 
Door Hangers 
Magazine Ads 
Social Ads 
Landing Pages 
 



Website & Blog  
Domains 
Website Theme 
Website Header 
Website Logo 
Tagline or Slogan 
Web Banner 
Web Ads 
Calls to Action 
Landing Pages 
Agent Bio 
About Page 
Services Page 
Contact Page 
 
Social Media 
  
Namechck – www.namechk.com  
  
Check the availability of your social profile usernames on all the major 
social networks. 
  
Facebook 
Username 
Profile Photo 
Cover Photo 
Profile Info 
Free Report Tab 
Real Estate Search Tab 
Local Deals Tab 
 



Twitter 
Username 
Twitter Background 
Profile Photo 
Profile Info 
  
LinkedIn 
Username 
Profile Photo 
Profile Info 
Slides and Presentations 
  
Pinterest 
Username 
Profile Photo 
Profile Info 
Boards 
  
Houzz 
Username 
  
Next Door 
Username 
  
Bigger Pockets 
Username 
 



Graphics 
Refer to the graphics template and gallery. 
  
Presentations and Reports 
  
Buyer Presentation 
Pre-Listing Presentation 
Listing Presentation 
Educational Video 
Data Presentation 
Report Covers 
Report Templates 
  
Photo 
  
Personal Images 
Neighborhood Images 
Aerial Photos 
Listing Photos 
  
Video 
  
Personal Bio 
Corporate Bio 
Logo Intro 
Video Reports 
Video Presentations 
Video Tours 
Video Testimonials 
 



COMMUNICATE YOUR BRAND 

Communicate your Brand 
  
This is the exciting and challenging part of the process. You’ve figured out 
your brand, how you want to be perceived and created the brand elements to 
reinforce your image. Now you need to share your brand with the world. 
  
It starts with talking about your brand, creating content that supports your 
brand, promoting yourself as an expert and converting your audience into 
brand advocates who will promote you to other potential clients. 
 



Evangelize: It all starts with talking about your brand with an audience. You 
need to let people know who you are, what you do, what you’re good at and 
how you can solve their problems. The catch is that you need to do it in a 
professional and non-offensive way. Nobody likes a braggart or a know it all.  
  
Produce: You need to create a content machine that publishes expert local 
real estate content that showcased you as the local market expert. 
  
Comment on blogs: Bloggers love comments. Don’t even deny it! When you 
comment on someone else’s blog it’s a pat on the back. A blogger is more 
apt to comment back on your blog, subscribe and link to your blog if you’re 
a part of their community. If you comment on every blog in your industry on 
a consistent basis, people will get to know you based on your avatar (go to 
gravatar.com) and your brand will flourish. 
  
Write blog posts: Article writing is a great marketing tactic. Depending on 
your writing portfolio and the strength of your brand, you can write for 
magazines, online newspapers and real estate blogs. Real estate sites like 
Inman News, The Real Daily and Activerain are always looking for guest 
bloggers who provide quality real estate advice and training.  
  
There are also online article directories that you can submit your work to, 
such as ezinearticles.com. By contributing to these sources, you’re able to 
get your brand into new places, while marketing your current web 
properties. 
  
Write social media posts: Social media is a phenomenal way to publish 
and promote visual content like images, infographics and videos. Focus on 
creating visually beautiful posts that people will both appreciate (and reflect 
positively on your brand) and share with their social network friends. 
 



Expert Content Channels 
  
Website About Page 
Agent Bio 
Social Posts 
Blogging 
Guest Blogging 
Articles 
Reports 
eBooks 
Presentations 
Press Release 
  
Content Calendar 
  
You need to create a content calendar and then meticulously follow a 
content distribution and promotion plan for each piece of new content. 
  
 



Content Distribution Plan 
 
After you create expert content you need to distribute and promote it 
through a meticulous content distribution plan. You content distribution plan 
should look something like this: 
 
 
 
 
 
 
 
 
 
 
 
Promote: You need to think of daily ways to promote your brand and grow 
your audience. Start by identifying and connecting with local influencers and 
media sites that can help you promote your brand. 
  
Expert Connections 
  
Network on Social Networks and Forums 
Network on Industry Networks and Forums 
Attend Events 
Host Events 
Speak at Events 
Sponsor Events 
Philanthropy  
Become a Media Source 
 



Pitch media: Instead of spamming reporters, do some homework and 
figure out who covers what. Almost all newspapers and magazines have 
online versions and blogs now, which are easier to get into. It’s easier to 
pitch when there is actually news, but reporters are always looking for 
expert sources such as you. After you target the right reporter, email them 
your pitch and follow up after a week. If you still don’t hear anything, move 
on.  Always use the journalist/blogger's preference when communicating 
with them, such as Twitter, email, Skype, phone, etc. 
  
If you set Google alerts for terms in your industry or perform Twitter 
searches, you’ll end up finding journalists that cover your area.. 
  
SEO: Ranking high for your expertise is extremely important. It takes time, 
patience and determination. It also helps to have evangelists that will link to 
your website. Reporters, conference organizers and customers are 
constantly using search engines to find expert sources, cool stories, 
speakers and solutions to their problems. If you’re at the top, they will 
contact you. It’s that simple, yet that challenging!   
  
Attend events: Getting out into an area where people are already 
interested in what you have to say (an industry event), is where you can do 
some real networking. Remember that people don’t know about you until 
they hear about you from you or from a 3rd party. Tell them what you’re up 
to AFTER asking them about what they do.   
 
Speak at events: Events are even better if you speak at the event. 
Standing up on stage gives you an audience and built in authority as an 
expert is the subject you talk about because when you speak, people 
automatically perceive you as an expert (unless you flop and prove them 
otherwise).  
  
The pay off is that your audience will seek you out and you will get new 
contacts, social fans and new blog subscribers.  Make sure you record your 
speaking engagement, so you can use it in your marketing kit to promote to 
your business. 
  
 



Create your own event: The next step is to host your own events. When 
you do this, you are perceived as a leader and a go-to-person at the event. 
Everyone wants to meet you. 
  
To maximize your return on investment make sure you build a contact list of 
all attendees and create a platform to communicate and interact with them 
before, during and after the event. It can be as simple as an email list or a 
Facebook Group. 
  
Write a Press Release: Think of every new listing, new hire and 
sponsorship engagement as a press release opportunity with its own 
promotional campaign. 
 



FOR IMMEDIATE RELEASE: (DATE) 
Contact Name                         
Organization (Agency or Company) 
Phone Number 
Email 
  
HEADLINE (ONE LINE ONLY) 
Subhead: More Detail As Needed, One Line Only 
  
City, State: Your announcement starts here, and should lead with a strong first 
paragraph that clarifies what you are announcing, where, and its relevance to your 
industry. Don’t bury the lead: doing so makes it harder on reporters to find the 
information they need most, so get right to it in the first paragraph. 
  
The second paragraph is the best spot for quotes, but choose your quotes carefully. No 
reporter likes reading from a sea of people saying the same boring thing. Leverage 
quotes to build the importance of your story but also to shape your core messages. 
Whenever and wherever possible, include quotes from customers or partners who will 
benefit from the news, and avoid extreme exaggeration: having your CEO say that your 
product is the next best thing to a rocket ship is typically a very bad idea unless you are 
Elon Musk. 
  
In the third paragraph it is often tempting to add fluff that doesn’t need to be there. It’s 
also often extremely tempting to bleed over to a second page by bolstering the third 
paragraph with company history, lore, and supporting expert opinions. Keep in mind 
that the goal of the release is to provide clear, concise context on the story--you can 
always including more detail or links to additional testimonials in your pitch emails or on 
your blog. Some additional words of wisdom: 
  
Nobody likes long blocks of content, so use bullets to your advantage to break up the 
text. Use language people can actually understand: if you had to use thesaurus.com to 
find it, delete it. During your final edit, be honest with yourself on whether or not you 
are truly focused on what is newsworthy about this announcement. If not, revise 
accordingly.  
  
About Your Company: This is a placeholder for a short, 3-4 sentence description of 
your company along with a link to your homepage. Double check to ensure the first 
sentence accurately and clearly describes your business in a manner that could easily 
be lifted and translated by a reporter.  
  
### 
 



Transcend:  At some point all your work will come together and you will 
transcend your brand. This happens when you grow a network of brand 
advocates who will promote you without you doing any of the work. It’s 
when your brand develops a life of its own and becomes so much bigger 
than the promotional work you do to maintain and grow your brand. 
  
Although you are the chief marketing officer for the brand called you, what 
others say about your brand (especially if they are respected and well-
known) is more impactful than what you say about yourself. This means that 
you should try and find people who will help promote you when you aren’t 
even in the same room. You want people to blog about you, your products 
or your company without pitching. A fan base for your brand can really help 
you get the word out at the least possible cost and time commitment, but it 
takes time.  There are people out there who are already interested in what 
you have to say, but you might not yet realize it.  By starting a Facebook 
Group or niche blog, you have the infrastructure to support your own 
following and then communicate updates as you progress throughout your 
career. 
 
 



MAINTAIN YOUR BRAND 

Maintain Your Brand 
  
There are two main parts to brand maintenance that matter: online “spring 
cleaning” and careful listening. 
  
Update and Refresh Your Brand 
  
As your brand grows, you must ensure that your give your brand assets a 
regular “spring cleaning”. 
  
This means that you need to constantly update your email lists, social profiles 
and website so they contain your latest contacts, experience information, and 
summary. It also means that your physical resume has to be updated, in 
addition to your video resume and so on. 
  
“You never get a second chance to make a first impression” so keep your 
brand assets updated and looking fresh. 
  
How will you refresh your brand? 
  
Action 1 
Action 2 
Action 3 
 



Monitor What People Are Saying About Your Brand 
  
Managing your brand and reputation starts with monitoring what people are 
saying about you – both the good and the bad. 
  
Use Keyword Tools 
  
I use a number of keyword tools to listen to what people are saying about 
my business and my industry. 
  
Hootsuite 
Google Alerts 
Mention 
  
Get Great Reviews 
  
Reviews are critical to your success as your potential clients will read and 
trust third party reviews. We could write a whole course on review 
management in the digital age but here are a few key points: 
  
•  Ask for reviews when clients are happy 
•  Take video testimonials at the closing table 
•  Write the review for your client 
  
Explain that anything less than a 5 Star review will hurt your reputation. If 
they can’t give a 5 Start review then ask them not to	give	a	review.	 



BRAND CELEBRITY 

Brand Celebrity 
  
You can transcend your brand by becoming a brand celebrity. 
  
Right now there are a number of real estate inspired reality TV shows. The 
one thing that they all have in common is that the main characters have 
become brand celebrities and have been able to leverage that celebrity into 
thriving real estate careers. 
  
Not everyone can have a national TV show but anyone can become a local 
brand celebrity. Local media sites are always looking for local real estate 
experts. 
 



How about the guys from Million Dollar Listing New York? 
 
 
 
 
 
 
 
 
 
 
 
Look how Fredrik Eklund has leveraged his brand celebrity into a thriving 
real estate career, a book deal and international speaking engagements  



International Speaking Engagements 
 
 
 
 
 
 
 
 
 
A New Book Deal 
 
 
 
 
 
 
 
 
 
 
 

And a Billion Dollars in Sales 
 
 
 
 
 
 
 
 
 
 
 



BRAND AUDIT 

Audit Your Brand 
  
You need to audit your brand every quarter. 
  
Rate your brand categories on a scale of 1 to 10 and then make notes about 
how you can improve your score to a perfect 10. 
  
Main Brand Channels 
Appearance    ______ 
Stationery     ______ 
Signage     ______ 
Websites     ______ 
Social Posts    ______ 
Graphics     ______ 
Presentations    ______ 
Video     ______ 
Photos     ______ 
Mobile     ______ 
Reviews     ______ 
Celebrity     ______ 
	

 
Rate Your Brand (Scale of 1 to 10)  

  
_____________________ 

 



Let’s wrap things up with a quick review of your brand and identify 3 things 
you can do today to immediately improve your brand score. 
 

3 things you can do today to raise your brand score today! 
  
Action 1: 
  
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________ 
  
Action 2: 
  
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________ 
  
Action 3: 
  
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________ 
 



Brand 



CONCLUSION 

Review Your Branding Plan 
  
It is critical to make a commitment to review your branding plan every 
quarter or twice a year. Go to your calendar right now and write down you’re 
a review date – and stick to it. 
  
Make sure you add the review date to your branding plan template. 
  
Capture Your Numbers 
  
On a daily basis you need to track your numbers and drop them into a 
spreadsheet. If you don’t do this then your quarterly review will either be a 
thumb-suck guestimate or will take too much time to collect the data. 
  
Make a commitment today to download the Marketing Plan Worksheet and 
capture your data every day. 
  
Own Your Brand 
  
The final step is to add your picture to your brand plan. You’re the author of 
the plan and the captain of your destiny – so put your name on it and own it. 
It may seem a bit hokey but it works. 
  

Focus on Success 



GENERAL RESOURCES 

Resources 
  
Your brand plan is an ongoing work of art so here is a few more resources 
to help you fully understand what you need to do to grow your business: 
  
Brand Consultants 

  
1000 Watt      www.1000Watt.net  
 
Go through their work portfolio and see how they brand or rebrand each 
client. 
 
Identity Manual 
 
Take a look at eXp Realty’s Identity Manual and then use it as a template to 
create your own Identity Manual 
 
eXp Realty     www.REMCamp.com/Members  
 
 



JOIN	REMCAMP	

Use	this	promo	membership	offer		
to	join	REMCamp	today	

	
www.REMCamp.com/promo	

	
Join	for	a	month		
and	we’ll	give	you		

the	rest	of	the	year	for	FREE!	
	

(check	to	see	if	offer	has	expired)	

JOIN	TODAY	



TEMPLATES AVAILABLE AT 

Simply log in to REMCamp.com to download the 
industry leading real estate marketing training and 

templates that you can use to power your real 
estate business. 

www.REMCamp.com 
 

REMCAMP.COM 



CHAPTER ONE 

Replace With Title of 
This Here Chapter 

1 



HEADER GOES HERE 

When writing your ebook content, focus on staying succinct, not 
verbose. Your readers saw a headline that captured their attention. 
Simply use the content inside your ebook to provide the 
information you promised in your title.  
 
Bullets can help structure your content. Here are some additional 
tips for creating eBooks: 

•  Incorporate Visuals: Screenshots, photos, graphics, and 
other visuals can help further illustrate your core points. 

•  Add Links: Link to other tools or resources that can help your 
reader. For example, we have 160 free business-themed stock 
photos that may help you with visuals: http://bitly.com/1aWz5J4 

•  Proof Content: Even if you have no editor in your department, 
find someone who would be willing to read your content and 
proof it for basic grammar and spelling.  

 

Subheader of the highest order. 



Caption and Photo Credit: Use this space to provide credit 
to the original photo or graphic creator and provide context 
on its meaning. 

“ This is a quote you can use to 
further highlight a point or 
message. 
Author McLastname 

“



INCLUDE A 

A subheader that describes the next step CTA 
your content is providing, such as a free trial, 

product demo, coupon, and so on. 

LEARN MORE 

Call to action here. 


