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INtegrity Homes Real Estate Group

ABOUT US
Integrity unlocks the enormous potential of Maine Homeownership  for buyers, sellers,

tenants, landlords, and the area’s communities. With access to a remarkable inventory of

real property for sale, and a proven track record of selling and representing thousands

of properties since its inception in 2022, our teams goal is to be the premier choice and

a trusted pipeline for unique real property finds and successfully closed sales

transactions and even more happy families whose lives we have changed.

Backed by a 10+ member team of real estate agents with unmatched customer service

skills, an in-house design and staging knowledge, a group with backgrounds from

marketing, lending, electrical tech, web design professionals, Integrity is a brokerage

committed to excellence through exemplary ethics, hard work and professional integrity.

Integrity is located in Fairfield and Manchester Maine and travels all over the state and

is a proud member of Kennebec Valley Board of Realtors, Mountains To Shores Board of

Realtors and Kennebec Valley Chamber of Commerce.
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IMPORTANT
CONTACTS/INFO 

MLS/ ZIP Form Login: 

EMAIL Login: 

Forewarn LOGIN:

Contact Email: 

Manchester Phone: 

Fairfield Phone:

Maine Listing Number 

Real Estate Commission License#:

Local County Board LogIN: 

MAR LOGIN:

NAR LOGIN:
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On your decision to join our team at Integrity Homes Real Estate Group, PC.
We look forward to sharing with you the roadmap we have all used to find
success in the extremely competitive and inspiring world of selling real estate
in Maine. It is very exciting for us to be able to share a business model and
tools that will turn you into a successful real estate professional. 

We hope you make a commitment to genuinely apply this blueprint to your
daily work both in the field and in your life, 360 degrees. We also hope that
the many years of our work and experience that helped shape these tools –
make you a real estate superstar.

LET’S START BY YOU ASKING YOURSELF ONE THING: AS A REAL ESTATE
PROFESSIONAL – HOW DO I BEGIN AND WHO DO I WANT TO BE IN THIS FIELD FULL OF

GREAT ROADS TO TRAVEL?

Congratulations
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Cooperation & Compensation
Policies On Confidentiality
FAIR Housing
ANTI-TRUST
SKYSLOPE and Record Keeping
ADVERTISING

R O A D M A P  T O  S U C C E S S  
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Real Estate Cooperation and Compensation Policy

Purpose
The purpose of this Cooperation and Compensation Policy is to define the terms ensures that  Integrity Homes Real Estate Group
cooperates with other real estate agents, brokers, and agencies, and to establish the compensation structure for agents involved in
real estate transactions. This policy aims to ensure fairness, transparency, and compliance with industry standards.

Scope
This policy applies to all transactions, listings, and agreements facilitated by the Agency, including but not limited to:
- Residential and commercial property sales and leases
- Buyer and seller representation
- Cross-agency referrals

Cooperation Principles  
The Agency values cooperative relationships with other licensed real estate professionals to maximize opportunities for clients and
ensure a smooth, efficient process. The key principles guiding our cooperation are:

Respect for Agency Relationships: The Agency respects the client-agent relationship and strives for transparency in all dealings.
Shared Commitment to Clients: The Agency works collaboratively with external agents and brokers, ensuring clients receive the
best possible service throughout their transaction.
Fairness and Transparency: Compensation and agreements should be clearly communicated to all parties involved, and both
buyers and sellers should understand how the compensation structure works.

Compensation Structure  
The Agency operates on a tiered commission-based compensation model. The specifics of the commission are typically defined in
the listing agreement or buyer representation agreement and are agreed upon between the client and the Agency. 

Commission Split for Sales (see graphic)  
   The standard commission is a percentage of the final sale price of the property. This commission is typically split between the

listing agent/broker and the buyer’s agent/broker. The exact percentage of commission will vary depending on the agreement with
the client and market conditions. In the event we represent the seller, we require Direct payment compensation from Seller to

Buyer. 
Referral Fees 

 The Agency may offer referral fees to other agents or brokers who refer clients to our agency. Referral fees are typically paid
when a transaction is successfully completed. These fees are agreed upon in writing prior to any referral being made and are

usually a percentage of the commission earned by the Agency on the referred transaction.
 

Tracking Commissions
 Commission structures is located in your protected google drive. Each transaction must be documented by the agent. This
also serves as tracking for the Annual Cap. EACH CLOSING MUST BE DOCUMENTED IN COMMISSIONS PRIOR to PAYMENT

Cooperation Between Agents 
Inter-Agency Cooperation 
The Agency is committed to fostering cooperative relationships with other real estate agencies. In the case of transactions
where another agent or broker represents the buyer or seller, the following guidelines apply:

Equal Professional Treatment: 
All cooperating agents are entitled to the same level of professionalism and respect. The Agency will not engage in

discriminatory practices with respect to commission arrangements.
Commission Splits

Commissions will be split in a manner that reflects the Client Agreements of each party involved in the transaction. In cases of
dual representation (i.e., where the Agency represents both the buyer and the seller), the commission split will be disclosed

and agreed upon upfront in the agreement with the buyer and the sellers.

Dual Agency
If an agent from Integrity Homes Real Estate Group represents both the buyer and the seller (dual agency), the agent must
obtain written consent from both parties acknowledging the dual agency relationship and agreeing to the compensation
structure. The commission structure in a dual agency scenario will be clearly outlined, with full transparency about any
potential conflicts of interest.
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Conflicts of Interest
To avoid conflicts of interest:

Agents must disclose any potential conflicts to their clients and cooperating agents.
The Agency will make all efforts to ensure that compensation agreements are transparent and equitable for all
parties involved.
In cases of conflict over commission splits or referral fees, the Agency will mediate and seek to reach a fair resolution
for all parties involved.

Ethical Guidelines
The Agency is committed to maintaining the highest ethical standards in all transactions. All agents and brokers
involved in the transaction must adhere to the following:
Full disclosure of any fees, commissions, or compensation structures.
No kickbacks, undisclosed payments, or hidden compensation arrangements.
The fair treatment of all parties involved in the transaction.

Policy Review and Adjustments
This Cooperation and Compensation Policy will be reviewed annually or as needed to ensure compliance with

industry standards, market conditions, and legal regulations. Adjustments will be made as required.

Real Estate Cooperation and Compensation Policy Continued

*******Payment of Compensation
Timing of Payment- 

1.24 hours prior to closing: forward the Settlement Sheet to buffy@integrityhomesregroup.com. 
2.  After closing, check must be deposited (or give closing check to Buffy Dumont) 
3.ALL Closing documents must be downloaded into the file in SKYSLOPE
4.Once the above is completed, your commission will be deposited via  Bank ACH.
5.Payment is generally made within 1-2 days after closing.
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Real Estate Agency Confidentiality Policy

Purpose
This Confidentiality Policy outlines the commitment of Integrity Homes Real Estate to protect the privacy and
confidentiality of sensitive information related to our clients, transactions, employees, and business operations. This policy
applies to all employees, agents, contractors, and third-party service providers involved in or associated with the Agency.

Scope
This policy governs the handling, storage, sharing, and protection of confidential information, including but not limited to:

Client personal details (names, addresses, contact information, financial information)
Transaction details (purchase or sale agreements, terms, pricing)
Property information (property listings, inspections, valuations)
Marketing strategies, proprietary data, and business plans
Internal communications or business-related discussions

Confidential Information
Confidential information refers to all non-public information related to:

Real estate transactions involving the Agency, whether completed or pending
Personal information about clients, employees, or other business partners
Business and marketing strategies, including potential or ongoing negotiations
Financial information, including but not limited to payment details, loans, or mortgages
Any other information designated as confidential or proprietary by the Agency or by law

Obligations of Employees, Agents, and Contractors
Non-Disclosure:
All employees, agents, and contractors must not disclose any confidential information to unauthorized individuals or third

parties, either during or after their employment or engagement with the Agency. This includes verbal, written, and
electronic communication.

Safeguarding Information:
Confidential information must be stored securely in both physical and electronic formats, including access to your Skyslope
account.. Employees and agents are required to use encryption or other security measures when handling sensitive client

information.
Limitation of Use:

Confidential information should only be used for the purposes of carrying out duties for the Agency. Information should
not be used for personal gain or shared for any purpose outside the scope of the Agency's business activities.

Client Consent:
The Agency will obtain the client’s written consent before disclosing any personal or confidential information to third

parties, except as required by law or to facilitate the transaction (e.g., sharing details with financial institutions or
attorneys).

Exceptions to Confidentiality
Confidential information may be disclosed in the following circumstances:
      With Client Consent: When the client explicitly authorizes disclosure in writing.
      Legal Requirements: When required by law, court order, or regulatory authorities.
    Business Operations: To third-party service providers necessary for carrying out real estate transactions (e.g., appraisers,
inspectors, mortgage lenders) but only when such parties are bound by confidentiality agreements.

Security Measures
The Agents will implement reasonable and appropriate measures to protect confidential information, including:
Secure storage for physical documents.
Access controls to limit who can view and handle confidential information.
Access To SKYSLOPE in a SECURE AREA

Breach of Confidentiality
Any breach of confidentiality, intentional or accidental, will be taken seriously and may result in disciplinary action, up to
and including termination of employment or termination of the agent-client relationship. Legal action may also be pursued
in the event of a breach that causes harm to the Agency or its clients
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FAIR HOUSING

Fair Housing in real estate refers to the Fair Housing Act (FHA), a federal law in the U.S. that
prohibits discrimination in housing-related activities, including real estate transactions,

advertising, sales, and rentals. Real estate agents and agencies must comply with this law to
ensure equal housing opportunities for all individuals.

Key Principles of Fair Housing in Real Estate

1.Protected Classes – The Fair Housing Act prohibits discrimination based on:
Race
Color
Religion
National Origin
Sex (including gender identity and sexual orientation)
Disability
Familial Status (e.g., having children, being pregnant)

   2. Advertising Compliance – Real estate advertising must be inclusive and avoid discriminatory
language.

DO: Use neutral terms like "Great family home" instead of "Perfect for young couples."
DON'T: Indicate preference for a certain race, religion, or other protected class (e.g., "No
children allowed").

  3. Steering & Redlining Prohibition –
Steering: Guiding buyers or renters toward or away from certain neighborhoods based on their
background.
Redlining: Denying loans or insurance based on a neighborhood’s racial or ethnic composition.

 4. Reasonable Accommodations for Disabilities –
Landlords and agents must make reasonable modifications to properties for individuals with
disabilities, such as allowing service animals in no-pet housing.

5. Equal Service to All Clients – Agents must provide the same level of service to all clients,
regardless of background.

Consequences of Violations
Violating the Fair Housing Act can lead to:

Lawsuits
Fines and penalties
Loss of real estate license
Reputational damage
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Real Estate Agency Antitrust Compliance Policy

1. Purpose
This policy ensures that all employees, agents, and brokers comply with federal and state antitrust laws, including the
Sherman Act, the Federal Trade Commission Act, and state-specific regulations, to promote fair competition in the real
estate industry.

2. Prohibited Conduct
The agency and its personnel shall not engage in the following anti-competitive practices:
Price-Fixing: Agents and brokers must not discuss or agree on commission rates, fees, or pricing structures with
competing agencies. All commission rates must be independently determined.
Market Allocation: No agreement shall be made with competitors to divide or allocate geographic territories, clients, or
property types.
Boycotts: Employees and agents must not engage in group boycotts, such as collectively refusing to work with a specific
brokerage, MLS, or service provider.
Tying Arrangements: The agency must not require clients to use a specific service (e.g., mortgage lender, title company)
as a condition of doing business.
Bid-Rigging: No coordination with other agencies to manipulate competitive bidding for properties.

3. Commission and Fee Practices
Independent Determination: All commission rates and fees must be set independently, based on market conditions and
the agency's policies.
No Fixed Rates: Agents must never imply that commissions are "standard" or "non-negotiable." Clients must be made
aware that commissions are always negotiable.
Clear Disclosure: All commission structures must be clearly disclosed in written agreements with clients.

4. Communication Guidelines
Avoid Sensitive Topics: Employees and agents should not discuss commission rates, business strategies, or client
allocations with competitors.
Written Agreements: All agreements with clients, service providers, or other brokers must be in writing and comply
with legal standards.
MLS Participation: Agents must comply with Multiple Listing Service (MLS) rules while ensuring independent business
decisions.

5. Training & Compliance
Annual Training: All employees and agents must undergo annual antitrust compliance training to understand the latest
legal requirements.
Reporting Violations: Any suspected antitrust violations must be reported immediately to the agency's compliance
officer or legal counsel.

6. Enforcement & Penalties
Strict Enforcement: Violations of this policy may result in disciplinary action, including termination.
Legal Consequences: Engaging in antitrust violations can result in fines, lawsuits, and even criminal penalties.
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Chapter 410: MINIMUM STANDARDS OF PRACTICE 

Summary: 

1. Advertising

1.

5.

6.

7.

This chapter clarifies and establishes standards for practicing real estate brokerage. 

Definitions 

As used in the Commission’s rules, unlessthe context otherwise indicates, the following terms havethe following meanings:

A.
Advertise. As used in this Section, theterms‘‘ advertise,’’ ‘‘ Advertise,’’ ‘‘ advertising’’ and ‘‘ advertisement’’
include all forms of representation, promotion and solicitation disseminated in any manner and by any meansof
communication for any purposerelated to real estatebrokerageactivity, including, at a minimum, advertising the sale
or purchase of real estate or promotion of real estate brokerage services conducted by mail, telephone, the Internet (
including but not limited to the world wide web, electronic mail and social media), business cards, signs, television,
radio, magazines, newspapers, and telephonic greetings or answering machinemessages. 
Deleted 

Prominent. “Prominent” means standing out so as to be seen easily; conspicuous; particularly noticeable.

B.

C.

Deleted

Deleted

Deleted

Advertising by Real Estate BrokerageAgencies Real estate brokerage advertisements must contain the trade name as

licensed by the commission of the real estate 
brokerage agency that placed the advertisement. The trade name of the agency must be prominently displayed or 
presented. In an advertisement that appears on or is sent via the Internet, the trade name of the agency that 
placed the advertisement must prominently appear or be readily accessible. 
In addition, the designated broker may authorize an advertisement that includes the name, telephone number, slogan, 
logotype or photo of an affiliated licensee or group or team of affiliated licensees as part of the brokerage services 
being offered by the real estate brokerage agency. The affiliated licensee or group or team of affiliated licensees may 
not independently engage in real estate brokerage. 
Written Permission of Owner Required to Advertise

A real estate brokerage agency or its affiliated licensees shall not advertise any real estate for sale without first
obtaining the written permission of the owner or the owner’s authorized representative.
Advertising of Exclusive Listing Held by Another Agency

A real estate brokerage agency or its affiliated licensees shall not publish or cause to be published an advertisement
that makes reference to the availability of real estate which is exclusively listed for sale by another real estate
brokerage agency unless the licensee obtains the prior written consent of the designated broker who has been
authorized by the owner to provide consent.

Deception and Misrepresentation Prohibited

Advertising must be free from deception and shall not misrepresent the condition of the real estate, terms of the sale
or purchase, real estate brokerage agency policies, or real estate brokerage services.

49

ADVERTISING
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LOGO

AGENT landing PAGE

AGENT RESOURCES For CEU Classes

1. Review your biography 

2. Review your contact information 

3. Review your listings 

4. Submit any closed deal testimonies

Go to: https://integrityhomesrealestategroup.com/your name

1.  https://trleg.com

2. https://reiofne.com

3. https://mainelistings.com

4. https://canva.com

WEBSITE
DIRECTORY
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Agent Resources Training:

R O A D M A P  T O  S U C C E S S  

SKYSLOPE

ME LISTINGS

FLEX MLS

REALIST

PROPERTY PANORAMA

SHOWING TIME

DOMUS ANALYTICS

ZIPFORMS

FOREWARN

RENTAL BEAST

RE-TECHNOLOGY

REALTORS PROPERTY RESOURCE (RPR)

CREATING A CMA
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SKYSLOPE & Record Retention
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SKYSLOPE WALKTHROUGH

Starting Page:
Open Skyslope & Log in. This Āill bring you to the start page. 

Step one:
Once on the start page, select Create NeĀ. It Āill then haÿe

you select Listing or Transaction

Step TĀo:
Once you haÿe selected your option, it Āill prompt you

to choose a representation type, select Purchase

(for Buyer Rep)

Step Three:
After selecting your Representation type, It Āill ask

if your file is pre-contract or Under-Contract

 (Select Āhat applies)
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Step Fiÿe:
You Āill then need to enter the office (AlĀays IHREG)

and select a checklist for your files 

(buyer Rep. for this example)

Step Six:
Fill in your client’s Information: First & Last name,

Email & Phone number. 

(Name or company name is required, email & phone

number is optional)

SKYSLOPE WALKTHROUGH

Step Four:
Skyslope Āill then ask if there are existing forms for

your file. Select the form if you haÿe already

created one for your transaction 
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SKYSLOPE WALKTHROUGH

Step Seÿen: Checklist
Once all information and prompts are filled, it Āill bring you to your checklist. There are

Required Items and If applicable items. All Required items MUST be in your checklist.  

There are three stages in your

checklist: 

Buyer Agreement Docs, Sales Docs &

Closing Docs
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SKYSLOPE WALKTHRUOGH

Step Eight: Filling your checklist:
Click the attach button next to the checklist item you want to add. It will then

bring you to your upload page, where you can drag & Drop files or upload them by

clicking the upload documents button and selecting the document you want to

upload.
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Step TĀo:
Once you're in the member portal, you’ll see a

Āide ÿariety of icons that are direct links to

beneficial Āebsites. 

Step Three:
You also haÿe options at the top of your screen

Āhere you can ÿieĀ upcoming education

courses, eÿents and haÿe access to edit and

manage your profile

R O A D M A P  T O  S U C C E S S  

Maine listings

Step one:
Direct yourself to the member portal button

and click it. Then, enter your login information.

This Āill bring you to the Maine Listings page.

Step Four:
NoĀ that you're comfortable Āith the home

page, let’s start playing around! Start by

clicking on the FlexMLS button
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R O A D M A P  T O  S U C C E S S  

Flex MLS
Step One:

Welcome to Flexmls, Āhere you’ll gain

full access to properties on the market.

Once on the landing page, you can run a

search on a specific property, look in

more of a broad range, reÿieĀ neĀ

listings Āith the Hot sheet, and reÿieĀ

your oĀn listings.

Step TĀo: Running a search on a

specific property:
Start typing in the property address you

Āish to search; it Āill most likely pop up

in the drop doĀn bar as you’re typing.

Click on the property you Āish to ÿieĀ.

Step Three: Running a broad search
Start by clicking one of the options

under neĀ search, for this purpose it

Āill be residential
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R O A D M A P  T O  S U C C E S S  

Flex MLS
Step four: Running a broad search
You can then narroĀ doĀn your search

by editing the search items. For example,

if your client is looking for a 2 bed 1 bath

home in Monmouth Āith a minimum of 2

acres, add those details into the search

engine, and it Āill narroĀ your search

doĀn to Āhat you’re looking for.

Step fiÿe: office listings:
You can also search our office listings

by clicking on office listings in the drop-

doĀn bar on the home page.

Step six: Hot Sheet:
You pull the hot sheet by either clicking

the hot sheet button on the main page or

on the top bar Āhere it says hot sheet.

This Āill shoĀ you the most recent

listings. You can set it to as far back as

a Āeek or as close to the past 24 hours

Step seÿen: ReÿieĀing a listing:
Once you haÿe a listing you Āould like to

reÿieĀ, it's time to naÿigate! The listing

report Āill haÿe all key details, such as

the number of beds, baths, square feet,

Acres, Zoning, etc. 
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Flex MLS

R O A D M A P  T O  S U C C E S S  

Step eight: ReÿieĀing a listing:
At the top of eÿery listing is a bar of

links. You can ÿieĀ the documents

attached to the property, schedule a

shoĀing, reÿieĀ the neighborhood

profile, get tax information on the

property & search comparables. 

REalist
Naÿigating back to the member

portal, click on the link to

Realist. 

On Realist, you can access market

insights, get quick stats, and run

reports for a specific property by

naÿigating the search button at

the top of the site.
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R O A D M A P  T O  S U C C E S S  

REalist

Step one: HoĀ to run a search:
imput the property address into the

address line. Adding the oĀner’s name,

MLS #, and Account # Āill help narroĀ

your search eÿen further, then hit the

search button on the bottom.

Step tĀo: HoĀ to run a search:
Once you’ÿe done your search, all of the

properties’ information Āill pop up. You

can further your search by clicking

comparables, market trends, neighbors,

flood map, and more. You can eÿen print

this report out for yourself or your

clients. 
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property Panorama

Step one: 
Once you’ÿe logged in to Property

panorama you can create ÿirtual tours,

get digital marketing, and print

materials. At the top, you can also

access educational ÿideos and neĀs

updates and create campaigns

R O A D M A P  T O  S U C C E S S  Page 32
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In your dashboard:
You can ÿieĀ your scheduled shoĀings,

messages, feedback requests, and your

shoĀing requests.

showing Time
Time for shoĀings!:

When you go directly to the

shoĀing time app, it Āill bring you

to your main dashboard. 

R O A D M A P  T O  S U C C E S S  

Scheduling a shoĀing through the MLS:
To schedule a shoĀing on the MLS, simply go to the top

bar, select the shoĀing time button, or click the little

icon in the corner. This Āill direct you to the shoĀing

time Āebsite
Page 33
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1

Scheduling a Showing Through the MLS 

Step 1:
Once on the shoĀing time Āebsite, it Āill pull up

your profile, click schedule single shoĀing.

2

showing Time

R O A D M A P  T O  S U C C E S S  

3
Scheduling a Showing Through the MLS 

Step 2:
Select an aÿailable day and time that you & your

client haÿe agreed to
Scheduling a Showing Through the MLS 

Step 3:
Select your appointment type (shoĀing) and your

appointment end time (at least 30 Min) and hit

request appointment. This Āill send an email to

the listing agent for approÿal.
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domus Analytics

R O A D M A P  T O  S U C C E S S  

Domus Analytics:
When you go to Domus Analytics, you are

brought to a market stats page. This app

proÿides market statistics, price statistics,

and market trends. 

When you click on one of

the links beloĀ, it Āill

bring you to an insights

page. Where you can get

an in depth understanding

of market trends, pricing

trends, etc.
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R O A D M A P  T O  S U C C E S S  

Zipform plus
Start by entering your login

information, you Āill be brought to

the main page. 

Once you’re on Zipforms, you Āill

see all of your current files

(Actiÿe/Inactiÿe/Pending & closed)

To start a neĀ file, click the neĀ

button. Then, select your

transaction type (NeĀ

Listing/Purchase or Offer/neĀ

lease/neĀ lease-listing/quick e-

sign)

You Āill then be prompted to fill in the file name &

property information. ONCE YOU’RE IN YOUR FILE, YOU

CAN ADD ALL NECESSARY DOCUMENTS. You can also

assign a template to your file that Āill

automatically bring up all of the documents needed.
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Zipform plus

You Āill then be brought to your

templates page. You create the

template by selecting “neĀ” at the top

of the page. It Āill then prompt you to

fill out the same information page as

Āhen you create a file. 

Lastly, fill out the information page. Once you haÿe done that, your template

Āill open. Then, click the “all forms” button at the top right corner to add all

necessary forms to the template. When you go to add a neĀ folder later on, you

can then select your template type, and eÿerything you need Āill fill in for you!

R O A D M A P  T O  S U C C E S S  

How to Create a Template on

Zipforms:
start by clicking the templates tab at

the top. Then select forms and

checklists
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R O A D M A P  T O  S U C C E S S  

ForeĀarn
ForeĀarn is your safety net.

Anytime you haÿe a neĀ client or are

meeting Āith someone you haÿe not

met yet, I recommend you use

foreĀarn to look them up. 

Once you log in, an authentication

code Āill be sent to your ÿia text or

email.

Once you enter your code,

you can enter the phone

number belonging to the

person you are meeting

Āith. This Āill then pull up

any priors that the person

may haÿe. When in doubt,

look them up!
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Rental Beast

R O A D M A P  T O  S U C C E S S  

Rental Beast is great if you

haÿe clients that need help

finding a rental or if you

haÿe rental properties of

your oĀn

You can search for rentals, organize

your clients/ renters, and haÿe

access to their educational portion

of the Āebsite, Āhere it Āill teach

you hoĀ to manage your rental

properties
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RE-technology

Retechnology is

essentially a learning

hub. You can find

articles, products,

news, guides, and

companies. use this as

an educational tool.
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Rpr

R O A D M A P  T O  S U C C E S S  

RPR is another tool you

have access to. On RPR,

you can create CMAs,

create reports, get

canva templates,

prospect for clients,

and do marketing &

market research
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Rpr

R O A D M A P  T O  S U C C E S S  

although RPR is ÿery similar to MLS.

RPR can proÿide more insights to a

property and help you create client

handouts, Canÿa templates, market

research, and offers Āebinars, and

educational ÿideos.
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How to create a CMA
C r e a t i n g  a  C o m p a r a t i v e  M a r k e t  A n a l y s i s  ( C M A )  i n  r e a l  e s t a t e  i s  a n  e s s e n t i a l  p r o c e s s  f o r  d e t e r m i n i n g
t h e  m a r k e t  v a l u e  o f  a  p r o p e r t y  b a s e d  o n  t h e  p r i c e s  o f  s i m i l a r  p r o p e r t i e s  t h a t  h a v e  r e c e n t l y  s o l d ,  a r e
c u r r e n t l y  l i s t e d ,  o r  w e r e  l i s t e d  b u t  d i d n ’ t  s e l l .  H e r e ' s  a  s t e p - b y - s t e p  g u i d e  t o  h e l p  y o u  c r e a t e  a  s o l i d

C M A :

1 .  G a t h e r  P r o p e r t y  I n f o r m a t i o n
P r o p e r t y  d e t a i l s :  S t a r t  b y  c o l l e c t i n g  k e y  d e t a i l s  a b o u t  t h e  p r o p e r t y  y o u ' r e  e v a l u a t i n g  ( e . g . ,  s q u a r e
f o o t a g e ,  n u m b e r  o f  b e d r o o m s / b a t h r o o m s ,  l o t  s i z e ,  l o c a t i o n ,  a g e  o f  t h e  h o m e ,  c o n d i t i o n ,  a n d  a n y

u p g r a d e s  o r  u n i q u e  f e a t u r e s ) .
S u b j e c t  p r o p e r t y :  M a k e  s u r e  t o  g e t  c o m p r e h e n s i v e  d a t a  o n  t h e  s u b j e c t  p r o p e r t y ,  s i n c e  y o u r  C M A  w i l l  b e

b a s e d  a r o u n d  t h i s .
2 .  D e f i n e  C o m p a r a b l e  P r o p e r t i e s  ( C o m p s )

F i n d  r e c e n t l y  s o l d  h o m e s :  L o o k  f o r  h o m e s  t h a t  h a v e  s o l d  i n  t h e  l a s t  3 – 6  m o n t h s ,  d e p e n d i n g  o n  t h e
m a r k e t  c o n d i t i o n s  ( a  s h o r t e r  w i n d o w  i s  t y p i c a l l y  p r e f e r r e d  f o r  m o r e  a c c u r a t e  r e s u l t s ) .  A i m  f o r

p r o p e r t i e s  t h a t  a r e  a s  s i m i l a r  a s  p o s s i b l e  t o  t h e  s u b j e c t  p r o p e r t y  i n  t e r m s  o f :
L o c a t i o n :  I d e a l l y ,  t h e  c o m p s  s h o u l d  b e  i n  t h e  s a m e  n e i g h b o r h o o d  o r  a  s i m i l a r  a r e a .

S i z e :  F i n d  h o m e s  w i t h  s i m i l a r  s q u a r e  f o o t a g e ,  b o t h  f o r  t h e  l i v i n g  s p a c e  a n d  l o t  s i z e .
T y p e  a n d  c o n d i t i o n :  T h e  c o m p s  s h o u l d  b e  o f  t h e  s a m e  t y p e  ( e . g . ,  s i n g l e - f a m i l y  h o m e ,  t o w n h o u s e ,  c o n d o )

a n d  h a v e  s i m i l a r  c o n d i t i o n s  ( e . g . ,  n e w l y  r e n o v a t e d  v s .  n e e d i n g  r e p a i r s ) .
A g e  a n d  s t y l e :  H o m e s  o f  s i m i l a r  a g e  o r  a r c h i t e c t u r a l  s t y l e  a r e  m o r e  r e l e v a n t .

A c t i v e  l i s t i n g s :  T h e s e  g i v e  y o u  a  s e n s e  o f  c u r r e n t  m a r k e t  c o m p e t i t i o n  b u t  s h o u l d  b e  u s e d  w i t h  c a u t i o n
s i n c e  t h e y  r e f l e c t  a s k i n g  p r i c e s ,  n o t  a c t u a l  s a l e  p r i c e s .

E x p i r e d  o r  w i t h d r a w n  l i s t i n g s :  T h e s e  c a n  h e l p  y o u  u n d e r s t a n d  w h e r e  o v e r p r i c i n g  h a s  o c c u r r e d ,  a s  t h e s e
p r o p e r t i e s  d i d n ' t  s e l l .

3 .  A d j u s t  f o r  D i f f e r e n c e s
O n c e  y o u ' v e  s e l e c t e d  y o u r  c o m p s ,  m a k e  a d j u s t m e n t s  t o  a c c o u n t  f o r  d i f f e r e n c e s  b e t w e e n  t h e  s u b j e c t

p r o p e r t y  a n d  e a c h  c o m p .  T h i s  c a n  i n c l u d e :
S q u a r e  f o o t a g e :  I f  t h e  c o m p  i s  l a r g e r  o r  s m a l l e r  t h a n  t h e  s u b j e c t  p r o p e r t y ,  a d j u s t  t h e  p r i c e  p e r  s q u a r e

f o o t  a c c o r d i n g l y .
L o t  s i z e :  A d j u s t  i f  t h e  l o t  s i z e  d i f f e r s  s i g n i f i c a n t l y .

C o n d i t i o n :  I f  t h e  s u b j e c t  p r o p e r t y  i s  i n  b e t t e r  o r  w o r s e  c o n d i t i o n ,  y o u  m a y  n e e d  t o  a d j u s t  t h e  p r i c e .  F o r
i n s t a n c e ,  a  n e w l y  r e n o v a t e d  h o m e  m i g h t  b e  w o r t h  m o r e  t h a n  a  s i m i l a r  h o m e  n e e d i n g  r e p a i r s .

U p g r a d e s :  I f  t h e  s u b j e c t  p r o p e r t y  h a s  s p e c i a l  f e a t u r e s  l i k e  a  p o o l ,  u p g r a d e d  k i t c h e n ,  o r  e n e r g y - e f f i c i e n t
a p p l i a n c e s ,  a c c o u n t  f o r  t h e s e  w h e n  a d j u s t i n g  t h e  p r i c e .

C o m m o n  a d j u s t m e n t  v a l u e s :
P r i c e  p e r  s q u a r e  f o o t  f o r  l i v i n g  s p a c e

P r i c e  p e r  s q u a r e  f o o t  f o r  l o t  s i z e
V a l u e  f o r  s p e c i f i c  u p g r a d e s  ( e . g . ,  a  p o o l  m a y  a d d  $ 1 0 , 0 0 0 – $ 5 0 , 0 0 0  d e p e n d i n g  o n  l o c a t i o n )

T i p :  I f  y o u ' r e  u n s u r e  a b o u t  a d j u s t m e n t  a m o u n t s ,  y o u  c a n  c o n s u l t  w i t h  a  l o c a l  r e a l  e s t a t e  a g e n t  f o r  b e t t e r
i n s i g h t .

4 .  C a l c u l a t e  E s t i m a t e d  V a l u e
A f t e r  a d j u s t i n g  t h e  c o m p s ’  s a l e  p r i c e s  b a s e d  o n  t h e  d i f f e r e n c e s ,  y o u ’ l l  h a v e  a n  a d j u s t e d  p r i c e  f o r  e a c h

p r o p e r t y .  H e r e ' s  h o w  y o u  c a n  p r o c e e d :
A v e r a g e  t h e  a d j u s t e d  v a l u e s :  T a k e  t h e  a d j u s t e d  s a l e  p r i c e s  o f  a l l  t h e  c o m p s  a n d  f i n d  t h e  a v e r a g e  o r
m e d i a n  p r i c e .  T h i s  w i l l  g i v e  y o u  a  r o u g h  e s t i m a t e  o f  w h a t  t h e  s u b j e c t  p r o p e r t y  i s  w o r t h  i n  t h e  c u r r e n t

m a r k e t .
T r e n d  a n a l y s i s :  C o n s i d e r  m a r k e t  t r e n d s  i f  h o m e  p r i c e s  i n  t h e  a r e a  a r e  a p p r e c i a t i n g  o r  d e p r e c i a t i n g ,  y o u

m i g h t  w a n t  t o  a d j u s t  y o u r  f i n a l  p r i c e  e s t i m a t e  a c c o r d i n g l y .
5 .  I n c l u d e  a  C M A  R e p o r t

S u m m a r y  o f  f i n d i n g s :  Y o u r  C M A  s h o u l d  i n c l u d e  a  b r e a k d o w n  o f  t h e  p r o p e r t i e s  u s e d ,  w i t h  d e t a i l s  l i k e
a d d r e s s ,  s a l e  p r i c e ,  s q u a r e  f o o t a g e ,  a n d  a n y  n o t a b l e  f e a t u r e s .

V i s u a l  a i d s :  A  m a p  s h o w i n g  t h e  l o c a t i o n  o f  t h e  s u b j e c t  p r o p e r t y  a n d  i t s  c o m p s  c a n  h e l p  p r o v i d e  c o n t e x t .
M a r k e t  t r e n d s :  I f  a p p l i c a b l e ,  i n c l u d e  d a t a  o n  h o w  t h e  o v e r a l l  m a r k e t  i s  p e r f o r m i n g  ( e . g . ,  a v e r a g e  d a y s

o n  m a r k e t ,  p r i c e  p e r  s q u a r e  f o o t ,  e t c . ) .
P r i c e  r a n g e :  P r o v i d e  a  p r i c e  r a n g e  f o r  t h e  p r o p e r t y ,  w h i c h  t a k e s  i n t o  a c c o u n t  t h e  d i f f e r e n c e s  a n d

a d j u s t m e n t s  f r o m  t h e  c o m p s . Page 43
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Marketing Yourself

MARKETING YOURSELF AS A REAL ESTATE AGENT CAN BE BOTH EXCITING AND CHALLENGING. IT’S ALL
ABOUT STANDING OUT IN A COMPETITIVE FIELD AND BUILDING A REPUTATION THAT RESONATES WITH

CLIENTS. HERE ARE SOME STRATEGIES YOU CAN USE TO MARKET YOURSELF EFFECTIVELY:

1. BUILD YOUR BRAND WITH YOUR NAME
CREATE A PERSONAL BRAND WITH EXACTLY WHAT YOUR NAME IS: BECOME UNFORGETTABLE. WHAT MAKES

YOU DIFFERENT FROM OTHER AGENTS? ARE YOU THE GO-TO PERSON FOR FIRST-TIME HOMEBUYERS,
LUXURY PROPERTIES, STAGING, AN EXCELLENT RESPONSE TIME OR INVESTMENT PROPERTIES? DEVELOP A

BRAND AROUND YOUR EXPERTISE AND PERSONALITY. THIS CAN GUIDE YOUR MARKETING EFFORTS AND MAKE
YOU MORE MEMORABLE. WHEN AN AGENTS MOTIVE IS GIVING VALUE TO EACH OF YOUR CLIENTS,

REFERRALS AND BRANDING COMES NATURALLY. 
COMPANY LOGO AND NAME: AS REQUIRED UNDER THE MREC RULES HAVING YOUR NAME AND BROKERAGE

LOGO PREDOMINANTLY DISPLAYED IN ALL OUTGOING GRAPHICS, LITERATURE AND ANY OTHER ADVERTISING.

2. LEVERAGE SOCIAL MEDIA
INSTAGRAM AND FACEBOOK: THESE ARE KEY PLATFORMS FOR SHOWCASING LISTINGS, ENGAGING WITH

POTENTIAL CLIENTS, AND SHARING YOUR KNOWLEDGE. YOU CAN USE INSTAGRAM FOR QUICK, VISUAL POSTS
AND STORIES, WHILE FACEBOOK IS GREAT FOR LONGER-FORM CONTENT. SUGGESTED POSTS ARE NO MORE

THAN 3 A WEEK
LINKEDIN: PERFECT FOR NETWORKING WITH OTHER PROFESSIONALS AND ESTABLISHING YOUR CREDIBILITY.
SHARE YOUR SUCCESS STORIES, INDUSTRY INSIGHTS, AND ANY PARTNERSHIPS WITH OTHER BUSINESSES.

YOUTUBE OR TIKTOK: THESE PLATFORMS ARE GROWING IN POPULARITY FOR REAL ESTATE AGENTS. POSTING
VIRTUAL TOURS OF PROPERTIES, OFFERING MARKET TIPS, OR SHOWCASING BEHIND-THE-SCENES CONTENT

CAN HELP BUILD TRUST WITH YOUR AUDIENCE.

3. USE YOUR PROFESSIONAL WEBSITE
A WEBSITE SHOULD BE YOUR DIGITAL BUSINESS CARD.FIND YOUR LISTING AND LINK THE URL FROM YOUR
WEBSITE TO ANY OUT GOING ADVERTISEMENT. SEND YOUR TESTIMONIES TO HOME OFFICE! WE WANT TO

POST THESE TO YOUR LANDING PAGE

R O A D M A P  T O  S U C C E S S  

4. LEVERAGE CLIENT TESTIMONIALS AND REVIEWS
POSITIVE REVIEWS ARE HUGE IN REAL ESTATE. ASK SATISFIED CLIENTS TO LEAVE TESTIMONIALS ON GOOGLE,

ZILLOW, OR EVEN YOUR WEBSITE. (SEE ABOVE)
CASE STUDIES OR SUCCESS STORIES WHERE YOU SHOWCASE HOW YOU HELPED CLIENTS ACHIEVE THEIR

GOALS CAN ALSO HELP BUILD TRUST. 

5. NETWORK AND BUILD RELATIONSHIPS
ATTEND LOCAL EVENTS, REAL ESTATE CONVENTIONS, AND WORKSHOPS. IT IS PROVEN THAT JOINING SOME

SORT OF LOCAL GROUP NOT AFFILIATED WITH YOUR INDUSTRY CAN BE A VITAL PART OF A REFERRAL
SYSTEM.YOU NEVER KNOW WHO YOU’LL MEET, AND BUILDING A PERSONAL CONNECTION CAN BE A GAME-

CHANGER.
PARTNER WITH LOCAL BUSINESSES: COLLABORATE WITH LOCAL BUSINESSES TO OFFER DEALS OR CO-

MARKET IN YOUR AREA. FOR EXAMPLE, PARTNER WITH A LOCAL BANK, MORTGAGE BROKERS, OR MOVING
COMPANIES.
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6. HOST EVENTS OR WEBINARS
HOME BUYER SEMINARS: HOSTING FREE SEMINARS (OR WEBINARS) ON TOPICS LIKE “HOW TO BUY YOUR
FIRST HOME” OR “NAVIGATING THE MARKET IN [YOUR AREA]” CAN POSITION YOU AS A KNOWLEDGEABLE

RESOURCE.
OPEN HOUSES: HOSTING CREATIVE OPEN HOUSES AND INVITING YOUR COMMUNITY TO THEM CAN ALSO

BOOST YOUR VISIBILITY. YOU CAN MAKE THESE EVENTS FUN OR OFFER INCENTIVES LIKE FREE HOME
CONSULTATIONS OR DOOR PRIZES.

7. CONTENT MARKETING 
SHARE INSIGHTFUL ARTICLES OR MARKET TRENDS ON SOCIAL MEDIA OR CHANNELS ABOUT THE LOCAL

MARKET, HOW TO PREPARE A HOUSE FOR SALE, STAGING TIPS, AND MORE. OFFERING VALUE IS A KEY PART
OF ATTRACTING AND RETAINING CLIENTS.

8. PAID ADVERTISING
GOOGLE ADS: RUNNING TARGETED CAMPAIGNS BASED ON LOCAL SEARCH TERMS CAN HELP YOU GET

NOTICED BY PEOPLE SEARCHING FOR HOMES IN YOUR AREA.
FACEBOOK AND INSTAGRAM ADS: THESE PLATFORMS ALLOW FOR HIGHLY TARGETED ADS BASED ON

INTERESTS, LOCATION, AND DEMOGRAPHICS, WHICH CAN BE GREAT FOR REACHING POTENTIAL BUYERS
AND SELLERS.

9. EMAIL MARKETING
CREATE A NEWSLETTER TO KEEP YOUR CLIENTS UPDATED ON MARKET TRENDS, NEW LISTINGS, OR GENERAL

ADVICE. IT KEEPS YOU TOP OF MIND WITHOUT BEING OVERLY INTRUSIVE.
10. OFFER EXCEPTIONAL SERVICE

WORD OF MOUTH IS A POWERFUL MARKETING TOOL. BY PROVIDING GREAT CUSTOMER SERVICE, BEING
AVAILABLE, AND GOING THE EXTRA MILE FOR YOUR CLIENTS, THEY’LL NOT ONLY COME BACK BUT ALSO

REFER YOU TO OTHERS.

1 1 .  O P T I M I Z E  F O R  S E O
W E  H A V E  I N C L U D E D  R E L E V A N T  K E Y W O R D S  ( E . G . ,  “ R E A L  E S T A T E  A G E N T  I N  M A I N E )  I N  O U R
W E B S I T E  C O N T E N T  A N D  S O C I A L  M E D I A .   T H I S  H E L P S  P O T E N T I A L  C L I E N T S  F I N D  Y O U  W H E N

T H E Y  S E A R C H  F O R  R E A L  E S T A T E  S E R V I C E S  O N L I N E .
1 2 .  K E E P  L E A R N I N G  &  S T A Y  U P D A T E D

T H E  M O R E  K N O W L E D G E  Y O U  H A V E  A B O U T  T H E  I N D U S T R Y ,  M A R K E T  T R E N D S ,  A N D  L O C A L
A R E A ,  T H E  B E T T E R  Y O U  C A N  S E R V E  Y O U R  C L I E N T S  A N D  M A R K E T  Y O U R S E L F  A S  A N

E X P E R T . D O  N O T  H E S I T A T E  T O  I N T E N T I O N A L  S T A R T  U P  C O N V E R S A T I O N S  B A S E D  A R O U N D
Y O U R  K N O W L E D G E .  

1 3 .  C O N S I S T E N C Y  I S  K E Y
S T A Y  C O N S I S T E N T  I N  Y O U R  M E S S A G I N G ,  B R A N D I N G ,  A N D  C O N T E N T .  A  S T E A D Y  P R E S E N C E

W I L L  K E E P  Y O U  I N  F R O N T  O F  P O T E N T I A L  C L I E N T S ,  A N D  O V E R  T I M E ,  I T  W I L L  H E L P  Y O U  B U I L D
R E C O G N I T I O N .

U L T I M A T E L Y ,  M A R K E T I N G  Y O U R S E L F  A S  A  R E A L  E S T A T E  A G E N T  I S  A B O U T  B U I L D I N G  T R U S T ,
P R O V I D I N G  V A L U E ,  A N D  S T A Y I N G  C O N S I S T E N T  I N  Y O U R  E F F O R T S .  O V E R  T I M E ,  Y O U ’ L L
D E V E L O P  A  S T R O N G  R E P U T A T I O N  A N D  A  N E T W O R K  O F  L O Y A L  C L I E N T S .  W H A T ’ S  Y O U R

C U R R E N T  S T R A T E G Y  L I K E ?  W O U L D  Y O U  L I K E  T O  D I V E  D E E P E R  I N T O  A N Y  O F  T H E S E  A R E A S ?
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IN REAL ESTATE

What type of feeling would you like
to convey to your clients and to the
public through your marketing? (E.g.
formal/corporate, energetic,
sophisticated, fun, hi-tech, casual,
artistic…) How do YOU want to be
perceived and viewed and talked
about and referred to?

 C R E A T I N G  Y O U R  B R A N D
1

2

3

5

4

What is uniquely you? What
makes you stand out from others
in your field? How would your last
supervisor or employer describe
your strengths?

Do you have a short
slogan/motto/phrase you’d like
to use to describe your
business? If you had to
describe yourself with a
popular motto or slogan, what
would it be?

6

What achievements would you
like to share with your clients?
Think of personal, professional
and even socially? Tell us about
YOUR “ta das”.

Do you have any previous client
or business partner testimonials
or references?  If so, share them
at this time.

In describing yourself, and your
business to a client – what words
would you use? Three strong
words that you can follow up
with actions.
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Canva
1 .  C h o o s e  Y o u r  D e s i g n  T y p e
W h e n  y o u  l o g  i n ,  y o u ’ l l  b e  o n  t h e  C a n v a  h o m e  p a g e .  Y o u  c a n  c h o o s e  f r o m  a  v a r i e t y  o f
t e m p l a t e s  d e p e n d i n g  o n  w h a t  y o u  w a n t  t o  c r e a t e :
S o c i a l  M e d i a  P o s t s  ( I n s t a g r a m ,  F a c e b o o k ,  e t c . )
P r e s e n t a t i o n s  ( f o r  s l i d e s )
F l y e r s ,  P o s t e r s ,  a n d  B u s i n e s s  C a r d s
D o c u m e n t s  ( f o r  r e s u m e s ,  r e p o r t s ,  e t c . )
V i d e o s  a n d  A n i m a t i o n s
S i m p l y  t y p e  w h a t  y o u ' r e  l o o k i n g  t o  c r e a t e  i n t o  t h e  s e a r c h  b a r  ( e . g . ,  " I n s t a g r a m  p o s t " )  o r
b r o w s e  t h r o u g h  t h e  c a t e g o r i e s .

2 .  E x p l o r e  t h e  C a n v a  I n t e r f a c e
O n c e  y o u  s e l e c t  y o u r  d e s i g n  t y p e ,  y o u ’ l l  b e  t a k e n  t o  t h e  d e s i g n  e d i t o r ,  w h i c h  c o n s i s t s  o f :
C a n v a s  ( C e n t e r  A r e a ) :  T h i s  i s  w h e r e  y o u ’ l l  w o r k  o n  y o u r  d e s i g n .
L e f t  S i d e b a r :  T h i s  i s  y o u r  t o o l k i t .  H e r e  y o u  c a n  f i n d  t e m p l a t e s ,  e l e m e n t s  ( i c o n s ,  s h a p e s ,
e t c . ) ,  u p l o a d s ,  t e x t  o p t i o n s ,  a n d  m o r e .
T o p  B a r :  T h i s  i s  w h e r e  y o u ’ l l  f i n d  o p t i o n s  f o r  u n d o ,  r e d o ,  s a v i n g ,  a n d  d o w n l o a d i n g .

3 .  C h o o s e  a n d  C u s t o m i z e  a  T e m p l a t e
T e m p l a t e  S e l e c t i o n :  Y o u  c a n  s t a r t  f r o m  s c r a t c h  o r  s e l e c t  a  t e m p l a t e .  C a n v a  h a s  t h o u s a n d s
o f  p r e - d e s i g n e d  t e m p l a t e s ,  s o  y o u  d o n ' t  n e e d  t o  b e  a  p r o f e s s i o n a l  d e s i g n e r  t o  m a k e
s o m e t h i n g  l o o k  g r e a t .
E d i t i n g  T e x t :
C l i c k  o n  a n y  t e x t  b o x  t o  e d i t  t h e  t e x t .  C h a n g e  t h e  f o n t ,  s i z e ,  c o l o r ,  o r  s p a c i n g .
Y o u  c a n  a l s o  a d d  n e w  t e x t  b o x e s  b y  c l i c k i n g  t h e  T e x t  o p t i o n  i n  t h e  l e f t  s i d e b a r .
E d i t i n g  I m a g e s :
I f  y o u ’ r e  w o r k i n g  w i t h  a  t e m p l a t e  t h a t  h a s  a n  i m a g e ,  c l i c k  o n  i t  t o  r e p l a c e  i t  w i t h  y o u r  o w n
p h o t o  o r  u s e  C a n v a ’ s  b u i l t - i n  s t o c k  i m a g e s .
D r a g  a n d  d r o p  y o u r  o w n  i m a g e s  i n t o  t h e  u p l o a d  s e c t i o n  o n  t h e  l e f t ,  a n d  t h e n  c l i c k  o n  t h e m
t o  a d d  t h e m  t o  y o u r  d e s i g n .
R e s i z e  a n d  c r o p  i m a g e s  e a s i l y  b y  c l i c k i n g  a n d  d r a g g i n g  t h e  c o r n e r s  o f  t h e  i m a g e .

R O A D M A P  T O  S U C C E S S  

4 .  U s e  D e s i g n  E l e m e n t s  ( S h a p e s ,  I c o n s ,  I l l u s t r a t i o n s )
A d d i n g  E l e m e n t s :  O n  t h e  l e f t  s i d e b a r ,  y o u ’ l l  f i n d  a  t a b  c a l l e d  E l e m e n t s .  H e r e ,  y o u  c a n  s e a r c h
f o r  a n d  a d d  t h i n g s  l i k e :
I c o n s
S h a p e s  ( c i r c l e s ,  s q u a r e s ,  e t c . )
L i n e s
F r a m e s  ( f o r  i m a g e s )
D r a g  a n d  D r o p :  S i m p l y  c l i c k  o n  a n  e l e m e n t  y o u  w a n t  a n d  d r a g  i t  t o  y o u r  c a n v a s .

5 .  C u s t o m i z e  t h e  B a c k g r o u n d
C o l o r :  Y o u  c a n  c h a n g e  t h e  b a c k g r o u n d  c o l o r  b y  s e l e c t i n g  t h e  B a c k g r o u n d  t a b  o n  t h e  l e f t  o r
c l i c k i n g  o n  t h e  c a n v a s  a n d  u s i n g  t h e  c o l o r  b o x  i n  t h e  t o p  t o o l b a r .
I m a g e s  o r  P a t t e r n s :  Y o u  c a n  a l s o  u s e  a n  i m a g e  a s  a  b a c k g r o u n d  b y  u p l o a d i n g  y o u r  o w n  o r
s e l e c t i n g  f r o m  C a n v a ' s  f r e e  p h o t o  l i b r a r y .
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6 .  A d d  T e x t  t o  Y o u r  D e s i g n
T e x t  B o x e s :  T o  a d d  t e x t ,  c l i c k  o n  T e x t  i n  t h e  l e f t  s i d e b a r .  Y o u ’ l l  s e e  o p t i o n s  l i k e  h e a d i n g ,
s u b h e a d i n g ,  a n d  b o d y  t e x t .
F o n t s :  C a n v a  o f f e r s  a  w i d e  v a r i e t y  o f  f o n t s .  Y o u  c a n  a d j u s t  f o n t  s i z e ,  c o l o r ,  s p a c i n g ,  a n d
a l i g n m e n t  u s i n g  t h e  t o o l b a r  a t  t h e  t o p  o n c e  y o u r  t e x t  i s  s e l e c t e d .
T e x t  E f f e c t s  ( P r o  F e a t u r e ) :  Y o u  c a n  a d d  e f f e c t s  t o  y o u r  t e x t ,  s u c h  a s  s h a d o w s ,  l i f t s ,  a n d
g l o w s .  S o m e  o f  t h e s e  a r e  o n l y  a v a i l a b l e  w i t h  C a n v a  P r o .

7 .  A r r a n g e ,  A l i g n ,  a n d  L a y e r  E l e m e n t s
M o v i n g  E l e m e n t s :  C l i c k  o n  a n y  e l e m e n t  o r  t e x t  b o x  a n d  d r a g  i t  t o  w h e r e  y o u  w a n t  i t  t o
g o .
A l i g n i n g  I t e m s :  C a n v a  h a s  b u i l t - i n  a l i g n m e n t  t o o l s  t h a t  w i l l  s h o w  u p  w h e n  y o u  d r a g
e l e m e n t s  a r o u n d  t o  h e l p  y o u  c e n t e r  t h i n g s  o r  s p a c e  t h e m  e v e n l y .
L a y e r s :  Y o u  c a n  l a y e r  e l e m e n t s  b y  s e l e c t i n g  t h e  i t e m ,  r i g h t - c l i c k i n g ,  a n d  c h o o s i n g  S e n d  t o
b a c k  o r  B r i n g  f o r w a r d .
8 .  U s e  C a n v a ’ s  A d v a n c e d  F e a t u r e s  ( P r o  V e r s i o n )
I f  y o u ’ r e  u s i n g  C a n v a  P r o ,  y o u  h a v e  a c c e s s  t o  s e v e r a l  a d v a n c e d  f e a t u r e s :
B r a n d  K i t :  S t o r e  y o u r  b r a n d  c o l o r s ,  f o n t s ,  a n d  l o g o s  f o r  q u i c k  a c c e s s .
M a g i c  R e s i z e :  R e s i z e  y o u r  d e s i g n  f o r  d i f f e r e n t  p l a t f o r m s  i n  o n e  c l i c k  ( e . g . ,  r e s i z i n g  f r o m  a n
I n s t a g r a m  p o s t  t o  a  F a c e b o o k  c o v e r  p h o t o ) .
B a c k g r o u n d  R e m o v e r :  A u t o m a t i c a l l y  r e m o v e  t h e  b a c k g r o u n d  o f  i m a g e s  ( p e r f e c t  f o r  l o g o s  o r
c r e a t i n g  c l e a n ,  p r o f e s s i o n a l  d e s i g n s ) .
P r e m i u m  T e m p l a t e s  &  P h o t o s :  G e t  a c c e s s  t o  e x c l u s i v e  t e m p l a t e s  a n d  s t o c k  p h o t o s .

9 .  C o l l a b o r a t e  w i t h  O t h e r s  ( O p t i o n a l )
S h a r e  Y o u r  D e s i g n :  Y o u  c a n  i n v i t e  o t h e r s  t o  c o l l a b o r a t e  b y  c l i c k i n g  o n  t h e  S h a r e  b u t t o n  i n
t h e  t o p  r i g h t  c o r n e r .  Y o u  c a n  e i t h e r  s e n d  t h e m  a  l i n k  t o  e d i t  o r  j u s t  t o  v i e w .
L e a v e  C o m m e n t s :  I f  y o u ' r e  w o r k i n g  w i t h  a  t e a m ,  y o u  c a n  l e a v e  c o m m e n t s  d i r e c t l y  o n  t h e
d e s i g n  b y  c l i c k i n g  t h e  C o m m e n t  b u t t o n  a t  t h e  t o p  r i g h t .

1 0 .  S a v e  a n d  D o w n l o a d  Y o u r  D e s i g n
S a v i n g :  C a n v a  s a v e s  y o u r  d e s i g n  a u t o m a t i c a l l y  t o  y o u r  a c c o u n t .  Y o u  d o n ’ t  n e e d  t o  w o r r y
a b o u t  l o s i n g  y o u r  w o r k .
D o w n l o a d i n g :  W h e n  y o u ’ r e  r e a d y  t o  d o w n l o a d ,  c l i c k  t h e  D o w n l o a d  b u t t o n  i n  t h e  t o p  r i g h t
c o r n e r .  Y o u  c a n  c h o o s e  f r o m  d i f f e r e n t  f i l e  f o r m a t s  s u c h  a s  P N G ,  J P G ,  P D F ,  o r  e v e n  M P 4  f o r
v i d e o s .
S h a r i n g  D i r e c t l y :  Y o u  c a n  a l s o  s h a r e  y o u r  d e s i g n  d i r e c t l y  t o  s o c i a l  m e d i a  p l a t f o r m s  l i k e
I n s t a g r a m ,  F a c e b o o k ,  a n d  T w i t t e r  r i g h t  f r o m  C a n v a .
P r o  T i p s  f o r  U s i n g  C a n v a  E f f i c i e n t l y :
K e y b o a r d  S h o r t c u t s :  L e a r n  C a n v a ' s  k e y b o a r d  s h o r t c u t s  t o  s p e e d  u p  y o u r  w o r k f l o w .  F o r
e x a m p l e ,  C t r l  +  Z  ( W i n d o w s )  o r  C m d  +  Z  ( M a c )  t o  u n d o  a c t i o n s .
C u s t o m  D i m e n s i o n s :  I f  y o u  n e e d  a  s p e c i f i c  s i z e  t h a t ’ s  n o t  l i s t e d ,  c l i c k  o n  C u s t o m
D i m e n s i o n s  i n  t h e  t o p  r i g h t  a n d  i n p u t  y o u r  d e s i r e d  s i z e .
T e m p l a t e s  &  C o n s i s t e n c y :  U s e  t e m p l a t e s  t o  m a i n t a i n  c o n s i s t e n c y ,  e s p e c i a l l y  f o r  s o c i a l
m e d i a  p o s t s  o r  p r e s e n t a t i o n s .  Y o u  c a n  a l w a y s  t w e a k  t h e m  t o  f i t  y o u r  n e e d s .
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6 .  E x p i r e d  L i s t i n g s  a n d  F o r  S a l e  b y  O w n e r  ( F S B O )
E x p i r e d  L i s t i n g s :  L i s t i n g s  t h a t  d i d n ’ t  s e l l  f o r  w h a t e v e r  r e a s o n  c a n  b e  a  g r e a t  o p p o r t u n i t y  t o
c o n n e c t  w i t h  s e l l e r s  w h o  s t i l l  w a n t  t o  m o v e .  R e a c h  o u t  a n d  o f f e r  y o u r  s e r v i c e s ,  m a y b e  w i t h

a  n e w  s t r a t e g y  t h a t  c o u l d  g e t  t h e i r  p r o p e r t y  s o l d .
F S B O :  S e l l e r s  w h o  c h o o s e  t o  g o  t h e  F S B O  r o u t e  m i g h t  n o t  k n o w  w h a t  t h e y ' r e  d o i n g  o r  m i g h t

s t r u g g l e  w i t h  t h e  p r o c e s s .  I f  y o u  a p p r o a c h  t h e m  w i t h  a  v a l u a b l e  o f f e r  t o  a s s i s t ,  y o u  c a n
w i n  t h e i r  b u s i n e s s .

7 .  C l i e n t  R e t e n t i o n  a n d  R e p e a t  B u s i n e s s
S t a y  i n  T o u c h :  K e e p  i n  r e g u l a r  c o n t a c t  w i t h  y o u r  p a s t  c l i e n t s .  U s e  e m a i l  m a r k e t i n g ,  p h o n e

c a l l s ,  a n d  p e r s o n a l i z e d  n o t e s .  Y o u  c a n  o f f e r  s e a s o n a l  c h e c k - i n s  o r  m a r k e t  u p d a t e s ,  s o  t h e y
t h i n k  o f  y o u  w h e n  t h e y  n e e d  t o  b u y  o r  s e l l  a g a i n  o r  r e f e r  s o m e o n e  e l s e .

A l s o ,  u s e  a  m o n t h l y  n e w s l e t t e r  t o  a i d  a s  a  f o l l o w  u p .  f o r  e x a m p l e  o f  a n  a g e n t s  n e w s l e t t e r
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F i n d i n g  q u a l i t y  l e a d s  i s  o n e  o f  t h e  m o s t  c r u c i a l  a s p e c t s  o f  b e i n g  a  s u c c e s s f u l  r e a l  e s t a t e

a g e n t .  T h e  m o r e  t a r g e t e d  a n d  c o n s i s t e n t  y o u r  a p p r o a c h ,  t h e  m o r e  l i k e l y  y o u  a r e  t o  b u i l d  a
s o l i d  p i p e l i n e  o f  p o t e n t i a l  c l i e n t s .  H e r e  a r e  s o m e  e f f e c t i v e  s t r a t e g i e s  f o r  g e n e r a t i n g  r e a l

e s t a t e  l e a d s :

1 .  L e v e r a g e  Y o u r  S p h e r e  o f  I n f l u e n c e
P e r s o n a l  N e t w o r k :  Y o u r  f r i e n d s ,  f a m i l y ,  n e i g h b o r s ,  a n d  a c q u a i n t a n c e s  a r e  a  g o l d m i n e  f o r
p o t e n t i a l  l e a d s .  K e e p  i n  t o u c h  r e g u l a r l y  a n d  l e t  t h e m  k n o w  y o u ’ r e  i n  r e a l  e s t a t e .  Y o u  c a n

s e n d  o u t  a  s i m p l e  e m a i l  o r  t e x t  l e t t i n g  t h e m  k n o w  w h a t  y o u  d o ,  a n d  a s k  f o r  r e f e r r a l s  i f  t h e y
h e a r  o f  a n y o n e  l o o k i n g  t o  b u y  o r  s e l l .

S o c i a l  M e d i a  C o n n e c t i o n s :  U t i l i z e  y o u r  p e r s o n a l  s o c i a l  m e d i a  a c c o u n t s  ( F a c e b o o k ,
I n s t a g r a m ,  L i n k e d I n )  t o  l e t  y o u r  n e t w o r k  k n o w  y o u ’ r e  a  r e a l  e s t a t e  a g e n t .  P o s t  c o n t e n t  a b o u t

t h e  m a r k e t ,  h e l p f u l  t i p s ,  a n d  l o c a l  u p d a t e s  t o  r e m i n d  p e o p l e  t h a t  y o u ' r e  i n  t h e  b u s i n e s s .

2 .  U t i l i z e  R e a l  E s t a t e  P l a t f o r m s
Z i l l o w ,  R e a l t o r . c o m ,  R e d f i n ,  e t c . :  T h e s e  s i t e s  a l l o w  a g e n t s  t o  c l a i m  t h e i r  p r o f i l e s ,  a n d  m a n y
b u y e r s  a n d  s e l l e r s  s e a r c h  t h e s e  p l a t f o r m s  r e g u l a r l y .  M a k e  s u r e  y o u r  p r o f i l e  i s  c o m p l e t e ,  u p -
t o - d a t e ,  a n d  f u l l  o f  p o s i t i v e  r e v i e w s .  B e  v e r y  c a u t i o u s  w h e r e  y o u  i n v e s t  y o u r  m o n i e s .  I t s  n o t

a b o u t  t h e  a m o u n t  y o u  s p e n d  b u t  t h e  w a y  y o u  n u r t u r e  y o u r  l e a d s .

3 .  P a r t n e r  w i t h  L o c a l  B u s i n e s s e s
C r o s s - P r o m o t i o n s :  F o r m  s t r a t e g i c  a l l i a n c e s  w i t h  l o c a l  b u s i n e s s e s  l i k e  h o m e  i m p r o v e m e n t

s t o r e s ,  m o r t g a g e  b r o k e r s ,  a n d  m o v i n g  c o m p a n i e s .  Y o u  c a n  e x c h a n g e  r e f e r r a l s  o r  c o - m a r k e t  i n
a  w a y  t h a t  b e n e f i t s  b o t h  b u s i n e s s e s .  F o r  e x a m p l e ,  a  h o m e  s t a g i n g  b u s i n e s s  c o u l d  r e f e r  c l i e n t s

t o  y o u ,  a n d  y o u  c a n  s e n d  b u y e r s  t h e i r  w a y .
S p o n s o r  L o c a l  E v e n t s :  S p o n s o r  e v e n t s  l i k e  c h a r i t y  a u c t i o n s ,  s c h o o l  f u n c t i o n s ,  o r  s p o r t s  t e a m s .

T h i s  g i v e s  y o u  v i s i b i l i t y  i n  t h e  c o m m u n i t y  a n d  a l l o w s  y o u  t o  n e t w o r k  i n  a n  o r g a n i c ,  l o w -
p r e s s u r e  w a y .

4 .  O p e n  H o u s e s
H o s t  O p e n  H o u s e s :  O p e n  h o u s e s  a r e n ’ t  j u s t  f o r  s h o w c a s i n g  h o m e s — t h e y ’ r e  a l s o  g r e a t

o p p o r t u n i t i e s  t o  m e e t  p o t e n t i a l  b u y e r s  a n d  s e l l e r s .  E v e n  i f  s o m e o n e  i s n ’ t  i n t e r e s t e d  i n  t h e
s p e c i f i c  h o m e ,  y o u  c a n  s t i l l  c r e a t e  c o n n e c t i o n s  f o r  f u t u r e  b u s i n e s s .

A d v e r t i s e  O p e n  H o u s e s :  M a k e  s u r e  y o u  a d v e r t i s e  t h e m  w e l l  t h r o u g h  s o c i a l  m e d i a ,  l o c a l
l i s t i n g s ,  a n d  e m a i l  c a m p a i g n s .  T h e  m o r e  e x p o s u r e  y o u  g e t ,  t h e  m o r e  l e a d s  y o u ' l l  g e n e r a t e .

5 .  F a r m  a  N e i g h b o r h o o d  ( G e o - F a r m i n g )
D i r e c t  M a i l  C a m p a i g n s :  S e n d  p o s t c a r d s ,  n e w s l e t t e r s ,  o r  m a r k e t  u p d a t e s  t o  a  s p e c i f i c

n e i g h b o r h o o d  y o u  w a n t  t o  t a r g e t .  Y o u  c o u l d  s h a r e  i n f o r m a t i o n  a b o u t  h o m e  v a l u e s ,  r e c e n t
s a l e s ,  o r  c o m m u n i t y  e v e n t s .  B y  c o n s i s t e n t l y  p r o v i d i n g  v a l u e ,  y o u ’ l l  b e c o m e  t h e  g o - t o  a g e n t

f o r  t h a t  a r e a .
D o o r  K n o c k i n g :  D r o p  o f f  y o u r  c a r d  t o  y o u r  l o c a l  i n s u r a n c e  a g e n c i e s ,  m o r t g a g e  a g e n t s ,  l o c a l
l e n d e r s  a t  t h e  b a n k s  a n d .  s o m a n y  m o r e  c o m p a n i e s  t h a t  w o u l d  a n d  c o u l d  b e  a  l e a d  s o u r c e  t o

y o u r  p i p e l i n e .
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8. Offer Free Resources

Market Reports and Guides: Offering free downloadable guides, such as “The Ultimate Homebuyer’s Guide”
or “How to Stage Your Home to Sell Faster,” can attract potential leads looking for help. You can promote

these on social media.
Free Home Valuation: Offer free home valuations on your website. Many homeowners will be curious about

their property’s value, and you can offer to follow up with more tailored advice.
9. Cold Calling and Prospecting

Cold Calling: While it might feel old-fashioned, cold calling can still be a powerful lead generation strategy.
If you’re reaching out to people who are likely to be thinking about buying or selling, such as renters or

homeowners in transition, it can be very effective.
Expired Listings and Just Listed/Just Sold Calls: These are two great types of calls to make. Call owners of

homes that just came on the market, and call people whose homes were recently sold to offer your services
for their next move.

10. Attend Networking Events
Whether it’s local business meetups, real estate conferences, or community gatherings, getting out there and

building relationships is key. Relationships are often what lead to referrals and new business.
11. Create Content Around Your Local Market

Local Expertise: Position yourself as an expert in your local market by creating content about local
attractions, schools, events, or market trends. People often search for information about a specific area

before moving, and showing that you know your market will attract more leads.
12. Invest in a Real Estate Lead Generation System

If you feel overwhelmed by all the methods out there, you can invest in a real estate automated lead
generation system that helps guide you through the process. They can provide valuable insights and

accountability as you build your business.
By diversifying your lead generation strategies and staying consistent, you’ll build a pipeline that works for

you. The key is to keep your methods consistent and to focus on relationships, because at the end of the day,
real estate is all about trust.

Are any of these strategies standing out to you? Or do you have any specific challenges you're dealing with
in generating leads?
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City                                               Zip

Phone

Email

Entered into Database        Announcement E-mail Sent

S P H E R E  O F  I N F L U E N C E
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It is time to send out announcements to all of your friends and relatives in
your Sphere of Influence. First, enter your SOI into a database (including
email and phone contacts). Once you’ve sent your announcement email,
pick up the phone and give all of your SOI a call. 

NEW TEAM MEMBER INTRODUCTION CALL

Hi, (name). This is (your name). How are you?/How’s the family? 

How are things going? (Pause, wait for a response) 

I am calling to let you know about my new career. I am now in real estate,
and have affiliated with the Integrity Homes Real Estate Group here at the
(Manchester or Fairfield) office. I am really excited about the transition.
Integrity has a training and coaching program and I’m getting off to a
good start. 

I would like to ask for your help. I am thinking of mailing you a few of my
business cards – or I could give you a few next time we meet. If you know
of anyone who currently needs real estate help, or will soon need a real
estate professional, please give them one of my cards. If you have a
chance, give me a call, or better yet ask that person if I can call them to
introduce myself. 

(Wait for a response, if no response, close the conversation) 

Possible responses – Sure I’d be happy to do that. Reply – Thanks I really
appreciate your support. 

- Or -

SOI INTRODUCTION
S A M P L E  S C R I P T :
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Response – Well actually I already have a friend/relative in real estate. 
Reply – Well I certainly understand. I just wanted to let you know what I am doing
in case I can ever be of help. 

- Or - 

Response – I’m not sure I would be comfortable referring you at this time. Reply
– Well I know I am new to Real Estate, but I have joined a great company and
work alongside a great team who collaborates with one another, daily. My goal
is to earn your trust and respect so that I may be of service to you and your
friends in the future.

Conversation close – It’s good to talk to you again, let’s stay in touch. 

Then address your mailing by hand, and add to your business cards a
small hand-written note that ties into the conversation you’ve had with this
individual, and add 3-5 business cards.

COMMUNICATION CONTENT

NEW LEADS

Welcome Emails
New Listing Alerts
Information about
your services

Content
geared toward
their requests
Financing
information
Information on
schools or local
areas

Send thank you notes
Requests for referrals
Birthday or
Anniversary Cards
Holiday Greetings
Information about the
housing market

New Listing Alerts
Neighborhood and
Market Information
Information about the
home buying process

PASSIVELY
SEARCHING BUYERS

SOI / PAST CLIENTS ACTIVELY
SEARCHING BUYERS

CONSIDER YOUR TARGET MARKET(S), COMMUNICATION CHANNELS, AND
FREQUENCY. WHAT TYPES OF CONTENT WOULD BE BEST SUITED FOR EACH

TARGET MARKET?
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SOI

C r e a t i n g  a  S p h e r e  o f  I n f l u e n c e  t o  L E A D S

Having made a commitment to developing your real estate business, it’s time to take your first step: make your list! 
Your first clients will almost always come from your SOI, a simple fact behind the crucial importance of your list. Don’t
worry! Once you actually sit down and start creating a list of EVERYONE you know, you will be surprised to see how many
friends and contacts you have. Put down on a piece of paper virtually everyone you can think of. Don’t edit, don’t scratch
any names out after you’ve jotted them down. The goal at this moment is simply for you to make the list. 
Down the road, you can qualify people on your list. Writing everyone down will also help you in the near future to make a
commitment to talk to that person.

1. THE MEMBERS OF YOUR FAMILY
A. Father/mother 
B. In-laws 
C. Children 
D. Brothers/sisters 
E. Aunts/uncles 
F. Nieces/nephews 
G. Cousins 
H. Grandparents

2. CLOSE FRIENDS/DAILY ASSOCIATES
A. Friends/neighbors
B. People you work(ed) with 
C. People your spouse/partner/roommate works with

3. THOSE YOU MET IN ORGANIZATIONS/CLUBS
A. Religious group members, if applicable 
B. Civic groups (Rotary, Exchange, etc.) 
C. Political clubs 
D. Missionary societies, brotherhoods 
E. School groups, boosters, PTA, etc.

4. THOSE YOU HAVE BEEN ASSOCIATED WITH IN THE PAST
A. School mates (use school yearbook) 
B. Former job associates 
C. People in your former town 
D. College mates 
E. Army buddies
5. LIST OF ACQUAINTANCES ALREADY AVAILABLE
A. Holiday card list 
B. Civic Club 
C. Fellow employees 
D. Personal Phone Book
6. THOSE YOU DO BUSINESS WITH (WHO YOU BUY FROM)
1.Who does your hair? 

2. If married – Who was the best man/maid of honor at
your wedding? 

3.Who takes care of your animals? 
4.Who is your nurse/doctor
5.Who is your lawyer? 
6.Who is your jeweler? 
7.Who fixes your laptop? 
8.Where do you buy your outfits? 
9.Who processed your latest family photos? 

10.Who do you know through your children? 
11.Who are the local store owners in your area? 

12.Who is the principal of your local high school? 
13.Who works at your bank?

  14. Who owns the bowling alley where you bowl?
  15. Who sells you hardware supplies?
  16. Who sold you your furniture?
   17. Who does your dry cleaning?

19. Who sells you golf balls?
20. Who repairs your electronics?
21. Who is expecting a baby?
22. Who is your florist?
23. Who is your postmaster?
24. Who is your barber/ hairdresser?
25. Who is your painter and decorator?
26. Who sold you your pet?
27. Who heads the local PTA?
28. Who owns the local grocery store?
29. Who has a business that is successful?
30. Who sold you your car?
31. Who sells you gas?
32. Who is your car repair person?
33. Who does your nails?
34. Who washes your car?
35. Who owns the hardware store?
36. Who is your butcher?
37. Who sold you your appliances?
38. Who does your taxes?
39. What restaurants do you go to and who works there?
40. Who manages your local theater?
41. Who is your optometrist?
42. Who is your dentist?
43. Who is your sports coach?
44. Who sells you shoes?
45. Who is your local printer?
46. Who are your neighbors?
47. Who is a server at your favorite restaurant?
48. Who runs the local gym?
49. With whom do you play sports with?
50. Who is your landscaper?
51. Where do you buy clothes?
52. From whom do you rent?
53. Who are your friends on Facebook or any other social
media site?
54. Who is your bank teller?
55. Who owns the bakery you frequent?

You get the idea. The questions above are just a guideline, naturally – we’re positive you’ll come
up with many other people you’ve come across – all potential future clients and customers.
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Loan Programs
Portfolio Mortgage Loans

203K Eligible Repairs
Maine Housing First Home Advantage program
Maine Housing First Generation Loan program

ReverseMortgages
Bridge Loans

ARM (adjustable rate mrtge)
Construction Loans

Jumbo Loans
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M O R T G A G E  D O s  &  D O N ’ T s

D O  S T A Y  C U R R E N T  O N  A L L  E X I S T I N G  A C C O U N T S
 L a t e  p a y m e n t s  o n  y o u r  e x i s t i n g  m o r t g a g e ,  c a r  p a y m e n t ,  r e n t  o r  a n y t h i n g  e l s e  t h a t  c a n  b e

r e p o r t e d  t o  a  c r e d i t  r e p o r t i n g  a g e n c y  a n d  c a n  c o s t  y o u  d e a r l y .  O n e  3 0  d a y  l a t e  p a y m e n t  c a n
c o s t  y o u  3 0 - 7 5  p o i n t s  o n  y o u r  c r e d i t  s c o r e .

D o ’ s

D O  C O N T I N U E  T O  U S E  Y O U R  C R E D I T  A S  Y O U  N O R M A L L Y  W O U L D  
R e d  f l a g s  a r e  e a s i l y  r a i s e d  w i t h i n  t h e  s c o r i n g  s y s t e m .  I f  i t  a p p e a r s  y o u  a r e  d i v e r t i n g  f r o m  y o u r
n o r m a l  s p e n d i n g  p a t t e r n s ,  i t  c o u l d  c a u s e  y o u r  s c o r e  t o  g o  d o w n .  F o r  e x a m p l e ,  i f  y o u ’ v e  h a d  a

m o n t h l y  s e r v i c e  f o r  I n t e r n e t  a c c e s s  b i l l e d  t o  t h e  s a m e  c r e d i t  c a r d  f o r  t h e  p a s t  t h r e e  y e a r s
D O  N O T  D E P O S I T  L A R G E  S U M S  O F  C A S H

 D o  n o t  d e p o s i t  l a r g e  s u m s  o f  c a s h  i n t o  y o u r  a c c o u n t s  u n l e s s  y o u  c a n  p r o v i d e  d o c u m e n t a t i o n  a n d  a
c o m p l e t e  p a p e r  t r a i l .  I f  y o u  h a v e  a n y  d e p o s i t s  t h a t  a r e  n o t  r e l a t e d  t o  p a y r o l l ,  t e l l  y o u r  m o r t g a g e  l o a n

o r i g i n a t o r  r i g h t  a w a y .  
G E T T I N G  G I F T  M O N E Y

 M a k e  s u r e  y o u  s p e a k  t o  y o u r  m o r t g a g e  l o a n  o r i g i n a t o r  b e f o r e  r e c e i v i n g ,  d e p o s i t i n g  o r  u s i n g  a n y  g i f t
m o n e y .  I t  i s  v e r y  i m p o r t a n t  t o  f o l l o w  t h e  p r o p e r  p r o c e d u r e s .

 D O  C A L L  Y O U R  M O R T G A G E  L O A N  O R I G I N A T O R
 I f  y o u  r e c e i v e  n o t i f i c a t i o n  f r o m  a  c o l l e c t i o n  a g e n c y  o r  c r e d i t o r  t h a t  c o u l d  p o t e n t i a l l y  h a v e  a n  a d v e r s e
e f f e c t  o n  y o u r  c r e d i t  s c o r e  c a l l  m e  s o  w e  c a n  t r y  t o  d i r e c t  y o u  t o  t h e  r i g h t  r e s o u r c e s  a n d  p r e v e n t  a n y

d e r o g a t o r y  r e p o r t i n g  t o  c r e d i t  b u r e a u s .

D O N ’ T  A P P L Y  F O R  N E W  C R E D I T
 Y o u  w i l l  r e c e i v e  i n v i t a t i o n s  t o  a p p l y  f o r  n e w  l i n e s  o f  c r e d i t ,  d o  n o t  r e s p o n d .  I f  y o u  d o ,  t h e  c o m p a n y  w i l l

p u l l  y o u r  c r e d i t  r e p o r t  a n d  t h i s  c o u l d  h a v e  a n  a d v e r s e  e f f e c t  o n  y o u r  c r e d i t  s c o r e .  L i k e w i s e ,  d o n ’ t
e s t a b l i s h  n e w  l i n e s  o f  c r e d i t  f o r  f u r n i t u r e ,  a p p l i a n c e s ,  c o m p u t e r s ,  f e n c e s ,  e t c .  

D O N ’ T  P A Y  O F F  C O L L E C T I O N S  O R  C H A R G E  O F F S
 O n c e  y o u r  l o a n  a p p l i c a t i o n  h a s  b e e n  s u b m i t t e d ,  d o n ’ t  p a y  o f f  c o l l e c t i o n  u n l e s s  t h e  l e n d e r  s p e c i f i c a l l y

a s k s  y o u  t o  i n  o r d e r  t o  s e c u r e  y o u r  l o a n .  O f t e n  t i m e s ,  p a y i n g  o f f  o l d  c o l l e c t i o n s  w i l l  c a u s e  a  d r o p  i n  y o u r
c r e d i t  s c o r e .  

D O N ’ T  C L O S E  C R E D I T  C A R D  A C C O U N T S
 I f  y o u  c l o s e  a  c r e d i t  c a r d  a c c o u n t ,  i t  c a n  a f f e c t  y o u r  r a t i o  o f  d e b t  t o  a v a i l a b l e  c r e d i t  w h i c h  h a s  a  3 0 %

i m p a c t  o n  y o u r  c r e d i t  s c o r e .  I f  y o u  r e a l l y  w a n t  t o  c l o s e  a n d  a c c o u n t ,  d o  i t  a f t e r  y o u  c l o s e  y o u r  m o r t g a g e .  
D O N ’ T  M A X  O U T  O R  O V E R  C H A R G E  E X I S T I N G  C R E D I T  C A R D S

 R u n n i n g  u p  y o u r  c r e d i t  c a r d s  i s  t h e  f a s t e s t  w a y  t o  b r i n g  y o u r  s c o r e  d o w n  a n d  i t  c o u l d  d r o p  u p  t o  1 0 0
p o i n t s  o v e r n i g h t .  O n c e  y o u  a r e  e n g a g e d  i n  t h e  l o a n  p r o c e s s ,  t r y  t o  k e e p  y o u r  c r e d i t  c a r d s  b e l o w  5 0 %  o f

t h e  a v a i l a b l e  c r e d i t  l i m i t .  
D O N ’ T  C O N S O L I D A T E  D E B T  T O  O N E  O R  T W O  C A R D S

 O n c e  a g a i n ,  w e  d o  n o t  w a n t  y o u  t o  c h a n g e  y o u r  r a t i o  o f  d e b t  t o  a v a i l a b l e  c r e d i t .  L i k e w i s e ,  y o u  w a n t  t o
k e e p  b e n e f i c i a l  c r e d i t  h i s t o r y  o n  t h e  b o o k s .  

D O N ’ T  R A I S E  R E D  F L A G S  T O  T H E  U N D E R W R I T E R
 D o n ’ t  c o - s i g n  o n  a n o t h e r  p e r s o n ’ s  l o a n ,  o r  c h a n g e  y o u r  n a m e  o r  a d d r e s s .  T h e  l e s s  a c t i v i t y  t h a t  o c c u r s

w h i l e  y o u r  l o a n  i s  i n  p r o c e s s ,  t h e  b e t t e r  i t  i s  f o r  y o u .  
D O N ’ T  C H A N G E  A N Y T H I N G  A B O U T  Y O U R  C U R R E N T  E M P L O Y M E N T

 C h a n g i n g  j o b s ,  b e i n g  l a i d - o f f  o r  t a k i n g  m e d i c a l  l e a v e  c a n  a d v e r s e l y  a f f e c t  y o u r  m o r t g a g e .  L e n d e r s  v e r i f y
y o u r  e m p l o y m e n t  o n  t h e  d a y  o f  c l o s i n g .  I f  y o u r  e m p l o y m e n t  s t a t u s  c h a n g e s ,  p l e a s e  c o n s u l t  y o u r  m o r t g a g e

l o a n  o r i g i n a t o r  r i g h t  a w a y .  

D o N t ’ s
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PRODUCTION
GOALS WORKSHEET 

INCOME PROJECTION FOR THE YEAR _____________________ 

PROSPECT CALCULATOR (including days off)

Fill in the blanks to set your income goals. 

Fill in the blanks to set your income goals. 

My income goal for next year.

Number of closings desired from above (Net closed transactions) 

My average commission per transaction last year. 

Divide by 0.9 (Gross transactions) 

Number of transactions needed to reach your income goal (divide #1
by #2)

Multiply by 2.2 (Appointments) 

Multiply by 8 (Prospects) 

Divide by 50 (Contacts per week)

Divide by 5 (Contacts per day)

“If you don’t know where you are going, you might end up someplace else.”
-Yogi Berra 

1

2

3
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PRODUCTION
GOALS WORKSHEET 

Address

SOURCE TYPES AND TALLIES:

A ______ Referral 

B ______ Past Client

C ______ Postcards

F ______ Family

G ______ Close Friend

D ______ Social Media 

E ______ NetĀorking

I ______ Walk-In 

J ______ Open House

1

2

3

4

5

6

7

8

9

10

11

12

Sales
Price List or Buy Source Client Name

H ______ SOI

N ______ LEAD S ______ List to Leads

R ______ OTHER RESOURCE

Q _____ 

P ______ Facebook Leads U ______ Expired Listing

O ______ Website T ______ Biz Affiliate

Q ______ Door Knocking

S ______ Community GrOUP

T ______ Other

K ______ Eÿent

L ______ FSBO

M ______ Farming
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 your 1st
Transaction

Step 1. Loan Application & Pre-qualification
The first step in the Mortgage Process is getting prequalified for a

mortgage loan. Prequalifying determines how much the client can afford
to spend on a home based on where they stand financially,

considering their income, debt, and savings. They will fill out an
application, and their Mortgage Loan Originator will help them

determine the purchase price they can be prequalified for, and a loan
program that is best suited for their goals. 

Step 2 Documentation
When filling out your application, make sure to tell the client to have these

documents available:
• Drivers License

• 30 days paycheck stubs
• 2 months bank statements

• 2 years W2s

Step 3 Home Shopping
Now that you have a pre-qualification letter and a price range, we will help the client

with their home search! Discuss their
home preferences and location with the client. We

will schedule showings of properties that fit their desires. When the
perfect home is located, we will present their

offer to the seller.
Begin the Loan Process

When your client and the sellers have agreed to the terms of the sales
contract, send an email to the Lender and the Seller agent congratulating everyone for

being Under Contract with a timeline that matches the Purchase and Sales. You will
attached all documents to this email so everyone is not only on the same page but

everyone is in a communication alignment.
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 The Transaction with the
Begin the Loan Process

Once all parties have agreed to the terms of the sales contract, the mortgage loan originator will request additional documents
and information from the client to begin their official loan process. A “Loan Estimate” will be provided within the next couple

days to detail the loan specifics such as the interest rate, monthly payment and total
closing costs.

Inspection and Appraisal
Its common to recommend up to 3 preferred Inspectors if your client doesn't have an inspector preference. 

 If an inspection has been listed as a contingency on the contract its vital to order this right away to meet the days of the Due
diligence. The inspector will check for any structural and/or material defect, items

the client will want to know about before the purchase, and provide a detailed report. After the inspection is complete, the
mortgage loan originator will order the appraisal. A licensed appraiser will assess the

property’s size, condition, and location to determine its current market
value. They will also return a detailed report back to the buyers mortgage lender for full review and approval.

Underwriting
A Mortgage Underwriter’s job is to confirm that you are qualified to receive a mortgage loan. They consider factors such as

credit history, employment history, and income when determining whether to officially approve the loan. At this point, they will
likely request further documentation and information from you to ensure you will be able

repay a mortgage loan for 30 years.

Conditional Approval
Once the underwriter has reviewed all the documentation, and it meet the requirements, they will issue a “conditional

approval.” However, this approval will still have a few items needed to get a final approval.

Final Approval and Closing
Once the additional items from the conditional approval have been cleared, the underwriter signs off, giving a “clear to

close”. The file will now move into closing. This is where we get the paperwork ready for
you to sign and move the money to the title company to pay for the

home.
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Recommended Vendors

This acts ONLY as a list we, as an agency, have used in the past and always
wanting to add on to this list of vendors. All agents and clients can use any

vendors on their own and always their choice.

Inspectors

Lenders

Title Companies

Plumbers/ HVAC

Electricians

Surveyors
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House Hunting Checklist- Buyer

Buyer Closing Checklist

Buyers Roadmap

Sellers Roadmap

Buyers Agent Compliance Checklist

Sellers Agent Compliance Checklist

OPEN House To do Checklist

Residential Input Form: Found on FLEX MLS in your Dashboard

UNDER CONTRACT Timeline for Client & Opposing Party

Utility Provider Worksheet Prior to close for Clients 

S A M P L E  F L Y E R S
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UTILITY & SERVICE PROVIDER INFO 

Water: Public Private 

PLEASE PROVIDE ANY OTHER INFORMATION IF APPLICABLE 

Property Address: _________________________________________________ 

Sewer: Public Private 

If Public, Provider: ______________________ Account#: _________________________ 

Electric Company: ______________________ Account #: _________________________

Gas Company: _________________________ Account #: _________________________

Fuel Company: _________________________Account #: _________________________ 

Internet Provider: ______________________ Account #: _________________________ 

Satellite/ Cable: ________________________Account #: _________________________ 

Pool Service Company: ___________________________________________________________

Landscaping Company: ___________________________________________________________

Snow Removal Company: _________________________________________________________

Alarm Company: ________________________________________________________________

IrrigaQon Company: _____________________________________________________________

Plumber: ______________________________________________________________________

Electrician: ____________________________________________________________________

Other: ________________________________________________________________________ 

Trash/ Recycling Provided: Yes No 

Bags Can Be Purchased At: _______________________ Pickup Day: ______________________

If Private, Trash Company: _______________________ Location: _________________________ 

U
TI

LI
TY

 /
 S

E
R

V
IC

E

Page 78



R O A D M A P  T O  S U C C E S S  

Buyers Transactions

ME REAL ESTATE COMMISSION FORM

EXCLUSIVE BUYER REP. AGREEMENT COMBO

DISCLOSED DUAL AGREEMENT

ARSENIC WOOD DISCLOSURE (IF APP)

ARSENIC WATER DISCLOSURE (IF APP)

RESIDENTIAL PROPERTY TRANSACTION BOOKLET
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Make sure your clients are initialling the bottom of
every agreement Page 81

Combo form
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Signed & dated by client
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Because we are appointed/ Disclosed Dual agency, this form is triggered  in the event you becone a
DD agent transaction 



Have your clients initial EVERYTHING
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“Your actual rate, payment, and costs could be higher. Get an official Loan Estimate
before choosing a loan.” 

July 8, 2024 

Sincerely,
John C Wolfington
NMLS #2511421
johnny.wolfington@fairwaymc.com 

Congratulations! I am pleased to inform you that you are pre-qualified for a home loan based on the
following terms: 

Monthly payment of: $2,722.80* 

Purchase price of: $370,000.00** 

Program: FHA 

Loan type: Fixed 

Down payment of: $12,950.00 

First Lien Mortgage 

Term: 360 months 

Property type & use: 2 Family – Primary Residence

*How much you are pre-qualified to borrow is calculated based on the maximum total monthly
payment you can afford, which includes: Principal, Interest, Taxes, Insurance, Mortgage Insurance, if
applicable, and any other dues or fees associated with home ownership. You may elect to waive your
escrow based on program selection and qualification requirements.
**“Purchase Price” is only a rough estimate of the total cost of the home you can afford and does not 
take into account other influences on your monthly payment, such as taxes or insurance; your pre-
qualification amount is based solely on the maximum total monthly payment. 

This pre-qualification is valid for 60 days from July 8, 2024 assuming that there are no changes in 
your financial situation. 

Thank you for your business! I am here to make your purchasing experience a pleasant one and 
welcome your calls at any time. 
Johnny Wolfington 
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Writing an offer
for your

buyer client

PURCHASE & SALES AGREEMENT

PROPERTY DISCLOSURE

DEED

TAX MAP

LEAD BASED PAINT ADDENDUM

ARSENIC WOOD DISCLOSURE (IF APP)

ARSENIC WATER DISCLOSURE (IF APP)

ESCALATION CLAUSE (IF APP)

SELLER TO BUYER COMPENSATION AGREEMENT 
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**You will receive an email from Docusign with the documents
included once your Client(s) have completed all fields**
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SELLER COMPENSATION ADDENDUM

Addendum to the Purchase and Sale Agreement dated , between

 (“Seller”)

and

forpropertylocatedat

 (“Buyer”)

(“Agreement”).

The Agreementisfurther subject tothefollowingterms:
2%

3.000SelleragreestopayBuyerAgency$  or
%ofthepurchasepriceatthetimeofclosing.The
payment to Buyer Agency shall be made in addition to cooperative compensation, if any, offered by the Listing
Agency to Buyer Agency.
All other termsandconditionsof theAgreement shall remaininfull force andeffect.

BUYER

BUYER

 DATE

 DATE

 DATE

 DATE

SELLER

SELLER

 DATE

 DATE

 DATE

 DATE

MaineAssociationofREALTORS®/Copyright © 2025.  
All Rights Reserved. Published July 2024.

January 24, 2025

N/A 

Realty ONE Group - Compass, 513 Sabattus St Lewiston ME 04240
Hailey Lebel

2077135941 Reid and Susan

Docusign Envelope ID: B985B52FFC8D0DB09219C--BF8FD18BA70B--4-45C7C75ADE--B9A61BF70DC4-75408F651DCE3BFAC1E3110A7A876B95A87D

1/24/2025

1/24/2025

1/25/2025

1/25/2025
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R O A D M A P  T O  S U C C E S S  

Writing an offer Summary

you Āill need to saÿe all the documents
that are attached in the MLS on to your
computer, add into zip forms and bring
through to docusign. 
See highlights on Āhere to add initials
and signatures. 
remember that each page of the deed, tax
map, etc needs 
to be initialed by the buyer
After all documents are signed by bothe
parties ALWAYS place in skyslope
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R O A D M A P  T O  S U C C E S S  

Maine Real Estate Commission FORM
EXCLUSIVE Right to Sell Agreement combo
DUAL DISCLOSED AGREEMENT
Arsenic Wood DISCLOSURE (If App)
Arsenic Water DISCLOSURE (if app)
Property Disclosure
Lead Base Addendum (if App)
Tax Map
Deed
Septic Design (If app)
Survey (if completed)

LISTING DOCUMENTS

Page 115



Page 116

Combo form
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Combo form
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Start date here End date here
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Because we are appointed/ Disclosed Dual agency, this form is triggered  in the event you becone a
DD agent transaction 
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Initials here
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Initials here
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Select what applies



Finding: 
The Deed, Tax Map

 Town Card
Tax Commitment and adding to the

MLS

R O A D M A P  T O  S U C C E S S  
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The total tax
amount for the year
is on top. The other
numbers are what

they pay for the
first and second
half of the year
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The top numbers
are your map and
lot numbers, the
bottom ones are

your book and page
numbers
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Notes
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	REAL ESTATE START UP GUIDE
	Your ROADMAP TO SUCCESS
	INtegrity Homes Real Estate Group

	ABOUT US
	IMPORTANT CONTACTS/INFO
	MAR LOGIN:
	NAR LOGIN:

	Congratulations
	On your decision to join our team at Integrity Homes Real Estate Group, PC. We look forward to sharing with you the roadmap we have all used to find success in the extremely competitive and inspiring world of selling real estate in Maine. It is very exciting for us to be able to share a business model and tools that will turn you into a successful real estate professional.
	We hope you make a commitment to genuinely apply this blueprint to your daily work both in the field and in your life, 360 degrees. We also hope that the many years of our work and experience that helped shape these tools – make you a real estate superstar.

	Cooperation & Compensation
	Policies On Confidentiality
	FAIR Housing
	ANTI-TRUST
	SKYSLOPE and Record Keeping
	ADVERTISING
	ROADMAP TO SUCCESS
	Real Estate Cooperation and Compensation Policy

	Real Estate Cooperation and Compensation Policy Continued
	*******Payment of Compensation Timing of Payment-
	Real Estate Agency Confidentiality Policy

	FAIR HOUSING
	Fair Housing in real estate refers to the Fair Housing Act (FHA), a federal law in the U.S. that prohibits discrimination in housing-related activities, including real estate transactions, advertising, sales, and rentals. Real estate agents and agencies must comply with this law to ensure equal housing opportunities for all individuals.
	Key Principles of Fair Housing in Real Estate
	3. Steering & Redlining Prohibition –
	Consequences of Violations Violating the Fair Housing Act can lead to:

	Real Estate Agency Antitrust Compliance Policy

	ADVERTISING
	Chapter 410: MINIMUM STANDARDS OF PRACTICE
	Advertising
	A.

	LOGO

	WEBSITE DIRECTORY
	AGENT landing PAGE
	Go to: https://integrityhomesrealestategroup.com/your name

	AGENT RESOURCES For CEU Classes
	1.  https://trleg.com 2. https://reiofne.com 3. https://mainelistings.com 4. https://canva.com


	Agent Resources Training:
	SKYSLOPE
	ME LISTINGS
	FLEX MLS
	REALIST
	PROPERTY PANORAMA
	SHOWING TIME
	DOMUS ANALYTICS
	ZIPFORMS
	FOREWARN
	RENTAL BEAST
	RE-TECHNOLOGY
	REALTORS PROPERTY RESOURCE (RPR)
	CREATING A CMA
	ROADMAP TO SUCCESS

	SKYSLOPE & Record Retention
	SKYSLOPE WALKTHROUGH
	Starting Page: Open Skyslope & Log in. This will bring you to the start page.
	Step one: Once on the start page, select Create New. It will then have you select Listing or Transaction
	Step Two: Once you have selected your option, it will prompt you to choose a representation type, select Purchase  (for Buyer Rep)
	Step Three: After selecting your Representation type, It will ask if your file is pre-contract or Under-Contract  (Select what applies)


	ROADMAP TO SUCCESS
	SKYSLOPE WALKTHROUGH
	Step Four: Skyslope will then ask if there are existing forms for your file. Select the form if you have already  created one for your transaction
	Step Five: You will then need to enter the office (Always IHREG) and select a checklist for your files  (buyer Rep. for this example)
	Step Six: Fill in your client’s Information: First & Last name, Email & Phone number.  (Name or company name is required, email & phone number is optional)


	ROADMAP TO SUCCESS
	SKYSLOPE WALKTHROUGH
	There are three stages in your checklist:  Buyer Agreement Docs, Sales Docs & Closing Docs

	Step Seven: Checklist Once all information and prompts are filled, it will bring you to your checklist. There are Required Items and If applicable items. All Required items MUST be in your checklist.

	ROADMAP TO SUCCESS
	SKYSLOPE WALKTHRUOGH
	Step Eight: Filling your checklist: Click the attach button next to the checklist item you want to add. It will then bring you to your upload page, where you can drag & Drop files or upload them by clicking the upload documents button and selecting the document you want to upload.

	ROADMAP TO SUCCESS
	Maine listings
	Step one: Direct yourself to the member portal button and click it. Then, enter your login information. This will bring you to the Maine Listings page.
	Step Two: Once you're in the member portal, you’ll see a wide variety of icons that are direct links to beneficial websites.
	Step Three: You also have options at the top of your screen where you can view upcoming education courses, events and have access to edit and manage your profile
	Step Four: Now that you're comfortable with the home page, let’s start playing around! Start by clicking on the FlexMLS button
	ROADMAP TO SUCCESS

	Flex MLS
	Step One: Welcome to Flexmls, where you’ll gain full access to properties on the market. Once on the landing page, you can run a search on a specific property, look in more of a broad range, review new listings with the Hot sheet, and review your own listings.
	Step Two: Running a search on a specific property: Start typing in the property address you wish to search; it will most likely pop up in the drop down bar as you’re typing.  Click on the property you wish to view.
	Step Three: Running a broad search Start by clicking one of the options under new search, for this purpose it will be residential
	ROADMAP TO SUCCESS

	Flex MLS
	Step four: Running a broad search You can then narrow down your search by editing the search items. For example, if your client is looking for a 2 bed 1 bath home in Monmouth with a minimum of 2 acres, add those details into the search engine, and it will narrow your search down to what you’re looking for.
	Step five: office listings: You can also search our office listings by clicking on office listings in the drop-down bar on the home page.
	Step six: Hot Sheet: You pull the hot sheet by either clicking the hot sheet button on the main page or on the top bar where it says hot sheet. This will show you the most recent listings. You can set it to as far back as a week or as close to the past 24 hours
	Step seven: Reviewing a listing: Once you have a listing you would like to review, it's time to navigate! The listing report will have all key details, such as the number of beds, baths, square feet, Acres, Zoning, etc.
	ROADMAP TO SUCCESS

	Flex MLS
	Step eight: Reviewing a listing: At the top of every listing is a bar of links. You can view the documents attached to the property, schedule a showing, review the neighborhood profile, get tax information on the property & search comparables.

	REalist
	Navigating back to the member portal, click on the link to Realist.
	On Realist, you can access market insights, get quick stats, and run reports for a specific property by navigating the search button at the top of the site.
	ROADMAP TO SUCCESS

	REalist
	Step one: How to run a search: imput the property address into the address line. Adding the owner’s name, MLS #, and Account # will help narrow your search even further, then hit the search button on the bottom.
	Step two: How to run a search: Once you’ve done your search, all of the properties’ information will pop up. You can further your search by clicking comparables, market trends, neighbors,  flood map, and more. You can even print this report out for yourself or your clients.
	ROADMAP TO SUCCESS

	property Panorama
	Step one:  Once you’ve logged in to Property panorama you can create virtual tours, get digital marketing, and print materials. At the top, you can also access educational videos and news updates and create campaigns
	ROADMAP TO SUCCESS

	showing Time
	Time for showings!: When you go directly to the showing time app, it will bring you to your main dashboard.
	In your dashboard: You can view your scheduled showings, messages, feedback requests, and your showing requests.
	Scheduling a showing through the MLS: To schedule a showing on the MLS, simply go to the top bar, select the showing time button, or click the little icon in the corner. This will direct you to the showing time website

	ROADMAP TO SUCCESS

	showing Time
	Scheduling a Showing Through the MLS  Step 1: Once on the showing time website, it will pull up your profile, click schedule single showing.
	Scheduling a Showing Through the MLS  Step 2: Select an available day and time that you & your client have agreed to
	Scheduling a Showing Through the MLS  Step 3: Select your appointment type (showing) and your appointment end time (at least 30 Min) and hit request appointment. This will send an email to the listing agent for approval.
	ROADMAP TO SUCCESS

	domus Analytics
	Domus Analytics: When you go to Domus Analytics, you are brought to a market stats page. This app provides market statistics, price statistics, and market trends.
	When you click on one of the links below, it will bring you to an insights page. Where you can get an in depth understanding of market trends, pricing trends, etc.
	ROADMAP TO SUCCESS

	Zipform plus
	Start by entering your login information, you will be brought to the main page.
	Once you’re on Zipforms, you will see all of your current files (Active/Inactive/Pending & closed)
	To start a new file, click the new button. Then, select your transaction type (New Listing/Purchase or Offer/new lease/new lease-listing/quick e-sign)
	You will then be prompted to fill in the file name & property information. ONCE YOU’RE IN YOUR FILE, YOU CAN ADD ALL NECESSARY DOCUMENTS. You can also assign a template to your file that will automatically bring up all of the documents needed.
	ROADMAP TO SUCCESS

	Zipform plus
	How to Create a Template on Zipforms: start by clicking the templates tab at the top. Then select forms and checklists
	You will then be brought to your templates page. You create the template by selecting “new” at the top of the page. It will then prompt you to fill out the same information page as when you create a file.
	Lastly, fill out the information page. Once you have done that, your template will open. Then, click the “all forms” button at the top right corner to add all necessary forms to the template. When you go to add a new folder later on, you can then select your template type, and everything you need will fill in for you!
	ROADMAP TO SUCCESS

	Forewarn
	Forewarn is your safety net. Anytime you have a new client or are meeting with someone you have not met yet, I recommend you use forewarn to look them up.
	Once you log in, an authentication code will be sent to your via text or email.
	Once you enter your code, you can enter the phone number belonging to the person you are meeting with. This will then pull up any priors that the person may have. When in doubt, look them up!
	ROADMAP TO SUCCESS


	Rental Beast
	Rental Beast is great if you have clients that need help finding a rental or if you have rental properties of your own
	You can search for rentals, organize your clients/ renters, and have access to their educational portion of the website, where it will teach you how to manage your rental properties
	ROADMAP TO SUCCESS


	RE-technology
	Retechnology is essentially a learning hub. You can find articles, products, news, guides, and companies. use this as an educational tool.
	ROADMAP TO SUCCESS


	Rpr
	RPR is another tool you have access to. On RPR, you can create CMAs, create reports, get canva templates, prospect for clients, and do marketing & market research
	ROADMAP TO SUCCESS


	Rpr
	although RPR is very similar to MLS. RPR can provide more insights to a property and help you create client handouts, Canva templates, market research, and offers webinars, and educational videos.
	ROADMAP TO SUCCESS


	How to create a CMA
	ROADMAP TO SUCCESS
	MARKETING
	How to market yourself
	Creating your brand
	Canva
	Leads

	SOI
	ROADMAP TO SUCCESS

	Marketing Yourself
	MARKETING YOURSELF AS A REAL ESTATE AGENT CAN BE BOTH EXCITING AND CHALLENGING. IT’S ALL ABOUT STANDING OUT IN A COMPETITIVE FIELD AND BUILDING A REPUTATION THAT RESONATES WITH CLIENTS. HERE ARE SOME STRATEGIES YOU CAN USE TO MARKET YOURSELF EFFECTIVELY:
	ROADMAP TO SUCCESS

	ROADMAP TO SUCCESS
	CREATING YOUR BRAND
	IN REAL ESTATE
	ROADMAP TO SUCCESS
	Canva

	ROADMAP TO SUCCESS
	Canva

	ROADMAP TO SUCCESS
	Leads
	Leads
	ROADMAP TO SUCCESS

	Leads
	ROADMAP TO SUCCESS
	SPHERE OF INFLUENCE

	DATA PAGE
	SAMPLE SCRIPT:

	SOI INTRODUCTION
	NEW TEAM MEMBER INTRODUCTION CALL
	Then address your mailing by hand, and add to your business cards a small hand-written note that ties into the conversation you’ve had with this individual, and add 3-5 business cards.


	COMMUNICATION CONTENT
	NEW LEADS
	PASSIVELY SEARCHING BUYERS
	New Listing Alerts Neighborhood and Market Information Information about the home buying process

	SOI / PAST CLIENTS
	ACTIVELY SEARCHING BUYERS
	Content geared toward their requests Financing information Information on schools or local areas
	CONSIDER YOUR TARGET MARKET(S), COMMUNICATION CHANNELS, AND FREQUENCY. WHAT TYPES OF CONTENT WOULD BE BEST SUITED FOR EACH TARGET MARKET?

	ROADMAP TO SUCCESS
	SOI
	Creating a Sphere of Influence to LEADS
	Having made a commitment to developing your real estate business, it’s time to take your �first step: make your list!  Your �first clients will almost always come from your SOI, a simple fact behind the crucial importance of your list. Don’t worry! Once you actually sit down and start creating a list of EVERYONE you know, you will be surprised to see how many friends and contacts you have. Put down on a piece of paper virtually everyone you can think of. Don’t edit, don’t scratch any names out after you’ve jotted them down. The goal at this moment is simply for you to make the list.  Down the road, you can qualify people on your list. Writing everyone down will also help you in the near future to make a commitment to talk to that person.
	1. THE MEMBERS OF YOUR FAMILY
	19. Who sells you golf balls? 20. Who repairs your electronics? 21. Who is expecting a baby? 22. Who is your florist? 23. Who is your postmaster? 24. Who is your barber/ hairdresser? 25. Who is your painter and decorator? 26. Who sold you your pet? 27. Who heads the local PTA? 28. Who owns the local grocery store? 29. Who has a business that is successful? 30. Who sold you your car? 31. Who sells you gas? 32. Who is your car repair person? 33. Who does your nails? 34. Who washes your car? 35. Who owns the hardware store? 36. Who is your butcher? 37. Who sold you your appliances? 38. Who does your taxes? 39. What restaurants do you go to and who works there? 40. Who manages your local theater? 41. Who is your optometrist? 42. Who is your dentist? 43. Who is your sports coach? 44. Who sells you shoes? 45. Who is your local printer? 46. Who are your neighbors? 47. Who is a server at your favorite restaurant? 48. Who runs the local gym? 49. With whom do you play sports with? 50. Who is your landscaper? 51. Where do you buy clothes? 52. From whom do you rent? 53. Who are your friends on Facebook or any other social media site? 54. Who is your bank teller? 55. Who owns the bakery you frequent?

	2. CLOSE FRIENDS/DAILY ASSOCIATES
	3. THOSE YOU MET IN ORGANIZATIONS/CLUBS
	4. THOSE YOU HAVE BEEN ASSOCIATED WITH IN THE PAST
	5. LIST OF ACQUAINTANCES ALREADY AVAILABLE
	6. THOSE YOU DO BUSINESS WITH (WHO YOU BUY FROM)



	ROADMAP TO SUCCESS
	Loan Programs
	Portfolio Mortgage Loans 203K Eligible Repairs Maine Housing First Home Advantage program Maine Housing First Generation Loan program ReverseMortgages Bridge Loans ARM (adjustable rate mrtge) Construction Loans Jumbo Loans
	ROADMAP TO SUCCESS
	MORTGAGE DOs & DON’Ts
	Do’s
	DoNt’s

	ROADMAP TO SUCCESS
	PRODUCTION GOALS WORKSHEET
	INCOME PROJECTION FOR THE YEAR _____________________
	Fill in the blanks to set your income goals.
	PROSPECT CALCULATOR (including days off)
	Fill in the blanks to set your income goals.

	“If you don’t know where you are going, you might end up someplace else.” -Yogi Berra



	ROADMAP TO SUCCESS
	PRODUCTION GOALS WORKSHEET
	Address
	Sales Price
	List or Buy
	Source
	Client Name
	SOURCE TYPES AND TALLIES:
	H ______ SOI
	Q _____
	R ______ OTHER RESOURCE
	N ______ LEAD


	ROADMAP TO SUCCESS

	your 1st Transaction
	ROADMAP TO SUCCESS

	The Transaction with the
	ROADMAP TO SUCCESS

	Recommended Vendors
	Inspectors
	Lenders
	Title Companies
	Plumbers/ HVAC
	Electricians
	Surveyors
	ROADMAP TO SUCCESS


	ROADMAP TO SUCCESS
	SAMPLE FLYERS
	House Hunting Checklist- Buyer
	Buyer Closing Checklist
	Buyers Roadmap
	Buyers Agent Compliance Checklist
	Sellers Roadmap
	Sellers Agent Compliance Checklist
	OPEN House To do Checklist
	Residential Input Form: Found on FLEX MLS in your Dashboard
	UNDER CONTRACT Timeline for Client & Opposing Party
	Utility Provider Worksheet Prior to close for Clients

	ROADMAP TO SUCCESS
	ROADMAP TO SUCCESS
	ROADMAP TO SUCCESS
	UTILITY & SERVICE PROVIDER INFO

	UTILITY / SERVICE
	PLEASE PROVIDE ANY OTHER INFORMATION IF APPLICABLE

	Buyers Transactions
	ME REAL ESTATE COMMISSION FORM
	EXCLUSIVE BUYER REP. AGREEMENT COMBO
	DISCLOSED DUAL AGREEMENT
	ARSENIC WOOD DISCLOSURE (IF APP)
	ARSENIC WATER DISCLOSURE (IF APP)
	RESIDENTIAL PROPERTY TRANSACTION BOOKLET
	ROADMAP TO SUCCESS


	Combo form
	Signed & dated by client
	“Your actual rate, payment, and costs could be higher. Get an official Loan Estimate before choosing a loan.”
	ROADMAP TO SUCCESS


	Writing an offer for your buyer client
	PURCHASE & SALES AGREEMENT
	PROPERTY DISCLOSURE
	DEED
	TAX MAP
	LEAD BASED PAINT ADDENDUM
	ARSENIC WOOD DISCLOSURE (IF APP)
	ARSENIC WATER DISCLOSURE (IF APP)
	ESCALATION CLAUSE (IF APP)
	SELLER TO BUYER COMPENSATION AGREEMENT
	Docusign Envelope ID: B985B52FFC8D0DB09219C--BF8FD18BA70B--4-45C7C75ADE--B9A61BF70DC4-75408F651DCE3BFAC1E3110A7A876B95A87D


	SELLER COMPENSATION ADDENDUM
	January 24, 2025
	Addendum to the Purchase and Sale Agreement dated
	, between
	(“Seller”)
	and forpropertylocatedat
	(“Buyer”)  (“Agreement”).
	N/A
	or
	2% 3.000
	The Agreementisfurther subject tothefollowingterms:
	SelleragreestopayBuyerAgency$
	%ofthepurchasepriceatthetimeofclosing.The payment to Buyer Agency shall be made in addition to cooperative compensation, if any, offered by the Listing Agency to Buyer Agency.
	All other termsandconditionsof theAgreement shall remaininfull force andeffect.
	1/24/2025


	DATE
	1/24/2025

	DATE
	1/25/2025

	DATE
	1/25/2025

	DATE
	BUYER
	DATE
	SELLER
	DATE
	BUYER
	DATE
	SELLER
	DATE
	MaineAssociationofREALTORS®/Copyright © 2025.
	All Rights Reserved. Published July 2024.

	ROADMAP TO SUCCESS

	Writing an offer Summary
	you will need to save all the documents that are attached in the MLS on to your computer, add into zip forms and bring through to docusign.
	See highlights on where to add initials and signatures.
	remember that each page of the deed, tax map, etc needs
	to be initialed by the buyer
	After all documents are signed by bothe parties ALWAYS place in skyslope
	ROADMAP TO SUCCESS


	LISTING DOCUMENTS
	Maine Real Estate Commission FORM EXCLUSIVE Right to Sell Agreement combo DUAL DISCLOSED AGREEMENT Arsenic Wood DISCLOSURE (If App) Arsenic Water DISCLOSURE (if app) Property Disclosure Lead Base Addendum (if App) Tax Map Deed Septic Design (If app) Survey (if completed)

	Combo form
	Combo form
	Start date here
	End date here
	Initials here
	Initials here
	Select what applies
	ROADMAP TO SUCCESS

	Finding:  The Deed, Tax Map  Town Card Tax Commitment and adding to the MLS
	The top numbers are your map and lot numbers, the bottom ones are your book and page numbers

	Notes

