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INTRODUCTION 

Introduction and Play Book 

•  This real estate business plan is part of the REMCamp 30 Day Digital 
Marketing Plan a.k.a. the REMCamp 30 - a comprehensive 30-step 
plan to build your online marketing platform and transform you into a 
power digital marketer. 

•  Each day, for 30 days, we’ll cover a marketing tactic or channel used by 
successful online marketers that will help you close more real estate 
business.  

 
Training: Download the entire REMCamp training at 
www.REMCamp.com/members  
 
Business-in-a-Box: Download the REMCamp 30 Spreadsheet at 
www.REMCamp.com/members  
 
Business Plan Template: Download the Business Plan Template at 
www.REMCamp.com 
 
 
 
 
 
 
 

REMCAMP – REAL ESTATE MARKETING CAMP 



ADDITIONAL RESOURCES 

First	Things	First!	
		
You	have	a	whole	day	to	map	out	your	business	plan.	I	want	you	to	complete	the	
Business	Plan	Template	twice	–	once	right	now	before	you	get	started	and	then	
again	at	the	end	of	the	day.	
		
The	template	is	a	condensed	PowerPoint	slide	deck	and	is	available	here!	Another	
opAon	is	to	simply	read	this	guide	and	as	it	includes	all	the	quesAons	in	the	
business	plan	template.	
		
There’s	no	right	or	wrong	answer,	just	do	it	right	now.		
		
Download	the	REMCamp	Business	Plan	Template	
Download	the	REMCamp	Business	Plan	Guide	
Download	the	REMCamp	Business	Plan	Work	Sheet	
Download	the	REMCamp	Business	Budget	
		
Now	that	you’ve	completed	the	first	run	at	your	Business	Plan	you	should	be	
aware	of	the	type	of	strategic	decisions	that	you	need	to	make	to	own	a	successful	
business.	
		
APer	all,	if	you	don’t	do	it	for	yourself,	who	will	do	it	for	you? 
 
 
 
 

Download our Templates. 



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	



GET MOTIVATED 

Get	Mo0vated	
		
WriAng	out	your	Business	Plan	should	be	fun.	It’s	the	one	Ame	you	get	to	dream	
about	being	a	Millionaire	and	feel	your	colleagues	looking	at	you	as	you	walk	into	
the	Monday	morning	office	meeAng	or	onto	the	stage	to	collect	your	Realtor	of	
the	Year	award.	
		
So	without	ge\ng	all	goofy	you	need	to	do	the	following	things	right	now.	
		
1. 	Write	down	what	you	want	from	your	real	estate	business	and	in	your	life.	
Again,	there	is	no	right	or	wrong	answer,	just	write	it	down	right	here.	

		
___________________________________________________________
___________________________________________________________
___________________________________________________________
___________________________________________________________
___________________________________________________________
___________________________________________________________
___________________________________________________________	 
 
 
 
 

Focus on Success 



2	-	Now	go	to	the	business	plan	template	and	write	down	a	famous	moAvaAonal	
quote	or	picture	of	a	person	that	you	admire	and	respect.	I	want	you	to	repeat	
that	quote	or	look	at	that	picture	every	single	day	for	the	rest	of	your	real	estate	
career.	

___________________________________________________________
___________________________________________________________
___________________________________________________________
___________________________________________________________
___________________________________________________________
___________________________________________________________	
 
3	–	Finally	find	an	image	of	what	you	want	your	life	to	look	like	aPer	your	uber	
successful	real	estate	career	and	add	it	to	your	business	plan	template.	It	should	
be	an	image	or	photo	that	depicts	your	future	lifestyle,	like	a	yacht	on	the	high	
seas	or	a	view	of	the	snow	capped	mountains	from	your	ranch.	
___________________________________________________________
___________________________________________________________
___________________________________________________________	
		
Here’s	my	image:	(see	next	page)	(print	your	image	out	and	post	it	where	you	will	
see	it	every	day)	
 
 



I Love The Mountains: This is how I see my retirement – 
somewhere is the Rocky Mountains. Switch out my picture 
for your picture and hang it above your desk. 

“ Add your motivational quote here and read 
it every morning 

Author 
McLastname 

“



THE FIVE P’s 

Key Business Planning Principles 
  
Today you’re going to write out your business plan as a practical and 
actionable document.  
  
Here are a few key business principles you need to incorporate into your 
business: 
  
Passion 
  
It obviously helps if you are passionate about real estate. If you love real 
estate it makes it so much easier to be a successful real estate broker. You 
can’t teach passion so either you have it or you don’t. If you do, you have a 
huge advantage over your competitors. 
  
But let’s be honest, not everyone in the real estate business is passionate 
about real estate. If you don’t love real estate you need to mimic the actions 
of passionate real estate brokers. 
  
So what can you do to mimic passionate people? 
  
The most important thing is to be professional and really, really know your 
local real estate market – preferably better than anyone else in your market. 
  
If you’re going to sell real estate you absolutely need to put in the time to be 
a local market expert. 
 

Planning Principles 



IMITATE SUCCESS 

Write down 3 things that your most passionate competitors do successfully 
in your market: 
  
Passion 1:  
  
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________ 
  
Passion 2: 
  
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________ 
 
Passion 3: 
  
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________  



MAP SUCCESS 

Procedures 
  
Real estate is a surprisingly procedural business with a number of repetitive 
steps. It may take some time but you need to develop your own policies and 
procedures manual that you, and your team, can use to operate your 
business. 
  
You can create policies and checklists for everything that you do in your real 
estate business. The key is to start today and start writing down everything 
you do on a daily basis. Pretty soon you will have a powerful policy and 
procedure template for your business. 
 
Real Estate Inventory 
 
It’s crazy to sell real estate and not know everything you can about your 
inventory. It is essential that you create a database of every home in your 
market area and try to identify each homeowner together with a way to 
communicate with them by mail, phone or email.  
  
Action: 
  
•  Start a Policy and Procedures Manual Today 
•  Download or purchase the complete real estate data set from your local 

Assessor or Property Tax office 
 

Create Templates to Share with your Team 



WORK ON PERFECTION 

Perfection 
  
You need to perfect what you’re doing so that you get the maximum return 
from your current business. Don’t leave anything on the table. It’s tough 
enough to close business. 
  
As an example there is no point in buying more Zillow ads if you’re not 
efficiently closing your existing leads. The problem may be you don’t have 
an effective CRM system or you don’t get back to leads after hours because 
you don’t work in the evenings. 
  
You can easily fix both inefficiencies by upgrading to a better CRM system 
and by routing after hour leads to a team member or referral partner. 
  
What 3 Things Can You Do To Perfect Your Current Business: 
  
Action 1: 
____________________________________________________________
____________________________________________________________ 
 
Action 2:  
____________________________________________________________
____________________________________________________________ 
Action 3: 
____________________________________________________________
____________________________________________________________ 

Try to improve your business every day 



CREATE PIPELINES 

Pipeline 
  
The pipeline principle is one of the most underutilized practices but is common 
to the most successful real estate brokers. 
  
The pipeline principle means you need to build a pipeline of new prospects 
and leads so you always have new business on tap. 
  
Let me give you an example. 
  
I love working with real estate investors because they buy multiple properties.  
  
Investors are basically a pipeline of buyers so if you build a database of 
investors you can tap into that list whenever you need to sell an investment 
grade listing. 
  
I also love working with new home builders as each year they build hundreds 
of new homes. 
  
When the market conditions were right I was able to build a profitable real 
estate business by matching my investors with new homes. I closed an 
average of 10 homes a month at around $10,000 commission per home. 
  
The key was that as soon as the builder gave me a package of discounted 
homes I would immediately sell them to investors. I could literally sell a 
package of 10 homes with an email blast and a number of phone calls to my 
database of investors.  

Look for repeat business 



STAND OUT 

Other examples of the Pipeline Principle include the agents who focused on 
short sales and REO’s after the housing market crashed in 2008.  
  
Or how about agents like Samer Kuraishi who closed over $200,000,000 in 
sales in 2015 from aggressively advertising on Zillow? 
  
So what’s your pipeline? 
  
If your business model is to run around your local market chasing the next 
deal you’re going to burn yourself out and struggle to close enough deals. 
Regular homebuyers and sellers only move every 5 years so that’s a long 
time to incubate a lead. That’s a tough way to earn a living. 
 
Preeminence 
  
This is a principle that Jay Abrahams believes is critical to your success in 
any business. 
  
It’s the philosophy that you view yourself as a fiduciary or trusted advisor to 
your clients and you only act in their best interests – not yours.  It’s a 
philosophy whereby you fall in love with servicing your clients and as a by-
product your business will be wildly successful. 
  
Action 
  
Start a FAQ Manual and write down every question that your clients ask 
you.  

Make clients want to work with you 



MASTER YOUR DETAILS 

Let’s get started on your Business Plan. 
  
I’m going to go through each section of the Business Plan and provide 
commentary to help you create your own Business Plan. I want this to be 
practical, not theoretical. 
  
Pre Production 
  
Take 10 Minutes to fill out the pre-production worksheet. You will need this 
information to map out and plan your REMCamp 30.  
    
First Name: 
Last Name: 
Nickname: 
Team Name (if applicable): 
Company Name: 
Contact Details 
Cell: 
Work: 
Email: 
Street Address: 
City: 
State: 
Zip:	
 



MAP YOUR MARKET 

Marketing Area 
  
Town 1: 
Town 2: 
Town 3: 
Town 4: 
Town 5: 
  
Neighborhood 1: 
Neighborhood 2: 
Neighborhood 3: 
Neighborhood 4: 
Neighborhood 5: 
Neighborhood 6: 
Neighborhood 7: 
Neighborhood 8: 
Neighborhood 9: 
Neighborhood 10: 
  
Zip Code 1: 
Zip Code 2: 
Zip Code 3: 
Zip Code 4: 
Zip Code 5: 
Zip Code 6: 
Zip Code 7: 
Zip Code 8: 
Zip Code 9: 
Zip Code 10: 
 



EST A SOCIAL PRESENCE 

Social Profile Details 
 
Facebook: 
Facebook Page: 
Facebook Group: 
LinkedIn: 
LinkedIn Page: 
Twitter: 
Google Plus: 
You Tube: 
Pinterest: 
Instagram: 
Next Door: 
Houzz: 
Bigger Pockets: 
Activerain: 
Zillow: 
Trulia: 
 

Your clients will check your social profiles 



DOMAINS 

Your Domains 
 
Domain 1: 
Domain 2: 
Domain 3: 
Domain 4: 
Domain 5: 
Domain 6: 
Domain 7: 
Domain 8: 
Domain 9: 
Domain 10: 
 
What domains should you buy? 
 
 
 
 
Action: 
 
Complete the Domain Plan at www.REMCamp.com/members 
 
 

Domains are a powerful and affordable marketing tool 



ESSENTIAL TOOLS 

5 Essential Tools 
  
At REMCamp we promote 5 tools that are essential to creating a digital marketing 
platform. When you combine and integrate the five tools you will have a simple but very 
powerful digital marketing platform. 
  
Blog and/or Website: 
  
Blog or Website Address: 
Where do you host your website and blog? 

Blog Theme or Vendor: 
 
Email Manager: 
  
Email Company: 

  
Landing Pages: 
  
Landing Page Tool 
  
Graphics: 
  
Graphics Tool 
  
CRM: 
  
CRM Tool 

5 ESSENTIAL TOOLS 



N.A.P 

About You 
  
Let’s start with you.  
  
You obviously know yourself but you need to write down your answers so 
you can develop a consistent identity. As an example you obviously know 
your name but you need to make sure you use exactly the same name 
through out your marketing platform.  
  
Google may think that Robert Smith (you), Bob Smith (your nickname), 
Robert Smith Realtor (your tagline) and the Robert Smith Team (your 
business) are four different people.  
  
The goal is to pick one name and brand and stick with it through out your 
marketing.  
  
Will you use your personal name, team name or corporate name for your 
real estate business?  
  
When choosing your name you need to make sure you comply with your 
State’s real estate licensing laws and clearly disclose your relationship to 
your broker. The principle is that the public needs to clearly identify who you 
are and who they are contracting to perform services. 
 

Use the exact same name, address and phone number 



EST AN IDENTITY 

Trade Name 
  
Will you use a trade name?  
  
If you use a trade name then you need to follow a number of legal rules to 
disclose both your trade and “official” legal name. If you don’t follow the 
legal rules you open yourself to personal liability from creditors. 
  
Legal Requirements for Names 
  
What legal rules do you need to follow to comply with national and local real 
estate licensing laws?  
  
As an example, if you head up a team at a Keller Williams office then your 
name needs to disclose that you are Mary Smith, Mary Smith Team, Keller 
Williams of Boulder LLC. 
  
I don’t want to give you legal advice on this issue. Go to your Office Broker 
and get the exact protocol for naming your business.  
  
Then use the exact same name on all your marketing material. 
•  		
 



UNDERSTAND YOURSELF 

Your Name: _________________________________________________ 
 
Your Position: (Agent / Broker / Owner etc.) 
  
Write out a short and precise description of your business (an elevator pitch): 
  
Write out a short description of how your business is perceived by the public? 
  
•  Now let’s dig a little deeper into your personal motivation and skills. 
•    
•  Why did you get into the real estate business? 
•    
•  What skills do you have that you use in your real estate business? 
•    
•  What weaknesses do you have that are hurting your real estate business? 
•    
•  Are you passionate about real estate? 
  
Are you a local market expert? What steps could you take to really know your market? 
  
What do you want to get out of your real estate business? Is it a stepping-stone to 
something else, a part time job or a career? 
  
What is your retirement plan? Do you have one? Do you have an “exit” strategy?  
  
Do you have any hope of achieving your retirement plan with your current business 
model? 
  
 



STRUCTURE YOUR BUSINESS 

About Your Business 
  
Let’s take a look, from a legal and tax perspective, at how you have set up your 
business. 
  
Corporate Structure 
  
You can choose between operating your business as a sole proprietorship or as a 
corporate entity. Your decision creates a number of legal and tax consequences that can 
hurt or help your business. 
  
Sole Proprietorship 
  
A sole proprietorship allows you to operate your business under you own name and has 
the advantage of simplifying how you manage your books and file tax returns.  
  
The disadvantage is that you expose yourself to personal liability and can be sued in 
your own name. 
  
Corporate Entity 
  
You can set your business up as a corporate entity like a LLC or S Corp. A corporate 
entity has the advantage in that it protects you against legal liability as the corporate 
entity enjoys a separate legal persona and your creditors will sue your corporate entity 
and not you personally.  
  
The disadvantage is that creating a corporate entity also creates additional set up, 
operating and accounting costs. 
  
There are also different types of corporate entities. You can have a LLC, a C Corp or an 
S Corp. They’re all different and have different operating rules and tax rules. 
 



KEEP WHAT’S YOURS 

Tax Structure 
  
You need to avoid a number of tax traps. The corporate structure that you 
choose will automatically create certain tax consequences. 
  
It goes without saying that this is a tax / financial decision that you need to 
make with your CPA. 
  
I can’t give advice on which corporate entity to use but my CPA 
recommended that I set up an S Corp as it provided legal protection without 
the issue of double taxation. 
  
For more information read this short guide by the Tax Coach – 
https://s3.amazonaws.com/REMCamp/Tax+Make_the_right_entity.pdf  
 
Ownership 
 
Who owns your business? 
  
 



BUILD YOUR TEAM 

Your Team 
  
Let’s take a look at your real estate team. 
  
There are many ways to set up a real estate team. Your “team” doesn’t 
need to be employees but can be independent contractors and service 
providers that you use to perform certain tasks for your business.  
  
If you don’t have a team you need to build one as soon as possible.  
 
Without a team you can’t scale your business beyond your personal 
production and will seriously limit your revenue ceiling. 

You need a team to grow beyond your personal limitations 



YOUR TEAM 

Core Team: 
  
Assistant: 
Tele-canvasser: 
Buyer Agent: 
Graphic Designer: 
Photographer: 
Videographer: 
  
Professional Services: 
  
Bookkeeper: 
Attorney: 
Insurance Agent: 
Financial Advisor: 
  
Real Estate Services 
  
Showing Desk: 
Home Stager: 
Handyman: 
Home Improvement Contractor: 
Mortgage Broker: 
Insurance Agent: 
Title Agent: 
Attorney: 
Home Inspector: 
 



YOUR BROKER 

Your Broker 
  
Most Realtors hold their license with a broker. If you own your own business 
then you can skip this section.  
  
The goal is to determine the value of your broker to your business. You 
obviously want to be in a situation where your broker is an asset to your 
business and not just a drain on your commission. 
  
Do you work for a broker? 
  
How would you describe your broker? 
  
How is your broker perceived in the market? 
  
How does your broker add value to your business?  
  
What can your broker do today to add value to your business? 
  
What does it cost you to have your license with your broker? 
  
Do you need your broker? 
		
 

Are you with the right broker or company? 



YOUR CLIENTS 

Your Client Demographics  
  
The next step is to understand your clients. Who are they, what do they 
have in common and how can you get more just like them? 
 
You need to know who they are, what they want and how to get them what 
they want! 
  
As an example, Chuck Marunde from Sequim, WA knows that his clients are 
retired former C-Level executives from California who want a second home 
or retirement home in a beach community and over 50% of his buyers are 
cash buyers. 
  
Gender     
Age     
Marital Status    
Family Size    
Income    
Profession    
Education    
Interests    
  
Where do your clients live? 
  
Area 1     
Area 2     
Area 3  		 

Always solve their problems 



YOUR IDEAL CLIENTS 

Type of Client 
  
What type of client do you want to find? 
  
Do you specialize in buyers, sellers or gaining referral business from other 
Realtors?  
  
Your answer is important because your marketing plan will radically change 
for each type of client.  
  
As an example buyers want to know information about housing prices, 
school districts and things to do in an area. To cater to buyers you need to 
write content about relocating to the area, school reviews etc.  
  
Sellers mainly want to know about the value of their home and how they can 
improve that value. To cater to sellers you need to write about things they 
can do to improve their value and how local real estate market conditions 
impact their home’s value.  
  
If you’re marketing for referrals then you need to write professional advice 
article that demonstrate that you’re a local market expert, that other 
Realtors can trust you with their clients and that you will close the deal (and 
promptly send their referral check). 
 

Different client types have very different needs 



CLIENT LIFE CYCLES 

Life Cycle 
  
Where in their life cycle are most of your clients? 
  
Students 
First Time Homeowners 
Newly Weds 
Starting a Family 
Luxury Home 
2nd Home 
Downsizing / Empty Nest 
Retirement Home 
Investors 
  
Your client’s life cycle is a great predictor for their next housing buying or 
selling decision. Each period of their life cycle comes with specific problems 
that you need to identify and fix. 

Clients want different things at different times 



REAL ESTATE 

Your Product Demographics 
  
You also need to understand the type of housing that you sell. This is your 
product demographics. The goal is to clearly identified your preferred 
housing product and then become an expert in that product. As an example 
if your focus on new construction you need to know everything you can 
about zoning and permits and you need to build a team of town planners, 
architects and builders. 
  
Land 
New Construction 
Condos 
Single Family Homes 
Resort Homes 
Commercial Property 
  
What can I do to become a product expert? 
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________ 
  
What professionals do I need to add to my real estate team? 
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________ 
 

Understand real estate niches 



YOUR CORE VALUES 

Understand You 
  
The next step is to understand you and your philosophy about business. 
  
Your Core Values 
  
What are your values that go to the every core of who you are and how you 
want to do business? 
  
Don’t just write out a list of admirable qualities or character traits. Write out 
values that you believe and you can uphold. 
  
Let’s say one of your qualities is to be brutally honest with your clients.  
  
Now think about a scenario where your clients wants to sell their home and 
believe that their home is worth $400,000. You run the comps and you 
believe that the home is worth $360,000.  
  
How do you handle this discussion with your client?  
  
Now let’s throw in a curve ball and say that the client got to the $400,000 
appraisal because the house down the street is on the market for $380,000 
(it is slightly smaller and hasn’t sold) and the client interviewed another 
Realtor who is willing to list for $400,000. 
  
Do you compromise your “brutal honesty” core value to get the listing?  
 

And how they impact your business 



Here are sample core values for you to consider: 
  
•  I will place my client’s interests before my interests 
•  I will go above and beyond the duty of service and offer my clients 5 

Star Service  
•  I will be completely honest with my clients even if it costs me business 
•  I will do every single thing that I say I will do 
•  I will treat my clients and colleagues with respect and consideration 
•  I will return every message within 15 minutes 
•  I will continue treat my clients with respect and consideration after we 

close a transaction 
•  I will know more about my real estate market than any other Realtor in 

my market 
•  I will work everyday to become a better Realtor 
  
Do you see the difficulty you will have living up to those core values? 
  
If you promise to return a message within 15-minutes you are effectively 
allowing your business to control your life 24/7/365. It means taking a call 
when out for dinner with family or at your child’s school concert. 
 
Is this a core value that you really want in your life? 
 



MY CORE VALUES 

Write Down Your Core Values: 
  
Core Value 1: _________________________________________________ 
  
Core Value 2: ________________________________________________ 
  
Core Value 3: _________________________________________________ 
  
Core Value 4: _________________________________________________ 
  
Core Value 5: _________________________________________________ 
  
Core Value 6: _________________________________________________ 
  
Core Value 7: _________________________________________________ 
  
Core Value 8: _________________________________________________ 
  
 



EXECUTIVE SUMMARY 

Executive Summary 
  
Now is the time to review all your previous info and reduce it into a short 
executive summary of your business.  
  
Your executive summary is a factual summary of your business.  
  
Who are you? What do you do? Where do you do it? Who do you help? How 
do you help them? 
  
“Pinnacle Realty is a full service real estate broker servicing residential real 
estate clients in the San Diego Metro area.” 
  
“Urban Realty is a full service real estate broker specializing in luxury loft and 
penthouse condos in the Denver Downtown area. We offer concierge condo 
buying and management services for urban dwellers and investors.” 
  
Write down your executive summary: 
  
______________________________________________________________
______________________________________________________________
______________________________________________________________
______________________________________________________________
______________________________________________________________
______________________________________________________________
______________________________________________________________
___________________________________________________ __________ 



MISSION STATEMENT 

Mission Statement 
  
Write out your mission statement. Tell us why you’re in the real estate 
business. 
  
I remember my high school mission statement from Hamilton Boys High 
School in Bulawayo, Zimbabwe. The reason I remember it is because I had to 
write it out thousands of times as punishment for the slightest misbehavior J 
  
“The aim of the school is to prepare boys adequately for adult life in an 
atmosphere of discipline” 
  
Most agents don’t have a mission statement. They simply wander from deal to 
deal. They accept listings from any area, from any type of client and for any 
type of real estate. But the really good agents, the top producers, they have a 
laser focus about how they run their business and who, where and when they 
run their business.  
  
It all starts with a clear and concise mission statement. 
  
What’s your mission statement? 
______________________________________________________________
______________________________________________________________
______________________________________________________________
______________________________________________________________
______________________________________________________________
______________________________________________________________ 

The best that you can be! 



YOUR BRAND STATEMENT 

Brand Statement 
  
Write out how you want to be perceived in your market. How do you want 
your clients to describe you to their friends? 
  
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________ 
  
  
Now right out 5 actions you can take today to create or reinforce your brand 
statement: 
  
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________ 

HOW DO YOU WANT TO BE PERCEIVED? 



YOUR NICHE 

Specialization 
  
What’s your area of specialization or expertise? We touched on this when we discussed 
demographics but now I want you to really drill down to the area of specialization where 
you can be the undisputed expert or “go to” Realtor in your area. 
  
Think about it this way – every doctor has a medical degree but it’s the specialists that get 
paid the big bucks. 
  
As an example, an obvious way to specialize in real estate is to graduate to commercial 
real estate. There are far fewer brokers and the average commission checks can be much 
higher than residential real estate. 
  
The reason there are fewer competitors is because commercial real estate is complicated 
and requires significant financial expertise. Not many residential Realtors have that level 
of financial expertise. 
  
What can you do to become a specialist in your area? What type of clients do you want 
and what type of real estate do you prefer? What do you need to do to find clients in your 
niche specialty? 
  
It’s OK to be a GP (general practitioner), especially in a small town. But if you work in a 
competitive, urban market you need to seriously consider specialization.  
  
What’s Your Specialization? 
_____________________________________________________________
_____________________________________________________________
_____________________________________________________________
_____________________________________________________________
_____________________________________________________________
_____________________________________________________________ 

What will you do better than any other Realtor?. 



YOUR USP 

Your USP 
  
What is your unique selling proposition (USP)? Why should the client hire you instead of 
another Realtor? Why are you better than any other Realtor and how will you get a better 
result for your client?  
  
Before you write out your USP you need to think about the following: 
  
Understand Your Client 
  
This is when you need to really ramp up your game and start to understand that 
ultimately it isn’t about you but about your client. You need to cater to your client’s fears, 
needs and dreams.  
  
To make it simple you need to understand that when it comes to real estate your client 
wants to: 
  
1 – successfully sell, buy or rent a home (not just list or view it) 
2 – do so in the shortest possible time with the least amount of hassle 
3 – at the best possible price 
 
The Difference between You and Your Client 
  
Go back and review the Understand You section and take note about the things that 
you’re good at and you want from your real estate business. These are the things that 
differentiate you from your competitors, the things that make you stand out from your 
competitors and the reason you are better than your competitors.  
  
Now look at the 3 things that your client wants and work out how you can use your 
strengths to deliver the best outcome for your client.  
 
 

What makes you so special? 



Here’s what your client 
wants … 

Your client wants to: 
  
1 – successfully sell, buy or rent a home (not just list or view it) 
2 – do so in the shortest possible time with the least amount of hassle 
3 – at the best possible price 
  
How do you turn your strengths into a USP or Unique Selling Proposition? 
  
The key is that you need to understand your client’s pain (the thing they want relief from) 
and offer them a solution to remove that pain. You need to confer a benefit to your client.  
  
When you write your USP don’t write about the things that you do well. Rather write 
about the benefits to your clients. 
  
Here are a few examples: 
  
Let’s say you’re a top selling Realtor and you close more sales than any other Realtor in 
town. 
  
If the real estate business were just about you, you would say, “I’m the top selling 
Realtor in town”.  
  
But the real estate business is about your clients and your clients don’t care about how 
many homes you have sold. You clients only cares about the sale of one home – his or 
her home. 
  
You need to express “I’m a top selling Realtor” as a benefit for your client. 
  
“I’ll sell your home fast and for top dollar, just like I sold 278 homes fast and for top dollar 
last year for my other clients” or “I’ll use my proven system (that made me the top selling 
agent in Denver) to sell your home fast and for top dollar”. 
  

 



PERFECT USP 

Here’s Your USP – Done For You! 
  
In the simplest of terms your USP should be the following (as addressed to 
your client): 
  

1 - You will buy, sell or rent your home, guaranteed! 
2 - You will do so quickly and painlessly, guaranteed! 
3 - You will get the best price, guaranteed! 
  
When you write out your USP it needs to result in the 3 benefits desired by 
every single client. 
 
Write out your USP: 
  
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________ 
 

Your USP must solve your client’s problem 



How do you Guarantee Your USP? 
  
If you find the answer to this question you will enjoy a very profitable real estate career. 
  
How do you guarantee that a client will buy, sell or rent a home?  
  
•  You could offer a guaranteed buy out program 
•  You could only take on clients who price their home at the right price 
•    
How do you guarantee it will be quick and painless? 
  
•  You need systems and support to ensure a quick time to market and seamless 

transaction support. 
•  You need to focus your efforts on the client 
  
How do you guarantee the best price? 
  
The term “best price” means the opposite to buyers and sellers. It’s also a moving target in 
the real estate industry. 
  
Think of what it was like to have your first child.  
  
At the time of conception you have these wonderful dreams about how amazing your child 
is going to be and you want only the best for your kid.  
  
But at the time of birth you forget all about the wonderful things you want for your child and 
all you want is ten fingers, ten toes and a healthy baby and mother.  
  
It’s the same with real estate. 
  
At listing time your client dreams about getting top dollar. After a few weeks or months on 
the market all they’re hoping for is to sell the home and not lose any money. 
  
•  You need to be a master negotiator 
•  You need to have intimate market knowledge. 
•  You need to understand what best price means to your client. 
 



SWOT ANALYSIS 

SWOT Analysis 
  
A SWOT Analysis is a strategic planning tool that you can use to identify 
internal and external influences on your business and is a great way to 
improve business operations. 
  
Strengths 
  
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________ 
____________________________________________________________ 
  
Weaknesses 
  
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________ 



Opportunities 
  
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________ 
____________________________________________________________ 
  
Threats 
  
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________ 
____________________________________________________________ 



MARKET ANALYSIS 

Market Analysis 
  
The next step is to perform an independent market analysis to understand 
how your market area has performed in the past and how you anticipate it 
will perform in the future. 
  
This will help you focus on segments with the market that will give you the 
best ROI (return on investment) for the time and money you spend 
prospecting for new business. 
  
•  How big is your market? 
•  Is it growing or shrinking?  
•  Are home values rising or falling?  
•  What’s causing the rise or fall in home values? 
•  Is it a buyer’s market or a seller’s market? 
•  Are certain segments of the market behaving differently to other 

segments? 
•  What trends are emerging in the market? 
•  Do you know of any upcoming major external or economic factors that 

will impact the market? 
 
What do you need to do to get in front of the next market trend? 
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________ 
 

REACT TO YOUR MARMET 



AUDIT PAST 
PERFORMANCE 

Previous Year Audit and Review 
  
Every Business Plan starts with a review of your performance the previous 
year. You need to know where you make and lose money and where you 
need to focus your time and resources. 
  
Sales 
  
Your sales are you cold hard cash in the bank. We’re only talking about 
closed deals. Write down, as accurately as you can, your previous year 
numbers. If you don’t know your exact numbers then make your best guess 
and also make a commitment to start tracking your numbers. 
  
Revenue – what was your gross commission income (GCI) plus additional 
income 
  
Commission – the exact GCI that appears on your 1099  
  
Sales Sides – the number of buyer and seller sides 
  
Average Sales Price – the gross value of sale prices divided by the number 
of sales 
  
Average Commission Rate – how close to 3% per side did you average? 
  
Average Revenue per Sale – how much money did you make per sale 
 



AUDIT PAST PERFORMANCE 

Transactions 
  
Your transactions are not your closed sales. Your transactions are the 
number of contracts that you wrote that may or may not have closed. What 
we’re really trying to understand is how good you are at closing deals, not 
just signing up new clients. 
  
Number of Listings 
  
Number of Buyer Agencies 
  
Number of Referrals Sent 
  
Leads 
  
You need to know from where you source your business. It’s difficult to 
pinpoint your lead source if you don’t keep good records. If you didn’t keep 
good records last year then write down your best estimates and make today 
the day that you start keeping good records. 
 

Subheader of the highest order. 



Where did your business come from? 
  
Now let’s track the source of your closed business.  
  
To help you do this fill out the Closed Business Tracker at 
www.REMCamp.com/Members and track every closing. 
  
  
Referral    
Repeat Customer   
Sphere     
Professional Assoc   
Yard Sign    
Open House   
Floor Call    
Direct Mail    
Cold Calling    
Website      

Contact Form     
IDX      
Report Download    
Newsletter     

Blog      
Landing Pages     
Search Engine 

SEO 
PPC 

Email Marketing 
 



Ads     
Zillow     
Trulia     
Realtor.com    
Craigslist    
Facebook    
Newspaper    
Other   

Leads     
Tiger Leads     
Boom Town     
Other    

Social    
Facebook    
LinkedIn    
Twitter    
Pinterest    
Google Plus    
Next Door    
Other     

Mobile     
IVR      
SMS      
Mobile Ads 

Video      
You Tube     
Vine      
Instagram     
Video Ads     
Vlogging     

Other    
 

 



SUCCESSFUL SYSTEMS 

Systems 
  
Systems refer to the method or system you used to source the lead. There 
is obviously some duplication and crossover between where and how you 
got the lead. The goal here is to understand if you have a strength or 
weakness in a particular area of lead generation. 

    
 - Expired    
 - FSBO     
 - REO     
 - Short Sale    
 - New Home    
 - Investor    
 - Relocation 
 - Online   
 - Other   
  
Your previous year audit will give you a solid feel for understanding the 
source of your business. It also gives you a roadmap to understand what 
data you need to record and track for the upcoming year.    

Focus on systems that work for you 



GOALS 

Goals 
  
You have done your homework so you get to set your goals for the month, year and 5-
years  
 
Monthly and Quarterly Goals 
  
This is your Monthly and Quarterly Plan by which you can measure the performance of 
your business. You can also measure each quarter against the other quarters. For 
Monthly Goals I want you to write down your numbers but focus more on executing tasks 
than hitting numbers. The tasks are operational goals that, if executed properly, will 
result in closed business. 
  
As an example let’s say you decide that your strength is working with investors so you 
want to focus your marketing efforts on finding investors. Here are the things that I did 
that helped me earn over a million dollars in commission in a year. 
  
•  Attend every possible real estate investor meeting at REI Clubs, Cash Flow Meet 

Ups etc. 
•  Attend every possible foreclosure auction and network with investors 
•  Start my own REI Club 
•  Host my own REI radio show 
•  Host a REI EXPO every 6 months (I sold $32,000,000 worth of real estate at one of 

my Expo’s. I took a flat rate referral fee per sale (big mistake) but still make a very 
nice profit). 

•  Take every hard money lender out to lunch 
•  Buy Out-of-State landlord lists 
•  Buy Cash Buyer lists 
•  Build a huge local investor list 
 

Hit your numbers 



MONTHLY GOALS 

Monthly Sales 
  
Your sales are you cold hard cash in the bank. We’re only talking about 
closed deals. How many deals do you want to close this quarter? 
  
Total Revenue     __________ 

    
Total Commission    __________ 
  
Total Sales Sides    __________ 
  
Average Sales Price    __________ 
  
Average Commission Rate   __________ 
  
Average Revenue per Sale   __________ 
 



MONTHLY GOALS 

Transactions 
  
Your transactions are not your closed sales. Your transactions are the 
number of contracts that you wrote that may or may not have closed. What 
we’re really trying to understand is how good you are at closing deals, not 
just signing up new clients. 
  
Number of Listings    __________ 
  
Number of Buyer Agencies   __________ 
  
Number of Referrals Sent   __________ 
  
Percentage of Clients: 
Buyers      __________ 
Sellers      __________ 
Referrals      __________ 
 



ANNUAL GOALS 

Annual Goals 
  
Sales 
  
Your sales are you cold hard cash in the bank. We’re only talking about 
closed deals. How many deals do you want to close this year? 
  
Total Revenue     __________ 

    
Total Commission    __________ 
  
Total Sales Sides    __________ 
  
Average Sales Price    __________ 
  
Average Commission Rate   __________ 
  
Average Revenue per Sale   __________  



ANNUAL GOALS 

Transactions 
  
Your transactions are not your closed sales. Your transactions are the 
number of contracts that you wrote that may or may not have closed. What 
we’re really trying to understand is how good you are at closing deals, not 
just signing up new clients. 
  
Number of Listings    __________ 
  
Number of Buyer Agencies   __________ 
  
Number of Referrals Sent   __________ 
  
Percentage of Clients: 
Buyers      __________ 
Sellers      __________ 
Referrals      __________ 

 



5-YEAR GOALS 

Five-Year Goal 
  
Now let’s take things out five years and think about what you need to do to 
grow your business and hit your sales targets. 
  
Sales 
  
Your sales are you cold hard cash in the bank. We’re only talking about 
closed deals. 
  
Total Revenue 
  
Total Commission 
  
Total Sales Sides 
  
Average Sales Price 
  
Average Commission Rate 
  
Average Revenue per Sale 
 



5-YEAR GOALS 

Transactions 
  
Your transactions are not your closed sales. Your transactions are the 
number of contracts that you wrote that may or may not have closed. What 
we’re really trying to understand is how good you are at closing deals, not 
just signing up new clients. 
  
Number of Listings 
  
Number of Buyer Agencies 
  
Number of Referrals Sent 
  
Percentage of Buyer vs. Sellers vs. Referrals 
  
  
 
  
 



VISUALIZE SUCCESS 

Long Term Visualization 
  
At the end of your career where will you be, what will you be doing and what 
does it look like as an image? 
  
Will you be on the beach living in your beach home? Playing golf in Florida? 
Traveling the world?  
  
Condense all those thoughts into one image. Insert that Image Here! This is 
my image – replace it with your own. 
 
 
 
 
 
 
 
 
 
 
 
Now write out, in detail, what your image means to you, why you chose it, 
what you see yourself doing in that image. It’s a visualization process that 
will motivate you during the dog days of canvassing and paperwork. 
 



Review Your Business Plan 
  
It is critical to make a commitment to review your business 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 business 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 Business Plan Worksheet and capture your 
data every day. 
  
Create Critical Documents 
  
In this business plan guide we referenced a number of critical documents that you need to 
create for your business.  
  
Here’s a checklist: 
  
•  Business Plan Template 
•  Business Plan Worksheet 
•  Business Budget 
•  SWOT Analysis 
•  Closed Sales Audit 
•  Policy and Procedures Manual 
•  Client FAQ Manual 
•  Master Client List 
•  Master Property List 

 



GENERAL RESOURCES 

Own Your Business Plan 
  
The final step is to add your picture to your business 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. 
  
Resources 
  
You business plan is an ongoing work of art so here is a few more 
resources to help you fully understand your business: 
  
Trulia Power Agent Guide 
Huddle on Business Planning 
Tax Coach – Select the Right Tax Entity 
 



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. 


