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Notices
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grams 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 Licensee 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 Wil-
liams 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 Millionaire 
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.



WELCOME participants to the session: Prospecting. 
DO: 
Introduce yourself briefly if there are new participants.
Set expectations for the duration of the session, timing of lunch or breaks.

EXPLAIN that after this session, participants will be able to:
Participants will be able to describe prospecting and how it contributes to their lead generation 
efforts.
Participants will be able to explain different prospecting methods.
Participants will learn how to develop their own prospecting plan.
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SAY: Today, these are the skills we’re going to focus on. 

Lead generate for buyers and sellers

EXPLAIN that their prospecting path is their map to lead generation success. They have already 
covered the basics in the Spark session, Understand The Lead Generation Model. 

ASK for a participant to summarize what prospecting is. Allow time for 1-2 participants to respond. 

EXPLAIN that prospecting is the lead generation effort that is proactive and direct. The agent is 
proactively going “out” to find leads to bring into their database. 
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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



REVIEW the agenda for the one-hour session for the group. 
Connect prospecting to lead generation
Dive deep- Prospecting methods
Take action and develop your plan
Recap and create your success list

EXPLAIN that after this section participants will be able to describe prospecting and how it 
contributes to their lead generation efforts.
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REVIEW the flow of the lead generation model. Emphasize that prospecting and marketing are their 
lead generation efforts that bring leads and contacts into their database. Lead generation (whether 
it’s prospecting or marketing) should never be a practice that an agent stops, without leads and 
contacts they won’t have the possibility for any closed transactions, and without a closed 
transaction they cannot get paid. 
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EXPLAIN that lead generation should always be purposeful and intentional; lead generation is the 
life of an agent’s business.

EXPLAIN that lead generation is taking a message and using a method to drive that message to a 
desired audience. We call this the message and method of your lead generation—or “The Two M’s”. 
Message: needs to match your market and it needs to make an offer for immediate response. 

Should match the market by tailoring the intended message to the sentiments and market 
conditions of a target group in the area in which you operate.
The message should have a call to action that can be direct (ex: call me now) or indirect (ex: 
look at my website to learn more).

Method: There are two primary methods of getting your message out to your target group—
prospecting and marketing. 

EXPLAIN that this session will only cover prospecting and highlight that there will be an Ignite 
Elementals session on Marketing that they can attend.
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Direct 
Offer

Indirect
Offer

Response
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Prospect Market
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EXPLAIN that lead generation methods should be prospecting-based, and marketing enhanced. 

REVIEW briefly that 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.
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MARKETING

 Time intensive

 Proactive

 Immediate results

 Money intensive

 Passive

 Long-term results

PROSPECTING

B
e 

P
ro

s
p

e
c

ti
n

g
 B

as
e

d

CONSIDER: Why is it best to be prospecting based, marketing enhanced?



ASK participants to turn to page 4 in their participant guide.

EXPLAIN that there are a variety of prospecting methods to share their message through. 

ASK participants if they have tried any of the methods and to share their experience with the group.

ALLOW time for participants to share. 

ASK “How do you think it is best to approach prospecting? Do you think it is best to select several 
methods to try at once or is there a method that would be best to follow?”

SHARE your experience with selecting prospecting methods.
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Prospecting

1. Phone or Face to Face
1. Listings without agency

1. FSBOs (For Sale By Owners)
2. Expired Listings

2. Circle Prospecting
1. Neighborhoods
2. Apartment Complexes
3. Recently Sold Listings
4. Recently Listed Properties

3. Community Outreach
1. Charity 
2. Volunteer Work

4. Key Relationships
1. Corporations
2. Builders
3. Banks
4. Third-Party Data Companies
5. Investors

5. Teaching and Speaking Opportunities
6. Meals
7. Door-to-Door Canvasing
8. Networking Events
9. Booths and Kiosks
10.Walk-ins



OVERVIEW the next topic on the agenda.

EXPLAIN that after this section participants will be able to explain different prospecting methods.
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EXPLAIN that they are going to be taking a deep dive into the different prospecting activities listed 
on the screen:
Door knocking
Agent to agent referrals
Open houses
Social media

SAY “Raise your hand if you have tried or currently use any of the prospecting activities listed.”

ASK participants to share what they did and the results that the prospecting had for the business. 
Share your own experience as well. 
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Prospecting Opportunities

Be Prospecting Based, Marketing Enhanced

Open Houses

Social Media

Agent to agent referrals

Door Knocking



INSTRUCT participants to refer to page 5 in their participant guide.

EXPLAIN door knocking and its benefits:
Can help jump-start your business

You can promote your business by talking to potential clients and provides you the chance to 
promote open houses

Face to face contact 
Provides the opportunity to ask for business, offer advice, or be an available resource

Build a farm
People remember who you are
Ability to enhance your prospecting with marketing materials (not required)

Leverage Monthly Neighborhood Nurture information when appropriate

ASK participants to raise their hands if they have gone door-knocking.

ASK “What are some limiting beliefs that you have around door-knocking? How have you or how do 
you plan to overcome those limiting beliefs?”

ALLOW time for participants to share. 

EXPLAIN the model for door knocking (on the slide):
Approach-

Know your script, ready your mindset and materials, knock and step back to create space
Act-

Actively listen, come from contribution, offer value (app, flier, etc.)- what are your needs? 
How can I help you?

Ask-
For business, for referrals, for permission to stay in touch

Advance
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Prospecting Opportunities

Be Prospecting Based, Marketing Enhanced

Door 
Knocking

ASKAPPROACH ACT ADVANCE

Model:



Add contacts to your database, add contacts to touch campaigns (SmartPlans- MNN-
Monthly Neighborhood Nurture)
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INSTRUCT participants to refer to page 6 in their participant guide.

EXPLAIN that referrals will come from agents they know and agents they meet. Your goal should be 
to make sure you are “top of mind” with agents so they think of you first when they need to refer. 
You are competing with other agents for their attention, and you should be constantly thinking of 
creative ways to stand out, be different, and be remembered.  

REVIEW the agent to agent referrals model
Grow
Manage
Maintain

DISCUSS the steps included for growing their network in their participant guide. 

ASK, “How do you grow your referral network?”

ALLOW time for participants to share.

ASK, “How do you stay top-of-mind?”

ALLOW time to share
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EXPLAIN that Command makes it simple to not just grow their referral network, but to manage the 
referrals they send out or accept.

DEOMSTRATE Referrals in Command:
How to access referrals
How to add an agent to their network
How to send a referral

EXPLAIN that another way to capture an agent's information for their referral network is to scan QR 
codes (using Command mobile/Kelle).

DEMONSTRATE how to scan a QR code to add an agent to your database.

ALLOW time for participants to scan each other's QR codes.

TELL participants that one of their tasks before the next session is to continue adding referral agents 
through Command.
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Prospecting: 
Command 
Referrals

• Send/receive referrals

• Broadcast a referral

• Map search features



EXPLAIN that open houses also have a great potential for attracting leads. Holding open houses will 
put you in the path of an opportunity to meet people, add to your database and set appointments. 

ASK participants to find a partner or a small group directly around them to work with. 

ASK, “Why are open houses a great lead generation opportunity?”

ALLOW 5 minutes for the groups/partners to discuss their responses

ASK 2-3 people to share their responses once the 5 minutes is over.

EXPLAIN that open houses are inexpensive and have a great return on investment. Agents can also 
start to build a reputation around their name in specific neighborhoods.

SAY that it is important to take advantage of each phase (before, during and after) of an open house 
to promote your services to your database- consider what marketing materials can be leveraged to 
enhance the prospecting activities involved in an open house

REVIEW the chart on page 7 of their participant guide.

ASK how can you leverage promotional materials (like fliers, signage, social media) to enhance your 
prospecting?

ALLOW time for participants to share their ideas.

INSTRUCT participant to refer to page 8 in their participant guide. 

EXPLAIN that understanding the open house prospecting model can help agents become purposeful 
with their open houses.
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PREPARE PROSPECT PURSUE

Model:



REVIEW the open house prospecting model:

PREPARE
Explain that the first step, Prepare, is about setting up for open house success.
Review the first prepare page in the participant guide, page 8.
Review the prep time schedule in the participant guide, page 8.
Allow time for participants to fill in their schedule, page 9.

PROSPECT
Explain that the second steps is Prospect, which focuses on promotion and hosting.
Review the prospect page in the participant guide, page 10.
Ask participants to get with a partner or small group close to them.
Ask participants to produce a list of probing questions (open-ended questions that 
require more than a yes or no response) they can use to qualify leads at an open 
house. They can use space in their participant guide to write their ideas, page 10.
Allow time for the partners or groups to share the questions they brainstormed.

PURSUE
Ask participants to look at the Open House Model: Pursue section on page 10 of their 
participant guide. 
Explain that the final step in the model is to pursue which is based on follow up and 
conversion.
Explain that Command offers an easy way to stay top of mind with the contacts they 
have in their database.
Explain that once a contact is in their database, they can then be added to a 
SmartPlan which will help automate the process of following up.

SUMMARIZE that an open house is a sales event that is preceded by a systematic process 
and surrounded by a wealth of lead generation opportunities. 
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EXPLAIN that as they prospect it is important to add the contacts to their database and to take 
action on those contacts immediately by adding them to a SmartPlan in Command. 

DEMONSTRATE how to add: 
A contact. This is what they will do once they capture a new lead from an open house (or any other 
meeting situation).
Tags to the contact. An idea for this is to tag the contact with where you met them, i.e. an open 
house.
The contact to the Cultivate phase of an Opportunity. 
The contact to a SmartPlan to stay top-of-mind.

If they are struggling to assign a contact to a SmartPlan, recommend that they add the 
contact to a Monthly Neighborhood Nurture SmartPlan.

EXPLAIN Pairing a Monthly Neighborhood Nurture with a Quarterly Call SmartPlan takes your touch 
plan even further. The Quarterly Call allows you to follow up with your contact on their 
neighborhoods of interest and their interest in the information you have sent via email.
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Prospecting: 
Add contacts, 
follow up, stay 
top of mind

• Add contacts

• Add tags

• Add them to Cultivate phase

• Add them to a SmartPlan



EXPLAIN that it is important to stand out at an open house. 

ASK “Why do you think it is important to stand out at an open house?”

SHARE the tips on how an agent can stand out at an open house:
Host a speaker: 

A guest speaker, such as a general contractor or home stager, may draw more of a crowd. 
Your potential buyers may also be looking to sell their own homes, so a stager can offer tips 
to spruce up a home for sale. 

2. Offer a gift/interactive game:
Hold a raffle, such as by raffling off a gift certificate. Plus, with a raffle, buyers will have to 
share their contact information with you, which you can then use to follow up. If there’s ever 
a price change on the house, be sure to notify them.
Idea: House Scavenger Hunt.

Give visitors a card with clues and questions to answer as they tour the home. Some 
example questions are: How many fireplaces does the home have? Which room had 
an inviting window seat overlooking the backyard terrace? Which rooms featured 
custom built-in shelving? Not only do you give prospects a reason to pay closer 
attention as they do a walkthrough, but you also teach them about the home’s 
features, which they may find appealing. 

3. Get the house in showing shape: 
You'll want the house looking its best outside and in. Instruct your sellers to trim shrubs, 
unclutter rooms, shampoo rugs, add a fresh coat of paint, check the home's smell (Tip: Try 
fresh-baked cookies for a welcoming scent), and clean absolutely everything.

4. Go Live: 
Engage your social media followers by going live at your open house. Create an event on 
Facebook, then during the time of the event, tease your audience with a sneak peak of the 
home. 
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Houses
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Stand out:



ASK participants to share other ideas they have regarding standing out at an open house.

ALLOW time for participants to share. 
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TELL participants that social media prospecting has become an important lead generation strategy in 
many real estate businesses – and for good reason. When used correctly, social media allows you to 
instantaneously connect with potential clients and begin to build relationships that will result in 
more business.

EXPLAIN that social media allows them (the user) to create content and to share content with an 
audience. That audience is made up of people they know or sometimes it is shared with people they 
may not personally know. 

REVIEW the different social media channels (these are the channels supported by Command)
• Facebook
• Instagram 
• Twitter
INSTRUCT participants to refer page 11 in their participant guide.

EXPLAIN the social media prospecting model:
Select a social media strategy. You will need to consider:

The social media platforms you want to post on
A schedule for posts 
Your branding
Creating a social media presence for your business (Business page)
Create a posting schedule
Create drafts of the posts you want to schedule

Seek prospects
Who are you going to target

Location
Audience interests

Share
Post content
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Media

SHARESELECT SEEK SERVICE

Model:



Share posts
Monitor post performance (can monitor status of campaign from Command if post is 
made using Command)
Post scheduling (Command allows posts to be created and shared ahead of time)

Service
Communicate with people who interact with your posts
Add new contacts to SmartPlans to follow up
Respond to inquiries in a timely manner
Acknowledge reactions
Send private follow-up messages
Engage with active connections
Return the “like”
Ask for business: “Who do you know?”
Nurture and Convert: Follow up!
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EXPLAIN that now they understand the model to use with their social media prospecting, they can 
consider what they want to include in their posts. 

EXPLAIN that later in the session they will start to dig into social media through a mastermind. This 
section will just start the thinking process of what type of posts they want to create on social media.

EXPLAIN that it will be hard to find success unless they are willing to engage with their audiences by 
asking questions and addressing lifestyle as opposed to just business. 

REVIEW that earlier in the session they discussed the Personal Perspective of the 80/20 Principle. 
This principle can also be applied their social media tactics.

EXPLAIN that applying the 80/20 rule will avoid lead generation burnout and will keep you 
connected with your followers. This means your posts should be 80% personal and 20% business. 
Think of social media as a social conversation. You can get more strategic with your posts by using 
past performance as a guide. Glean insights from how your posts perform in terms of reach and 
reaction from your unique audience. 
You can view campaign performance metrics in Command. 
You may find that your audience doesn't like seeing anything from your personal life, but they love 
the informational articles you share. Or maybe they only want to see listings and don't engage with 
any of your event postings. Use this information to keep your following engaged and growing. 

EXPLAIN some best practices for the 80/20 rule. 
80% Personal- show the world who you are. Social is a great sales and marketing tool but balance 
your business posts with some that show off your personality, values and aspects of your daily life. 
20% Business- keep your content relevant, consumable and appealing. 

Make sure to keep your content relevant, consumable and appealing. Some tips: 
Create a photo album for every new listing you add.
Mark each milestone for your career and for your clients, including celebrating each 

17

March 2020

©2020 Keller Williams Realty

Elementals 1: Prospecting

Prospecting Opportunities

Be Prospecting Based, Marketing Enhanced

Social
Media

80%
Personal

20%
Business



buy and sell on their behalf.
Talk about positive experiences you've had with clients and other agents.
Give nods to collaborations in your market center.
Share resources and articles that you think will help or provide value to your 
clients!
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OVERVIEW the next topic on the agenda.

EXPLAIN that after this section participants will learn how to develop their own prospecting plan.
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SUMMARIZE that now they understand how to use a variety of prospecting methods it is time to 
revisit how to get purposeful about the lead generation activities they choose to do.

EXPLAIN that the average Millionaire Real Estate Agent gets most of their business from their top 
two lead sources and 90% of their total business from their top five lead sources (or less). 

REVEAL that based on a recent survey our KW Research team conducted, the top lead generation 
sources for Millionaire Real Estate Agents were:
Referrals
Sphere of Influence (Non-Referral)
Repeat business
Purchased Leads 
Yard Signs 
(Continuing with Pay per click, open houses, other, telemarketing and farming)

REINFORCE that this doesn’t mean these are the sources that they need to implement nor are they 
the lead generation sources that will be guaranteed to work for them. The goal is to make their lead 
generation methods based on ones that work for their business and play to their personal strengths.

EXPLAIN that what is important is prospecting to their personal strengths. KW research has 
discovered that almost any form of prospecting (or marketing) can be effective—just not 
everywhere or for everyone. Prospecting can make your goals become a reality if you prospect to 
your strengths. Don’t get drawn into prospecting (or marketing) methods that produce one or two 
transactions every now and then. Each time you take on a new lead generation method or 
marketing tactic that produces fewer transactions than your 20%, you’re stealing time and money 
that could have been spent better somewhere else. 

REVIEW page 12 in their participant guide. 

ALLOW time for participants to answer their own questions.
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INSTRUCT participant to refer to page 13 in their participant guide. 

EXPLAIN that it’s easier to master and scale one or two lead generation methods in their business. 
This is their opportunity to identify what is working for their database, focus their lead generation 
path, and master their top sources. 

EXPLAIN that they are going to be making a list to help them see where their leads are coming from 
and how to narrow in and focus their efforts.

REVIEW the example on the slide.
The first list is just an overall list of how the example agent gets their leads. This list is in no 
particular order.
The next list they have ordered the same lead sources as most productive to least
Finally, following the model that we have been discussing they have identified their top 5 sources. 
This is where this agent will focus their efforts.

INSTRUCT participants to follow the steps below to determine where they should focus their lead 
generation efforts:
List your current lead generation sources and the number of leads received from each source.
Prioritize your sources. Which sources provided the most leads? What are your strengths and where 
were you most successful? 
Focus on the sources that have proven to be successful. What are the lead generation sources that 
lead to 90% of your business? What sources will you focus on based on your strengths?

ASK participants to share: ”Which lead generation activities are driving your success?”

ALLOW time for participants to share. 

ASK “Have you been focusing your efforts on your top 5 most productive sources?”
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1. Door knocking (10)

2. Calls to sphere (7)

3. Agent referrals (2)

4. “19 Connect” newsletter (7)

5. FSBOs (2)

6. Open houses (5)

7. Social Media (14)

8. Sign calls (4)

9. Website registrations (4)

10. Client parties (4)

1. Social Media (14)

2. Door knocking (10)

3. Calls to sphere (7)

4. “19 Connect” newsletter (7)

5. Open houses (5)

6. Sign calls (4)

7. Client parties (4)

8. Website registrations (4)

9. FSBOs (2)

10. Agent referrals (2)

List Prioritize Focus

1. Social Media (14)

2. Door knocking (10)

3. Calls to sphere (7)

4. “19 Connect” newsletter (7)

5. Open houses (5)

Prioritize Your Lead Generation Efforts

Take Action and Develop Your Plan



ALLOW time for participants to share. 

REMIND participants that there is no “one-size fits all” approach. They need to evaluate what 
works best for them, their market, and their personality/strengths.
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ASK participants to turn to page 14 in their participant guide.

EXPLAIN that they will be using pages 14- 16 in their participant guide to develop an action place for 
putting prospecting into place.

EXPLAIN the instructions:
Part A:

Complete independently: Participants will list the top 3 prospecting methods they are 
interested in using for their lead generation.

Part B:
Complete independently: Participants will use the three methods selected from Part A and 
write them across the top of the table in sports 1, 2, and 3.
Underneath each section they will brainstorm the pros and cons of using that method of 
prospecting.
ASK participants to share one method they selected and a pro and a con that they listed. 

Part C:
Complete Independently: Participants will select ONE prospecting method from part B that 
they want to continue with.
They will list the method at the top of the table
Underneath they will draft responses to the questions/considerations on the left-hand side.
ASK participants to share the method they selected and their response to any of the 
questions/considerations. 

Part D:
Complete independently: Participants will continue using the method selected from Part C.
Ask participants to brainstorm potential problems/issues that may arise when using that 
method of lead generation.
For each identified issue, they need to brainstorm something they could do ahead of time to 
prevent the issue from occurring. 
Optional: Partner participants up after they complete Part D to discuss and get feedback 
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from their partner.

SUMMARIZE by asking a participant to share a potential issue from Part D and how they 
would plan for it. Ask for feedback from the other participants in the room. 

OPTION:
Activity can be completed on participants own time after class is complete and turn it into 
the productivity coach afterwards.
Participants can complete Part C and Part D for the other 2 prospecting methods and bring it 
back to class. 
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OVERVIEW the next topic on the agenda.
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INSTRUCT participants to turn to page 17 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? 



SAY Now we will transition to our Daily Success habits

OVERVIEW
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 Elementals is for participants to get their first contract and closing. 
The tasks (on the slide) are the activities they need to do to grow and run their business.

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 FireElementals: 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 



T
IME: 30 minutes

CHOOSE a relevant script from the Elemental 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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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?

29

March 2020

©2020 Keller Williams Realty

Elementals 1: Prospecting

Real-Play:

Lead 
Generation

Calling with 
Scripts

1 hour



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



ASK participants to pull out a blank Plan Your Day page from the Toolkit.

REMIND participants the Daily 10-4 at the top should also be incorporated into their success list 

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.
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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/7D55983

Scan QR code to 
access survey

Or type in this link
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