
IGNITE
SPARK 2:
LEAD GENERATION IS 

THE CORE OF YOUR 

BUSINESS

FACILITATOR



Notices
While Keller Williams Realty, Inc. (KWRI) has taken due care in the preparation of all course materials, we do not guaran-
tee their accuracy now or in the future. KWRI makes no express or implied warranties with regard to the information and 
programs presented in the course, or in this manual, and reserves the right to make changes from time to time.  

This manual and any course in which it is used may contain hypothetical exercises that are designed to help you under-
stand how Keller Williams calculates profit sharing contributions and distributions under the MORE System, how Keller 
Williams determines agents’ compensation under the Keller Williams Compensation System, and how other aspects of 
a Keller Williams Market Center’s financial results are determined and evaluated. Any exercises are entirely hypothetical. 
They are not intended to enable you to determine how much money you are likely to make as a Keller Williams Licens-
ee or to predict the amount or range of sales or profits your Market Center is likely to achieve. Keller Williams therefore 
cautions you not to assume that the results of the exercises bear any relation to the financial performance you can expect 
as a Keller Williams Licensee and not to consider or rely on the results of the exercises in deciding whether to invest in a 
Keller Williams Market Center.  

Material excerpted from The Millionaire Real Estate Agent appears courtesy of The McGraw-Hill Companies. The Million-
aire Real Estate Agent is copyright © 2003–2004 Rellek Publishing Partners, Ltd. All rights reserved.  

Copyright Notice  

All other materials are copyright ©2020 Keller Williams Realty, Inc., or its licensors. All rights reserved. No part of this 
publication and its associated materials may be reproduced or transmitted in any form or by any means without the prior 
permission of KWRI. 

WARNING! Real estate agents who violate The Telephone Consumer Protection Act (TCPA) and the National Do Not Call 
Registry face potentially catastrophic legal damages. Do NOT use or leave artificial or prerecorded messages, and check 
the National Registry and your internal registry before you dial.

© 2020 Keller Williams Realty, Inc. IGNITE v.5.2



WELCOME participants to the session: Lead Generation is the Core of Your Business

DO: 

Introduce yourself briefly if there are new participants.

Set expectations for the duration of the session, timing of lunch or breaks.

INSTRUCT participants introduce themselves, how long they've been in real estate, why they got 
into real estate, etc.

DEFINE the goal of Spark - for agents to get their first appointment within two weeks and to set 
them up for signing their first contract in 30 days. This is how they begin to achieve the life they 
imagine in real estate.

EXPLAIN that they will work on this goal every day by building a database, practicing scripts, 
contacting prospective clients, and getting to know their market.

In two weeks, they will:

Establish the core activities and habits that they will use their entire real estate career.

Follow up with returning agents on their activities following class -- what they learned from 
previewing listings, reading MREA, watching selected videos on Connect, etc.
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SAY: Here’s the secret to being a successful real estate agent: there is no secret. Success leaves 
clues, so we know exactly what successful agents do every day.

Every day, agents do two types of activities: they grow their business and run their business. 

EXPLAIN each activity on the slide and, if not obvious, why it’s important to their business. 

SAY: The goal of our time here is model what successful agents do every day and show you how 
to do it. 
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What Successful Agents Do Every Day

Grow Business Run Business

1. Lead generate for buyers and 
sellers

2. Make seller listing presentations 
and get listings

3. Make buyer presentations and 
get listings

4. Preview real estate

1. Market seller listings
2. Show buyers houses
3. Negotiate contracts
4. Transaction management to 

closing
5. Vendor management
6. Set goals
7. Compliance / risk management
8. Attend training and get coaching
9. Manage money



SAY: Today, these are the skills we’re going to focus on. 

Lead generate for buyers and sellers

EXPLAIN that understanding the lead generation model allows for them to launch into all the other 
Grow and Run Business topics. 
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What We’ll Focus on Today

Grow Business Run Business

1. Lead generate for buyers and 
sellers

2. Make seller listing presentations 
and get listings

3. Make buyer presentations and 
get listings

4. Preview real estate

1. Market seller listings
2. Show buyers houses
3. Negotiate contracts
4. Transaction management to 

closing
5. Vendor management
6. Set goals
7. Compliance / risk management
8. Attend training and get coaching
9. Manage money



TOTAL TIME: 4 hours

OVERVIEW the agenda for the day.

Lead generation- one-hour session. Includes:

Lead Generation Model

Lead Generation 

Database

Sales Pipeline

Build Daily Habits- 3-hour session. Includes:

Build your database

Script practice

Lead generation 

Contract practice (optional)
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Lead Generation

Database

Sales Pipeline

Lead 
Generation 

Model

Recap and 
Aha’s

Daily Success 
Habits



EXPLAIN that the focus of today’s Spark session is the lead generation model. It is important for 
the participants to understand how what they are learning to day fits into the bigger picture.

ASK participants to share what they think they know about the lead generation model. Allow 3-5 
people to share their thinking.

EXPLAIN that the lead generation model is important because:

They can see the big picture of how each piece/task helps them achieve closed contracts. Closed 
contracts help them achieve their financial goals- funding their big why.

They can see how their business will be affected if they are not diligent with each piece of the 
model. The model builds on top of each previous task. For example, without prospecting and 
marketing, they won’t have and leads to convert to contacts, contacts to get appointments with, 
which lead to closed contracts.

ASK participants if they have any questions before moving on. 
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The Big Picture

Understanding the Lead 
Generation Model provides 
a larger vision of 
interconnected tasks and 
habits and how they help 
fund your Big Why.



INSTRUCT participants to refer to page 4 in their participant guide.

EXPLAIN that the lead generation model is backed by research that by the research that has been 
conducted for the second edition of the Millionaire Real Estate Agent. Today the discussion will 
focus on the solo agent model.

EXPLAIN that the model is made up of three phases:

Lead generation activities

Database activities

Sales pipeline activities

EXPLAIN that the top part of the model, part one, is categorized as Lead Generation. This is the 
part of the model where they will focus on generating leads through prospecting and marketing. 
Prospecting is when you go out and find the leads, marketing is when you attract the leads and 
they seek you out. Not only are they working to get new leads, but they are also working to get 
new, repeat, and referral business from their sphere of influence. Their sphere of influence are 
people that they already know. 

EXPLAIN that in part two, they are working with their database (leads and contacts). Leads and 
contacts are broken into different parts of your database because you will be working with and 
communicating with each group in a different way. They are working to stay top of mind and have 
conversations through different touches, or activities. Phone calls, handwritten letters, event 
invitations, text messages and promotional materials are all examples of how they might be in 
communication with their database. 

EXPLAIN that part three, Sales Pipeline is the final piece of the model. Once a lead or a contact 
has raised their hand to do business and has identified a timeline to close, they go into step 4, 
Cultivate which is the beginning of the last piece of the model.

EXPLAIN the remaining steps follow the transaction until it has been completed. They are:

Appointment, Active, Under Contract, Closed

EXPLAIN that after the transaction has closed, the contact moves back to the contact database 
and continues an interactive, value-based touch program to deepen the relationship. It is important 
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that the participants understand that just because a transaction has closed does not mean that 
the relationship has ended. The agent should continue to stay top of mind to gain repeat 
business or referrals.

ASK participants to share any aha’s or questions they might have about the lead generation 
model.

Spark 2: Lead Generation is the Core of Your Business March 2020
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REVIEW the topics that will be covered in the section on Lead Generation.

Prospecting and marketing bring leads and contacts into their database. 

They should be prospecting based, marketing enhanced.

Their lead generation efforts never stop.
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Lead Generation
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Lead 
Generation 
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Daily Success 
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EXPLAIN that lead generation:

Is the life of an agent’s business. It should never stop. 

Is purposeful and intentional 

Moves you closer to your goal and is part of your larger strategy

REVIEW that the first part of the lead generation model is their prospecting and marketing 
activities. 

REVIEW that they have just defined prospecting as active lead generation (they are going out and 
tracking down the leads) and marketing as the more passive lead generation effort (they attract the 
leads and the leads come to them). 

ASK participants, How do you think agents that perform at a high level successfully use lead 
generation?

ALLOW participants to share their thinking.

INTRODUCE that next they will be watching a video about how agents use lead generation.
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INSTRUCTOR NOTE: This slide contains a video. You will need to click to play the video.

INSTRUCT participants to page 5 in their participant guide.

EXPLAIN that you will be playing a video about lead generation. This video should help spark 
thoughts that will be useful in the conversation you have as a group once the video is over. 

WATCH the video (~10 minutes). Below are questions that you can use to guide a whole group 
conversation after the video is complete:

Why is lead generation important?

What is the goal of lead generation?

How do you think lead generation looks for successful agents?

How do you prefer to work with people? How do you think that affects your lead generation 
efforts?
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INSTRUCT participants to turn to page 6 in their participant guide. On page 6 they will find a 
comprehensive list of prospecting and marketing activities they can refer to in the future. 

EXPLAIN that lead generation is an ever-evolving list of ideas, methods and practices that bring 
leads into their business. There are broad categories of both prospecting and marketing to choose 
from (listed in their participant guide). Even though a variety of factors (the market, the agent's 
preferences, budget and goals) will dictate the type of sources they will use, it is best practice to be 
prospecting-based, and marketing enhanced. 

EXPLAIN marketing:

Is indirect, it should attract leads and support/ enhance your prospecting conversations. 

EX: sending a direct mail advertisement (or leading one while door-knocking), then 
leveraging the material to have a follow-up conversation

EXPLAIN prospecting:

Is proactive and direct

Keeps you in an active vs. reactive state, it is the act of searching for your leads. 

Allows you to focus on proactive customer-creation activities that will be critical to your 
ability to hit your numbers when the market shifts and you’re in a period when marketing 
efforts don’t generate enough leads.

ASK Why do you think it is better to be prospecting based, marking enhanced?

ALLOW 2-3 minutes for participants to share their responses. 

SUMMARIZE and share any additional examples or stories about how you use prospecting and 
marketing in your business.

It is best to be prospecting based and marketing enhanced because it is cost effective

When you are prospecting based you are having conversations and building connections 
with your database

When you are prospecting you can determine the climate in certain geographical areas 
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MARKETING

 Time intensive

 Proactive

 Immediate results

 Money intensive

 Passive

 Long-term results
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where you focus your prospecting efforts

Prospecting allows you to really become in-tune with the geographical areas you 
service, giving you insights into why people are moving in/out of the area. You also 
become the local expert by learning what makes that geographic area unique.

Spark 2: Lead Generation is the Core of Your Business March 2020
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REVIEW the topics that will be covered in the section, Part Two: Database.

What is a database

Manage your database using Command
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EXPLAIN that before you go any further it is important that everyone truly understands the purpose 
of having a database. At Keller Williams we have developed Command. Part of the platform, 
Command, is their database. 

A database is a tool that centrally stores customer and prospect contact information which 
is regularly updated with new details and events. It can be organized and sorted as needed 
and is continually added to in order to increase business. 

A database is a tool to nurture and manage their relationships and to track the interactions 
they have with those people. A well-tended database produces leads. A powerful database 
managed by a powerful schedule produces a predictable flow of leads. And from a 
predictable flow of leads you can expect a predictable flow of business- and income. 

EXPLAIN that the size of their database  and their activities to follow up with the people in their 
database will determine the size of their bank account, it is  their database is the lifeline for their 
business. 
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EXPLAIN that their database is the second segment of the lead generation model. Their lead 
generation efforts bring leads and contacts into their database. 

HIGHLIGHT that Command automatically segments their database into 2 powerful categories, 
leads and contacts, seen in the model. In their database leads and contacts are segmented 
because they will be working with them in a different way. 

REVIEW the database categories leads and contacts:

Leads: 

You have their contact information

You don’t know a lead’s motivation, but you can infer their motivation 

Example: “The Thompson’s down the street might be thinking of buying. Here are their 
name and number.”

Start one-way, offer-based communication that is geared towards getting a response (and 
understanding their motivation) and beginning a relationship.

Contacts: 

You have implied or explicit permission to have an ongoing connection with them—you’ve 
communicated with them and they’ve responded.

Example: Meeting someone in line at the grocery store and finding out that your neighbors 
or you went to the same college. You then exchange contact information and they know 
you’re a real estate agent.

Implied two-way conversation.

ASK participants, “What are some lead/contact sources you can think of?”

Possible answers:
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information and can have a 

one-way conversation where 
you are 

seeking permission.

CONTACTS

You have valid contact 
information and have 
received permission 

to have a two-way 
conversation. 



Leads: neighborhood or geographic farm, social media followers, LinkedIn contacts, 
etc.

Contacts: Sphere of influence, family, friends, neighbors, former coworkers, school 
mates, teammates, etc.

Spark 2: Lead Generation is the Core of Your Business March 2020
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EXPLAIN that part of having a successful database is to establish consistent and purposeful 
communication. This comes in the form of using a touch campaign to stay top of mind.

INSTRUCT participants to turn to page 7 in their participant guide. 

EXPLAIN the recommended touch campaigns for leads and contacts:

Leads- 19 to Connect

4 Touches- Quarterly phone call

12 Touches- Monthly e-mail, newsletter, market report, video

2 Touches- Promotional direct mail, such as a magnet, calendar, market report, etc.

1 Touch- Annual event, party, movie screening, get-together

Contacts- 36 to Convert

4 Touches Telephone calls

26 Touches Bi-weekly email offering some type of information of value to the consumer

2 Touches Events, get togethers, parties

4 Touches Promotional direct mail, such as a magnet, calendar, market report, etc.

SUMMARIZE that relevant conversations mean relevant value. Timely conversations mean greater 
opportunity to convert the lead to a contact, and on to a closed transaction.
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LEADS

19 to Connect

4 Touches Quarterly phone call
12 Touches Monthly e-mail, newsletter, 
market report, video
2 Touches Promotional direct mail, such 
as a magnet, calendar, market report, etc.
1 Touch Annual event, party, movie 
screening, get-together

CONTACTS

36 to Convert

4 Touches Telephone calls

26 Touches Bi-weekly email offering 
some type of information of value to the 
consumer

2 Touches Events, get togethers, parties

4 Touches Promotional direct mail, such 
as a magnet, calendar, market report, etc.



EXPLAIN that the gateway to using most of Command’s features lies with first adding contacts to 
their database.

DEMONSTRATE how to add a contact using Command. 

Review the following help article to see how to add a contact in Command: 
https://answers.kw.com/hc/en-us/articles/360015702154-Add-a-Contact

15

March 2020

©2020 Keller Williams Realty

Spark 2: Lead Generation is the Core of Your Business

Tech Demo: 
Manage Your 
Database

• Contacts

• Custom tags

• Smartviews

• Interactions

• SmartPlans



TELL participants that they will be adding their own contact to Command. If they are new to using 
Command have them add one contact, if they are familiar with Command, they can use the time to 
add as many contacts as they can in the given time. They should be adding contacts from their 
sphere of influence. 

EXPLAIN that they should be adding contacts (not leads)- people they are connected with. They 
can add:

Personal contacts

Social media contacts

Past co-workers

People that they are involved in clubs or activities with 

EXPLAIN that some of their contact data might have holes or missing data. This is an opportunity 
for them to have conversations with those contacts to deepen the relationship and to complete the 
contact information. 

ALLOW time for participants to add contacts to their database in Command. Be available as they 
add contacts in case anyone needs assistance or has questions.
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Add 
Contacts to 

Your 
Database



EXPLAIN that once they have contacts in Command, they can start personalizing their database to 
fit their individual business needs.

EXPLAIN that custom tags allow the user to create categories to add to their contacts. Category 
examples can be, but are not limited to: buyer, seller, renter, investor, first time buyer, luxury, open 
house contact, etc. 

Segmenting their database into more purposeful categories will help them communicate more 
effectively with each group

ASK participants to share (1-2) with the whole group what custom tags might be useful to add to 
their databases. 

DEMONSTRATE creating a custom tag in Command and assigning the tag to a contact in your 
database. 

Review the help article to see how to create a custom tag: https://answers.kw.com/hc/en-
us/articles/360016213174-Create-and-Manage-Custom-Tags

17

March 2020

©2020 Keller Williams Realty

Spark 2: Lead Generation is the Core of Your Business

Tech Demo: 
Manage Your 
Database

• Contacts

• Custom tags

• Smartviews

• Interactions

• SmartPlans



ALLOW time for participants to create a custom tag and add it to their database. If time allows, 
they can create and add more than one custom tag. Be available as they add contacts in case 
anyone needs assistance or has questions.
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EXPLAIN that in their database in Command they can create and save custom views, Smartviews, 
for easy access to information they want to quickly see related to their contacts. They can set a 
group of filters and save the filter settings to create a Smartview. They can also customize the 
naming conventions of the Smartviews that they save.

DEMONSTRATE creating and saving a Smartview in Contacts.

Review the help article to see how to create Smartviews using filters: 
https://answers.kw.com/hc/en-us/articles/360016246693-Use-Contact-Filters-and-Create-
SmartViews
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ALLOW time for participants to create a custom SmartView for their database. Be available if 
participants need assistance or have a question.

ASK participants if they have any aha’s or questions before moving on to the next activity. 
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FACILITATOR NOTE: When you demonstrate this activity, you should use an example contact.

EXPLAIN that once they have contacts in their database and they are having conversations, it is 
their job to qualify the lead or contact and assess how ready and motivated they are. They 
following questions can be used to assess their readiness and motivation:

When do you need to be in your new home?

What is your time frame to sell?

Where are you going? When do you need to be there?

EXPLAIN that Command will allow them to track the results of those conversations through logging 
interactions.

EXPLAIN that an interaction can be:

Notes from a conversation

Meeting notes

Phone calls, call notes, and text messages

Appointment information

DEMONSTRATE how to add an interaction to a contact in Command.

Review the help article to see how to add an interaction: https://answers.kw.com/hc/en-
us/articles/360021963914-Add-an-Activity-to-a-Contact
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SAY The next topic that will be covered is Sales Pipeline.
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EXPLAIN that the final segment of their database is their sales pipeline. At this point of the model 
they have used prospecting and marketing (lead generation activities) to bring leads and contacts 
into their database. They have worked with both segments of their database through touch 
campaigns to stay top of mind and to have conversations. 

EXPLAIN that as they have conversations and deepen relationships, leads and contacts will raise 
their hands to do business with them. At that point the lead or contact enters the final phase of the 
lead generation model, sales pipeline,  starting with step 4 cultivate. 

EXPLAIN that as they cultivate their leads and contacts their ultimate goal is to win the 
appointment that will launch them to the new goal of a closed transaction. In Command, KW has 
developed SmartPlans, which will automate the way in which they cultivate and stay in 
communication. In just a minute they will see how to add contacts to SmartPlans in Command. 

EXPLAIN that as the transaction progresses through appointment to active, then under contact and 
close they will also mirror the steps from the model in Command. 

EXPLAIN that after the transaction has closed, the contact moves back to the contact database 
and continues an interactive, value-based touch program to deepen the relationship.

ASK participants to share any aha’s or questions they might have about the lead generation model.
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EXPLAIN that qualifying their contacts and leads right away (ready, willing and able) can help them 
see who needs their immediate attention. Contacts that do not have an immediate plan to buy or 
sell soon can be put on a SmartPlan so that you stay top of mind and that you can focus your 
efforts appropriately. SmartPlans are not just for those contacts that are not ready to buy or sell 
immediately, but there are a variety that can work for any contact in your database.

DEMONSTRATE how to access SmartPlans in Command, how to view the SmartPlan details, and 
how to add a contact to a SmartPlan.

EMPHASIZE that as soon as a contact is added to a SmartPlan it is immediately effective. 

Review the help article to see how to add a contact to a SmartPlan (there is a help article on 
answers.kw.com for each type of SmartPlan- this is only one example): 
https://answers.kw.com/hc/en-us/articles/360024220913-Add-a-Contact-to-the-Monthly-
Neighborhood-Nuture-SmartPlan

TELL participants that as soon as they have had conversations with their contacts and they have 
an address, they can immediately put their contact on the Monthly Neighborhood Nurture 
SmartPlan.

ASK participants if they have any questions before moving on.
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REVIEW the topics that will be covered in the section, Recap and Create Your Success List. 

Turn Aha’s to Achievement 

Create Your Success List

Course Evaluation
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INSTRUCT participants to turn to the corresponding page 8 in their participant guide.

SAY: The goal of our time together is to help you think, feel, act, and use what you’ve learned to 
ignite your passion and help you achieve your Big Why.

INSTRUCT participants to write down their aha’s for each of the categories (think, feel, act).

DO: Ask volunteers to share their responses with the group.

ACKNOWLEDGE common themes.

SAY: Taking the time to reflect on what you’ve learned is important in building your confidence and 
celebrating your growth—we’ll do this activity during each learning module so that you can keep 
track of your learning journey!
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Aha’s to Achievement

How has your 
thinking
changed? 
What ideas or 
mindsets were 
new?

What do you 
feel differently 
about? What 
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meaningful to 
you today?

How will your 
behaviors be 
different going 
forward? What 
actions will 
you take going 
forward?

Recap

What tools, 
models, or 
systems will 
you definitely 
use? How will 
they make you 
accountable? 



EXPLAIN we will now transition to the Daily Success Habits

Build Daily Success Habits- 3-hour session. Includes:

Build your database

Script practice

Lead generation 

Contract practice (optional)
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EXPLAIN that the overall goal of Spark is for participants to get their first appointment. The tasks 
(on the slide) are the activities they need to be taking to help them reach the goal of their first 
appointment.

EXPLAIN that they can use reports in Command to track their database health. Their goal with 
their database health should be to keep their overall score at least 50% or greater.
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EXPLAIN that one of the Daily Success Habits is memorizing and internalizing scripts. 

EXPLAIN that learning scripts is important because:

Practicing and internalizing scripts allows your business to grow.

Just as doctor learns anatomy before working with patients, agents need to learn scripts to prepare 
to have meaningful conversations with clients.

With scripts, you control the conversation by using purposeful language that helps you get to the 
end point: a closed transaction. 

They help you communicate your value. Once you have internalized scripts you can add your value 
proposition which will help lead generation efforts and lead to closed deals. 

Scripts help you uncover motivations (buyer/seller) and identify any objections so you can handle 
them upfront

Allow you to have a rehearsed response that delivers a powerful message in a way that the 
consumer will best understand

Allows you to ask questions in a way that they will be able to quickly share the information you 
need to better serve them

Help an agent gain confidence 

ASK participants if they have any questions before moving on. 
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Why is it important to 
learn, internalize and 
personalize scripts?

• Lead generate

• Uncover motivations

• Identify objections

• Close deals

• Speak in terms the customer understands

• Build confidence 



TIME: 30 minutes

CHOOSE a relevant script from the Spark Script Book to focus on today. 

EXPLAIN that after hearing an example, participants will then have time to role play the chosen 
script with partners.
ROLE MODEL the chosen script with a volunteer. 

EXPLAIN the steps (below) that participants will follow for Role Play practice:

Participants will spend five minutes reading the script aloud to themselves.

Participants will pair up with a partner and take turns reciting the script until they can work without a 
prompt. This should take about five minutes.

Participants can video record each other practicing scripts to watch and learn from later (optional).

Repeat steps (using the same partner) with other selected scripts until 30 minutes is up.
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Role-Play:

Script 
Practice

30 minutes



REVIEW the Rules and Exceptions regarding the Do Not Call Registry located in the beginning of 
the Ignite Script Book:

Subscribe to the Registry

The registry is hosted on a dedicated website. Your Market Center should subscribe to the 
Registry and provide you with log in credentials. Note that it is a violation of federal law to 
make ANY telemarketing calls without access to the Registry.

Check Before You Call

Before making a call, check to see if the consumer is on the Registry. If the consumer is on 
the Registry, do not call!

Update Your Call List Regularly

Delete all numbers in the Registry from your list – at least every 31 days.

Honor Consumers' Requests

Never call a consumer if the consumer requests to be placed on your personal (or your 
Market Center’s) do not call list. All consumer do not call requests must be placed on a list 
and honored permanently, unless the consumer subsequently consents to be called.

Know the State and Federal laws

Know that in addition to federal laws, many states also have laws governing telemarketing. 
Make sure you are familiar and compliant with your state’s laws.

EXPLAIN that participants should only be calling their sphere of influence or referrals that they 
have permission to have a conversation with.
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Subscribe to the registry 

Update your call list regularly

Know the state and federal laws

Check before you call

Honor consumers’ requests

Under federal law, sellers and 
telemarketers (including real estate 
agents) are prohibited from calling 

consumers listed on the Federal Trade 
Commission’s Do Not Call Registry.

Compliance:
Do Not Call



TIME: 1 hour

EXPLAIN that real-play activities done through Ignite that are done in the classroom are money-
making activities done with the support and guidance of you (the trainer) and the other participants.

REVIEW the steps of the activity.

Say the affirming message out loud. “I always come from contribution. People will welcome 
my call.”

Call contacts from your database (people you know) and referral names you have been 
given by your contacts. Participants should only call people they have permission to have a 
conversation with.

Use the scripts provided to make calls

Suggest a meet-up to reconnect

Update contact in Command by adding notes that reflect the outcome of your 
conversations. Do this for each contact you call.

Add the contact to a Neighborhood Nurture in Command

Call for 60 minutes and contact as many people as possible

TELL participants to turn to someone close to them. They will say the affirming message out loud 
to the other person before starting the real-play activity, “I always come from contribution. People 
will welcome my call.” 

TELL participants what time class will resume.  

After the 60-minute call time is over:

ASK participants to report out the results of their calls. You can ask the additional questions to 
further progress the conversation. Ask: 

What will you do differently tomorrow? 

What do you need help with?

COACH participants on any appointments they set. Role model and role play scripts and dialogues 

32

March 2020

©2020 Keller Williams Realty

Spark 2: Lead Generation is the Core of Your Business

Real-Play:

Lead 
Generation

Calling with 
Scripts

1 hour



for these appointments where appropriate.
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TIME: 30 minutes

DEMONSTRATE how to add contacts in Command.

Review the following help article to see how to add a contact in Command: 
https://answers.kw.com/hc/en-us/articles/360015702154-Add-a-Contact

DEMONSTRATE how to add notes about the conversation to the contact in Command.

Participants should add necessary notes regarding the conversations they just had.

INSTRUCT participants to write handwritten notes to 2-3 people to thank them for their time
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Update 
Contacts

& 
Follow Up

30 minutes



** This activity is optional.
TIME: 30 minutes

EXPLAIN that understanding and explaining the contract to clients is a vital part of closing a deal. 
Contracts are complicated and require you to be precise, so practicing with them a little every day 
sets you up for success for your first closing.

BRING copies of one of the contracts used by your Market Center

CHOOSE one of the suggested activities below to lead participants through using that contract. 
Don’t choose the same activity every day. 

CLOSE READING: 

ROLE MODEL how to closely read a contract by reading one section out loud. 

INSTRUCT participants to closely read a section of the contract on their own. and 

ASK each participant to share 3 aha’s, questions, or concerns. 

PRACTICE WRITING: 

CHOOSE a recently closed property and display or read the necessary closing conditions, 
address, etc. 

INSTRUCT participants to practice writing a contract for that property. 

COMPARE the participants’ contracts to the actual signed contract for that property. 

EXPLAIN CONTRACTS: 

DIVIDE participants into pairs. 

INSTRUCT participants to read a section of the contract. and 

ASK participants to practice explaining that portion of the contract to their partner as if their 
partner was a client. 

ADDENDUM QUIZ: 

LIST potential situations that would require one or more addendums to the contract. 
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Real-Play:

Contract 
Practice

30 minutes



GIVE a point to the first participant to guess the correct addendums. 

ANNOUNCE the person with the most points as the winner. 
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DEMONSTRATE how to access the ? for help in Command

Explain the options

Keller Williams University (help articles and videos)

Chat with support

Post an idea (ideas.kw.com)

DEMONSTRATE how to access resources on the Tech Enabled Agent page on Connect

Technology > Tech Enabled Agent > Get Training > select one of the training options listed 
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Get Help
Use Command and Connect to get help.

Command Connect



REVIEW how to create a success list:

Take 5 minutes to create a list of tasks they need to complete related to the Ignite session just 
attended. 

After they have their list they will denote with an “X” if the item is a to do or a should do. 

Then, participants will prioritize their should do’s by putting a number by each item (1 being the 
most important)

Instruct participants to partner up and take 5 minutes for a peer to review and provide feedback. 
Peer review questions:

What are the should dos and to dos? 

Are you thinking in order of priority?

REMIND participants they can review a list of suggested afternoon activities in the Orientation 
Participant Guide

ASK for any volunteers to share their first priority item off their list.
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To Do
Should 

Do
Priority Task

Are tasks written as observable actions or are they written as results?

Make Your Success List



ASK participants to complete the Ignite evaluation survey
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Please Complete the Ignite Survey

https://www.surveymonkey.com/r/S362TCM

Scan QR code to 
access survey

Or type in this link
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