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WELCOME participants to the session: Your Database is 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 yesterday's 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 importance their database and how to take advantage of their 
sphere of influence of allows for them to launch into all the other Grow and Run Business 
topics. 

3

Spark 4: Your Database is Your Business March 2020

©2020 Keller Williams Realty Inc.

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.
Set Up Your Database and Feed it- one-hour session. Includes:

What is a database?
Why use a database?
Develop your database

Recap and aha’s
Build Daily Success Habits- 3-hour session. Includes:

Script practice
Lead generation 
Update contacts and follow-up
Contract practice (optional)
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Why Use a 
Database?

Develop Your 
Database

What is a 
Database?

Recap and 
Aha’s

Daily Success 
Habits



EXPLAIN that the focus of today’s Spark session is their database. It is important for the 
participants to understand how what they are learning to day fits into the bigger picture.
EXPLAIN that establishing a database is important because: 
A database helps an agent nourish the relationships their database holds
Your database is a living record of all your business relationships
The size of your database determines the size of your databank
ASK participants if they have any questions before moving on. 
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The Big Picture

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. 

Improves 
service and 
strengthens 
relationships

Living record 
of business 

relationships

Helps nurture 
and manage 
relationships

Produces a 
predictable 

flow of 
business



SAY: Let’s start by talking about what a database is and why it’s valuable.
REFER participants to page 3 in their Participant Guide.
EXPLAIN that they will be drafting responses to the questions independently first. After, they 
will have time to discuss their responses in small groups. They will have 5 minutes to draft 
responses independently. 
ALLOW 5 minutes for participants to work independently.
INSTRUCT participants to get into groups of 3-4. In their group they will need to compare and 
discuss their answers with each other (about 5 minutes).
DEBRIEF by having a spokesperson from each group share something from their small group 
conversation.
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What is a database?

What is the purpose 
of your database? 

What makes a 
database valuable? 

What makes 
targeted marketing 
effective? 

1 3

42

What other industries 
use a database for 
prospecting and 
marketing? 



INSTRUCT participants to turn to page 4 in their Participant Guide.
EXPLAIN that the most important aspect of their database is the relationships that they build 
with the people inside of it. All databases used by Millionaire Real Estate agents are structured 
and function in a similar way. 
EXPLAIN that as an agent develops deeper relationships with their leads, the level of detail 
stored in their database will help shape the way their database functions and will ultimately 
help it transition through the three levels: essential, effective and exceptional. 
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Three Levels of a Millionaire Database

1 2 3
Essential Effective Exceptional



EXPLAIN that at the simplest and most fundamental, the first level of a database will contain 
the following:
The person’s preferred name
A valid method of contact
Past business and past contact record
At-will communication- This means that you have a valid and up to date method of contact for 
the person
EXPLAIN that as they start reaching out to their leads and communicating with them, they will 
likely start to notice similarities between them. Maybe it’s that they live in the same 
neighborhood or like the same sports team. All these pieces of information gathered are useful 
to an agent. No matter how trivial, the information can all be used to streamline their 
communication and make their database more effective. 
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Three Levels of a Millionaire Database

1 2 3
Essential Effective Exceptional

1. Name
2. Contact info
3. Past business and past 

contact record
4. At-will communication



EXPLAIN that their database won’t reach its full potential until they commit to investing their 
time and energy into making it run efficiently. The largest strides toward efficiency come from 
doing four things: (continued from Essential list)
Obtain permission
Collect personal information, insights and preferences
Segment their leads into groups based on 1-6
Establish consistent and purposeful communication.
EXPLAIN that in step four (in the Essential column) they had the ability to contact the lead, 
valid contact information) and step 5 is about getting the permission. Once they have the 
permission, there is a 2-way conversation and the lead becomes a contact. 
EXPLAIN that the next step, step 6, is to collect personal information, insights and 
preferences. This is their opportunity to cement the relationship. Wherever their leads/contacts 
share similarities they can create a group, or use tags in Command, and batch their 
conversations. Their groups should be collections of people that share a characteristic- maybe 
it is by the neighborhood they are looking to move to, age, family size, hobbies, etc. The more 
detailed the groups, the more effective your communication will become. At the highest level 
there are 2 groups that everyone will find in their database, leads and contacts. 
EXPLAIN that part of the purposeful and consistent communication is making sure that their 
leads and contacts are on a touch campaign (in detail in the Participant guide):
Leads- 19 to connect

4 touches- quarterly phone call
12 touches- monthly email, newsletter, market report, video
2 touches- promotional direct mail (magnet, calendar, market report, etc.)
1 touch- annual event, party, movie screening, get together

Contacts- 36 to convert
4 touches- phone calls
26 touches- bi-weekly email offering some type of information or value to the 
consumer
2 touches- events, get togethers, parties
4 touches- promotional direct mail (magnet, calendar, market report, etc.)

SUMMARIZE that relevant conversations mean relevant value and timely conversations mean 
greater opportunities for conversion. 
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Three Levels of a Millionaire Database

1 2 3
Essential Effective Exceptional

1. Name
2. Contact info
3. Past business and past 

contact record
4. At-will communication

5. Obtain permission 
6. Collect personal 

information, insights, 
and preferences

7. Segment and group 
based on 1-6

8. Purposeful and 
consistent 
communication



EXPLAIN that ultimately, the goal of their database is to become exceptional. As their systems 
evolve and the information within it becomes more detailed, they will have the ability to take a 
hands-off approach. Each lead will be served without requiring anyone's direct input- without 
sacrificing quality. 
EXPLAIN that the automation can come through technology, like Command, or through other 
people. 
SUMMARIZE that it is possible to become a Millionaire Real Estate Agent within the first level 
alone, the opportunity to grow a business without any limitations is opened upon making their 
way through all three. 
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Three Levels of a Millionaire Database

1 2 3
Essential Effective Exceptional

1. Name
2. Contact info
3. Past business and past 

contact record
4. At-will communication

5. Obtain permission 
6. Collect personal 

information, insights, 
and preferences

7. Segment and group 
based on 1-6

8. Purposeful and 
consistent 
communication

9. Automated, custom 
communication built 
around triggers



Say now that we know the three levels of a millionaire database, we are going to explore why 
using a database is key to running a successful business.
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EXPLAIN that has they have heard before; the size of their database determines the size of 
their bank account. Their database holds their relationships, it makes customer information 
easy to handle and can help improve service and strengthen relationships. 
EXPLAIN that a database helps to avoid the today trap and to take advantage of a predictable 
ROI. 
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Why Use a Database?

Avoid the today trap

Predictable ROI

1

2



EXPLAIN that there are two types of business- today’s and tomorrow’s. Without a database 
their business is only being built for today. 
EXPLAIN that NAR states that people move every 10 years. If they are only focusing on 
people doing business today, they are only focusing on 10% of the business that can be done. 
With 10 years between transactions, agents who don’t leverage systems to stay top of mind 
end up experiencing their clients using different agents. 
EXPLAIN that taking control of their database and having purposeful, consistent approach to 
their contacts is how they build a path to their future and how they get the repeat and referral 
business from their sphere of influence. 
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Why Use a Database?

There are two types of business:

today’s and tomorrow’s

WITHOUT a database, your business is built ONLY for today. 



EXPLAIN that, for example, these 100 people are in your market.
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Why Use a Database?



EXPLAIN that out of the 100, 65 are looking to be homeowners and 35 are not.
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Why Use a Database?



EXPLAIN that out of the 65, 58 of those people are off the market. The remaining people (7) 
are your today business. 
EXPLAIN that if an agent is working without a database, and is only focused on today’s 
business, they’re focused on finding the “orphan” (the person who isn’t already represented by 
an agent) out of those 7. 
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Why Use a Database?



SUMMARIZE that according to NAR, people move every 10 years. If they are only focusing on 
people doing business today, they are only focusing on 10% of the business that can be done.
EXPLAIN that if they consider all their contacts as potential clients (their tomorrow business) 
they automatically have a much bigger market. Taking control of their database and having a 
consistent approach to their contacts is how they build a path to their future. 
ASK participants if they have any aha’s before moving on. 
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Why Use a Database?



EXPLAIN that the average ROI is from 10:1-14:1, but some KW agents have reported an ROI 
as high as 40:1. A 40:1 ratio  is possible by communicating consistently with your database, 
specifically your Sphere of Influence. It is possible to see a higher ROI through gaining repeat 
and referral business through your SOI. 

EXPLAIN with each customer there will be 3 associated costs:
Generating that lead
Converting that lead to a customer
Converting that customer into a referral. 
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To take advantage of a predictable ROI. 

10:1 – 14:1
Average ROI

For every dollar that you invest in your database 
activities, expect at least $14. 

Consider: It is possible to get much more with repeat and referral business

Why Use a Database?



SUMMARIZE that associated with their database, there are three important considerations:
The lowest lead cost is working with their SOI, existing customers and people who know and 
like them. Remember people do business with people they know and like!
When a database is maintained properly (and is developed) it will begin to produce leads in the 
form of repeat and referral business.
Having a database, like using Command, makes it easier to engage in consistent follow up. 
EXPLAIN that next they will be learning how to develop their database.
ASK participants if they have any questions or aha’s before moving on.
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To take advantage of a predictable ROI. Three important considerations:

1. Lowest Lead Cost - The cheapest customer acquisition strategy is 
to work with existing customers and people who know and like you. 

2. Lowest Conversion Cost - When properly built and maintained, a 
database will actually end up producing its own leads in the form of 
repeat clients and referrals; and it will also have the lowest 
conversion cost. 

3. It Pays for Itself - A database makes it easier to do consistent 
follow up. And when you’re good at consistent follow up, the 
resulting leads will end up paying for themselves.

Why Use a Database?



OVERVIEW the next topic on the agenda.
EXPLAIN that in this next section you will be covering the following regarding a database:
Feed it consistently
Segment it into groups
Engage it with a touch campaign
Tend it over time
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EXPLAIN there are two ways to feed their database- prospecting and marketing. 
Marketing- requires money. It is passive, meaning that you wait for the leads to find you.
Prospecting- requires time. It is proactive, meaning that you are doing the groundwork to find 
the leads.
EXPLAIN that just one approach may not be best, but it is best practice to be prospecting 
based, marketing enhanced. 
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Feed it 
consistently

Segment it 
into groups

Engage it with 
a touch plan

Tend it 
over time

MARKETING

 Time intensive

 Proactive

 Immediate results

 Money intensive

 Passive

 Long-term results

PROSPECTING



EXPLAIN that people respond best when communication reflects what matters to them. That is 
why it is important to have conversations with their database, and not just about real estate. 
Then, leverage those conversations to find commonalities among contacts and use that 
information to segment their databases. 
EXPLAIN that in Command, their database is already segmented into the two larger groups, 
leads and contacts. They can segment it even further with tags. Once they know these 
qualities/interests/hobbies, they can group their clients for effective communication at larger 
scale. 
EXPLAIN that whenever possible, the messages they communicate to their database should 
be relevant to the customers likes, dislikes, personal interests, and any past interactions with 
you. 
REVIEW the examples of how they can segment their database.
ASK participants to share other ways they can tag and organize their database.
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Feed it 
consistently

Segment it 
into groups

Engage it with 
a touch plan

Tend it 
over time

• Business Relationship
o Someone who hasn’t done any business yet
o Active client
o Past client 
o Someone who’s referred business
o VIP (serial repeat/referral)

• Hobbies and Interests
• Property Type
• Investors
• Vendors

Example 
Tags



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. 
DEMONSTRATE creating a custom tag in Command and assigning the tag to 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
ASK participants if there are any questions before proceeding.
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Tech Demo: 

Custom Tags



EXPLAIN that a database allows them to systematically keep in touch with their customers, 
and it has the information you need to start a conversation. 
REMIND them that even if they are just beginning to establish their database, it will be 
segmented automatically into the two larger groups, leads and contacts.
EXPLAIN that as they grow their business, they will need to focus on staying in touch with their 
database through systematic communication through touch campaigns (SmartPlans in 
Command can also be leveraged to communicate automatically with their database).  
INSTRUCT participants to turn to page 5 in their Participant Guide. 
REVIEW the suggested touch campaigns for each segment of their database, leads and 
contacts.
19 to Connect

4 phone calls
12 monthly touches (email, newsletter, market report, video, etc.)
2 touches (promotional direct mail)
1 annual touch (event, party, movie screening, get together, etc.)

36 to Convert
4 phone calls
26 bi-weekly touches (offer information of value to the consumer)
2 touches (events, get together, party, etc.)
4 touches (promotional direct mail)

SUMMARIZE that their business is sustained through their relationships with their leads and 
contacts.
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Feed it 
consistently

Segment it 
into groups

Engage it with 
a touch plan

Tend it 
over time

Leads Contacts
People who you have the right to at least have a 

one-way conversation with. 
Connected by permission or because you know them. 

They are interactive and value based. 

TOUCH CAMPAIGN: 19 to Connect TOUCH CAMPAIGN: 36 to Convert

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

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 people like to do business with people that they know and like. Getting to know 
someone allows you to treat them like a friend or actually become friends. When you do this, 
you’re building a culture that’s not about what customers pay you, but how they perceive you. 
This will show up in your reviews and testimonials. 
ASK participants “How do you ensure you get the reviews and testimonials that you need?”
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Feed it 
consistently

Segment it 
into groups

Engage it with 
a touch plan

Tend it 
over time

There’s two ways to tend your database: 

Build a culture around testimonials and reviews. 1



EXPLAIN that in addition to leveraging their SOI for testimonials and reviews, it is important to 
make sure they are regularly updating and pruning their database.
EXPLAIN that they should be using their calls with their contacts to make sure they have the 
most up-to-date contact information recorded.
EXPLAIN that pruning their database regularly is also just as important as having the right 
information. To make sure their database is as healthy as it can be, they should be able to 
answer these three questions:
1. Are the right people in it?
2. Is their data is accurate? 
3. Are they in the correct groups?
ASK participants if they have any questions or aha’s before moving on.
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Feed it 
consistently

Segment it 
into groups

Engage it with 
a touch plan

Tend it 
over time

There’s two ways to tend your database: 

Build a culture around testimonials and reviews. 

Regularly update and prune your database.

1

2



OVERVIEW the next topic on the agenda.
Recap for Aha’s
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INSTRUCT participants to turn to the corresponding page 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 Power Session 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 
was 
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? 



OVERVIEW the next topic on the agenda.
Build Daily Success Habits- 3-hour session. Includes:

Script practice
Lead generation 
Update contacts and follow-up
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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10 Contacts Added

10 Conversations a Day

10 Handwritten Notes

10 Home Previews per Week

Spark: Goals to Set Your Career on Fire



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 a 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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Scripts

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.

32

March 2020

©2020 Keller Williams Realty

Spark 4: Your Database is Your Business

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 met-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 for these appointments where appropriate.
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Real-Play:

Lead 
Generation

Calling with 
Scripts

1 hour



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. 
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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Real-Play:

Contract 
Practice

30 minutes



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?

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

38

Spark 4: Your Database is Your Business March 2020

©2020 Keller Williams Realty Inc.

To Do
Should 

Do
Priority Task

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

Create 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/279FL3D

Scan QR code to 
access survey

Or type in this link
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