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Book Description 
 

Ignore the traditional models of real estate sales and the big team models of the 
bourgeois brokerages! Did you know that according to the National Association of 
Realtors, the average real estate agent in the United States is currently earning 
only between $30,000 and $45,000 per year? Add to that the concern over 
whether the middle class is really quickly evaporating. If such is the case, why 
bother? The truth is you will never get rich by working for someone else. If you 
are new to real estate sales, and you have an entrepreneurial spirit, then you will 
be better off financially by charting your own course, from the beginning, 
towards becoming known as a celebrity real estate entrefluencer.  
 
This book will show you the strategies and tactics to build your real estate brand, 
based on extensive research from experts in network marketing, and other 
related fields, as well as reveal a few tricks from the social media influencers and 
the gig economy of today, to help you start earning more money, while working 
less hours, than the broken traditional real estate sales model the big players 
would have you follow (and further build their going concern value. What if, as an 
alternative, you focus on building your brand reputation so that you have clients 
calling you to sell their homes? If you want to earn much more than the average 
real estate agent, yet work less hours, then Entrefluential Networking for Real 
Estate is your new instruction manual. This step-by-step guide will show you how 
to become a financial genius in real estate by teaching you: 
 

 How to Create a Successful Real Estate Business by focusing on Service 

Quality, 

 How to Attract Clients Using the Synaptic Bridge Theory of 

Networking, 

 How to Develop Power and Influence in Real Estate, 

 How to Nurture Relationships  to Scale Your Referral Business, and 

 How to Brand Yourself as a Celebrity Real Estate Entrefluencer by 

partnering with Strategic Allies (Social Media Influencers) to expand 

your Market Reach. 
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LEGAL DISCLAIMER 
 

No Legal Advice Intended 

The contents of this book are intended to convey general information only and 
not to provide legal advice or opinions. The contents of this book should not be 
construed as, and should not be relied upon for, legal or tax advice in any 
particular circumstance or factual situation.  The information presented in this 
book may not reflect the most current legal developments. No action should be 
taken in reliance on the information contained in this book and the author 
disclaims all liability in respect to actions taken or not taken based on any or all 
of the contents of this book to the fullest extent permitted by law. An attorney 
should be contact for advice on specific legal issues. 

 

No Attorney-Client Relationship Created 

Nothing in this book is an offer to represent you, and nothing in this book is 
intended to create an attorney-client relationship. An attorney-client relationship 
may only be established through direct attorney-to-client communication that is 
confirmed by the execution of an engagement agreement. The content of any 
unsolicited email sent to the author, or to the author’s agents and/or associates, 
affiliate partners, or third-party vendors does not create an attorney-client 
relationship and the contents of such unsolicited email shall not be considered 
confidential. Therefore, do not use the email address available in this book to 
provide confidential information about yourself or a legal matter to the author or 
any of the author’s agents and/or associates, affiliate partners, or third-party 
vendors. 

 

No Guarantee of Results  

The author’s biography and practice area summaries are not intended to indicate 
or guarantee that any of the same or similar results can be achieved in future 
matters; the outcome of a matter depends on a number of factors. These 
biographies and summaries are intended only to provide general information 
about the experience of the author. 
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Authorized Practice of Law 

While the author has a law degree, the author is a non-licensed attorney and is 
not engaged in the practice of law in any state or foreign jurisdiction. The author 
is a licensed real estate broker in the state of Florida. This book is not intended as 
advertising or as solicitation for legal services or real estate services, it is written 
for educational purposes only. Reading this book does not constitute the author’s 
direction of this book into any particular state where this book is not in full 
compliance with all state and federal laws and ethical rules of any board of 
Realtors, or where the author is not licensed to practice real estate brokerage 
services.   
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Preface 
 

Dear Reader: 

Congratulations on taking your first (or next) step to growing your real estate 
business using network marketing (not to be confused with multi-level 
marketing). Network marketing is when you market to your network (a/k/a 
networking), which includes marketing real estate sales and rentals, property 
management, and property valuation, such as BPO work. Conventional wisdom 
says that knowledge is power. But I would add that knowledge only becomes 
power with application.  

 

If you are reading this book, then you undoubtedly want to grow your real estate 
business and are looking for some fresh information on how to do that. (Or 
you’re just very bored and came across this text by happenstance, which is highly 
unlikely.) So, you’ve done your part, at least the first critical part, in growing your 
business – you’ve found new knowledge on the subject of real estate business 
development via network marketing. 

 

By writing this book, I hope to illuminate the importance of Network Marketing 
(also known as word-of-mouth marketing) while I build my case on (I) the 
importance of beginning with service quality, (II) how to 10X your referrals by 
using the synaptic bridge theory of networking, (III) how entrefluence (a term I 
created to describe an influential entrepreneur) in real estate is powerful, (IV) how 
to brand yourself as a celebrity real estate entrepreneur: (the entrefluencer), and 
(V) how to nurture relationships as an entrefluencer.  

 

This book will also provide you with several tactical lessons and action steps on 
how to implement these networking strategies to attract more brand 
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ambassadors and earn 10X more referrals. By the end of this book, you will agree 
with me that networking is the best form of marketing and client-retention, and 
arguably more important than new business development; in accordance with the 
80/20 Rule, it is where the bulk of your business will come from with the least 
amount of effort. Here’s how the Pareto Principle (80/20 Rule) will come into play: 
Upon examination of seasoned real estate professionals, one can see that 
approximately eighty percent of their business generally comes from twenty 
percent of their marketing efforts. Put another way, eighty percent of your future 
business will come from referrals (this includes current clients, previous clients, 
raving fans, colleagues, and everyone else in your sphere of influence - people 
who know, like, and trust you.) Referral-based marketing is called Word-of-
Mouth Marketing (WOMM) and belongs in every real estate agent’s Marketing 
Mix.  

 

Returning to the Pareto Principle in real estate, if 80% of a seasoned agent’s 
business is referral-based, then new business development (lead generation, 
follow-up, nurturing, and conversion) accounts for only 20% of the agent’s 
business. This is counter-intuitive. Put another way, only twenty percent of your 
closed sales will come from new clients. That’s 2 out of 10 clients. This can appear 
daunting when you consider that you’ll invest 80% of your marketing efforts for a 
measly 20% return on investment (ROI) of your time, energy, and money. It also 
means that you’ll spend 80% of  your marketing dollars on sales funnels and 
other pillars of marketing to generate 20% of your income. I’ll give you a moment 
to let that sink in.  

 

If you’re like me, you probably had to chew on that discrepancy for a bit, and 
then you were probably thinking “WHAT?”, shaking my head (SMH)! It seems 
unfair that EIGHTY PERCENT of the hard work and effort that I do will only 
produce a measly twenty percent of the results. Why do it, then? That’s a fair 
question. So, here’s the answer. All of that hard work and effort you put in, or 
invest, in your business daily to produce that TWENTY PERCENT of the results 
(essentially, that means immediate to short-term sales, generally nurturing new 
leads for six to nine months) will later account for EIGHTY PERCENT of your future 
business in the form of REFERRALS! Put simply, you’re planting seeds today for a 
harvest tomorrow. So, keep doing it!  
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In the next five chapters, you will see how this plays out in the world of real estate 
with illustrations, business tips, and actions steps. I will give you the “HOW-TO” 
instructions in a “swipe ready” format so you can take these lessons and 
implement them immediately in your own business right away; the sooner the 
better, right? Why? Because, as the old Chinese proverb says, and I am 
paraphrasing, “if you want to grow a tree, the best day to plant a seed was 
yesterday. But the second-best day is today.”  So, start planting those seeds today, 
and happy reading. 

 

Cheers, 

 

John W. Tanner 
John W. Tanner, J.D.|M.S. 
Lic. Real Estate Broker | Owner, 
Coleman Tanner Realty 
Entrepreneur | Author | Speaker | Instructor 
www.johnwtanner.com 
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Prologue 

Once upon a time there were three little pigs. They used to LOL all day, 

frolic and play, eat mud pies, and they tried to stay away from trouble. But one 

day, trouble found them. The Big Bad Wolf was traveling through the forest when 

he heard the little pigs frolicking about. He decided that he would invite these 

three little pigs to his new barbeque joint to be his guests of honor. The pigs tried 

to hide, but the wolf was relentless! Thus, deciding that it was no longer safe to 

live outdoors, the three little pigs proceeded to discuss plans for building a house 

that would give them a barrier of protection. 

 
Well, as you have likely already heard this story, you know these three little 

pigs could not agree on what building materials to use, so they decided to part 

ways, to have it their way. The little pigs each would build their own homes using 

whatever materials they preferred, albeit individually. The first little piggy opted 

to make his house out of straw. The second little piggy decided he would make 

his home out of twigs, while the third little piggy decided he would make his 

house out of bricks.  

 

The first two pigs laughed at the third pig, saying things like, “it’s gonna take 

forever for you to build that house, it isn’t worth the effort!” and “you’re gonna 

spend a lot more money on your home, the benefit isn’t worth the cost!”  

But the third little pig was confident that he made the right choice and, being 

resilient, he kept working every day while the other two little piggys played.  
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Then one day, as you might recall, the Big Bad Wolf came back. This time, 

the three little piggys were prepared, or so they thought. Each pig ran into its 

new home, respectively, to hide from the mean wolf, but hiding was futile. The 

wolf had a keen sense of smell, which led him to the straw hut first.  

 

The Big Bad Wolf yelled, “Come out little pig and get in my belly!”  

(Okay, so that line was partially borrowed from the film, Austin Powers; I 

embellished a bit. Let’s go back to the story.)  

 

The wolf yelled, “Come out, or I’ll huff, and puff, and blow the house down!”  

The first little pig, now quivering, responded, “What you talkin’ ‘bout, Wolfis?” 

“I’m not comin’ out there, not even by the hair of my chinny, chin, chin.” 

 

So the wolf did his thing. He huffed, he puffed, and he blew the straw house 

down, leaving First Pig exposed with no structure to protect him from his 

imminent death. The little pig ran as fast has he piggishly could, until he reached 

the home of his brother, Second Pig. His safety was short-lived, unfortunate as it 

were, for the Big Bad Wolf was not far behind, and he had already picked up the 

scent of Second Pig. When the wolf arrived at the entrance to the straw house, 

First Pig was already inside his newfound refuge, still trembling and heaving from 

his quick run.  

 

The wolf yelled out to the two pigs, “I’m Baaaack! Now come out of your 

shabby twig hut or I’ll huff and puff and blow the house down!” Second Pig replied, 

“No way, Jose! We will not be coming out to end up as your feast you, 

Baconator!” So, Big Bad Wolf stepped back and did his thing, again. Down came 

the twig house. The two little pigs ran for cover, but there was nowhere safer 
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than the home of their brother, Third Pig. The first two pigs were lucky that their 

brother had been self-confident and wise enough to ignore their previous 

criticisms; having built his home with bricks would soon prove to be in their favor.  

 

You know the end of the story. The wolf tried and tried to blow down the 

walls, but he could not bring their house down because it was made of hurricane 

proof bricks and mortar. The bricks proved to be stronger than the wolf’s hot air. 

Exhausted from huffing and puffing, the wolf gave up and returned to his own 

home, deep in the forest. He would have to find other prey for his barbeque 

business venture. 

 

The moral of the story is this: you get what you pay for.  

 

You know this – and so do your prospects. So, if you want to convert leads to 
clients and keep them coming back for more - telling their friends and family 
about how great of a real estate agent you are and about how incredible is the 
service you offer - then you will want to offer the best real estate service 
quality that you can provide; dare I say, far better than the competition!  

 

Key Takeaway: Your clients will be more satisfied 
when you give them more value than they bargained 
for. If you want your clients to become raving fans, 
your personal “brand ambassadors,” then focus first 
on Service Quality. You want your clients to always 
be “pleasantly surprised” when doing business with 

you. This is how you earn referrals, my friends. 
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Chapter One                      John W. Tanner, J.D.|M.S. 

 

First Things First: Begin With Service Quality 

 

 

Image by Gerd Altmann from Pixabay 

 

We begin this chapter with the following vignette to illuminate three issues of 
service quality, which this chapter seeks to address: (i) Personal 
Development (working on yourself to become a better servant to your internal 
and external customers), (ii) Leadership Development (working on your 
interpersonal relationships with the people you lead), and (iii) Business 
Development (working on your relationship with clients).  
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Illustration:   

Once upon a time there was an adorable young female 
chef who had grown up as an orphan with no name. At first, she 
simply went by the name of “Girl,” which was fine with her. She 
was introverted and preferred to stay away from the village life 
throughout her adolescence. Instead, she spent her days in 
school and her afternoons helping out in the kitchen of the 
Village Inn Diner. It was in the kitchen that she fell in love with 
food, and where she serendipitously concocted her secret recipe 
- porridge. Soon, Girl had become adored throughout the 
village for her porridge, so much that the town leaders gave her 
the Golden Spoon award. The townspeople began calling her 
Miss Golden Spoon, which evolved into Little Miss Goldie. 
Eventually, business travelers who had passed through the 
village brought word, both near and far, to their town folk, of 
this delectable porridge. Thus, people from other villages would 
make it a point to stop at the Village Inn Diner just to have a 
taste of Little Miss Goldie’s award-winning porridge. 

 

Some of the more business savvy tourists inquired of Miss 
Goldie if she had thought about expansion, even offering to 
participate as venture capitalists in franchising the Village Inn 
Diner to other villages and towns throughout the country. But 
Little Miss Goldie hadn’t thought of such “long-term” goals, she 
simply enjoyed making her porridge. Her quasi business model 
was to make as much porridge until the supplies would run out. 
Then she’d visit the Village General Store the next morning, 
followed by an afternoon spent on porridge production. This 
frustrated the ambitious of heart, but they found solace in 
another delightful bowl of porridge. 

 

Everything seemed to be going fine for a while, but the 
daily line to get into the diner kept growing longer and longer, 
which naturally caused people to feel discomfort. Many of the 
locals scoffed at the tourists, annoyed that they had to wait in 
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line behind these out-of-towners. “Why should we have to wait 
behind them? Shouldn’t we get special privileges since this is our 
village and our diner and our Little Miss Goldie?”  

 

Yet, Miss Goldie’s newfound fame had elevated her sense 
of self-worth a bit too much, even to the point of her own 
demise, as she ignored the complaints. Soon enough, her 
obliviousness compounded as the morale of her wait staff had 
slowly begun to cave in under the weight of said haughtiness. 
This became all too evident one sorrowful day at the diner 
when, unbeknownst to the staff, they received a surprise visit by 
the famous food critic, Michael Silvertooth. The diner was short-
staffed that afternoon because a few of the workers had gone 
to the General Store to buy more cooking supplies, leaving the 
others who remained scurrying around to cook, bus tables, wash 
dishes, take orders, run the food trays, serve the dishes, and 
refill beverages.  

 

Meanwhile, Little Miss Goldie remained aloof to the stress 
and bickering among the staff - even whilst it was happening in 
front of the note-taking food critic. Of course this led to a 
scathing review. Business plummeted, which nearly bankrupted 
the Village Inn’s owner, several key staffers quit, others were laid 
off due to the drop in demand. Things were no longer well 
anymore. People were talking. Something had to be done. But 
what? 

 

As was illustrated by this short story, failure to work on the service quality of your 
real estate business will most assuredly result in its failure. It is our hope, then, to 
save you from a similar negative outcome by teaching you how to instinctively 
attend to the three core areas of service quality with the specific attention they 
deserve. Let’s begin. 
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Image by John Hain from Pixabay 
 
 

I. Personal Development 

Service quality begins inside of you. When I was in junior high school (1987 to 
1990), I remember going to the library to find books with information on self-
improvement. One of those books was The 7 Habits of Highly Effective People1 by 
Steven Covey. It was the best thing I could have ever done for myself at the time 
because it eventually changed the trajectory of my life. At the time, I learned that 
“success is a journey, not a destination” (coined by Arthur Ashe, African-American 
Professional Tennis Champion) which caused a paradigm shift on how I viewed 
life and understood, then, what success required. Here’s the formula: success = 
hard work + lifetime of small achievements - a treasure chest of your favorite 
materialistic objects. (I concede that my definition of success has evolved over 
the years). It catapulted me on a lifelong journey that has enabled me to earn 
four college degrees, to experience so many amazing life events, such as 
traveling to exotic places, and has allowed me to be here writing this book for 
you today. As I continue on my own lifelong personal journey of success, I hope 
that I am able to inspire you and move you to action so that you will compound 
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your achievements exponentially in your lifetime and that you would encourage 
others to do the same after you. After all, why have success, or anything of value, 
if you have no one to share it with? The world can be a lonely place without 
people caring for each other, which includes sharing your time, talents, and 
resources, so pay it forward. Back to the subject of service quality, there is a nexus 
between serving others well and tending to your own personal development. 
Let’s have a look, shall we? 

 

Before you can serve others with quality, you must first have something of quality 
within you to offer. That’s where personal development comes in. As you work 
through your own personal development, you will become more masterful at 
providing a high level of service quality. The sweet spot is where your skills 
automatically function to serve others at the highest level possible in every given 
real estate situation. While I would love to share with you details of the amazing 
self-help books that I’ve discovered on my journey, I will limit my discussion here 
to just two books that have made a profound impact on my daily personal 
development practices, with a sprinkle of other sources for good measure.  

 

The first is a book I discovered many years ago, possibly over two decades ago, 
that gave me seven habits, I memorized them by writing each one on my seven-
day calendar, so as to see a new habit each day until they became ingrained in 
my subconscious mind. But I do have a small confession. It was only during the 
writing of this chapter that I realized somewhere along the way I had modified 
one of the seven habits with a quote from a former professional tennis athlete, 
the late Arthur Ashe (more on that in a bit). Following now is my interpretation of 
the seven habits, augmented with a bit of refreshed recollection by the help of the 
great online encyclopedia – Wikipedia. 

 

(1)   Begin with the End in Mind. This is my FAVORITE of the 7 Habits because I 
love having a goal to pursue, a mission to achieve, and a driving force that moves 
my soul to add value to the life of other human beings*. Having a mental image 
of your end goal simply means visualizing what you want to have in the future. 
The next step, then, is to design a plan outlining what needs to be done to obtain 
it. Put another way, reverse engineer your life. Why? Because the more detailed 
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your plans are, the more likely you are to achieve them. One caveat is appropriate 
here, in my personal pursuits of lifetime goals, looking back, retrospectively, I 
came to observe and conclude that our journeys will require us to course correct 
during our pursuits, which is fine.  

 

Allow yourself to be like a vessel with a destination that flows with the river’s 
currents in the direction of your end goals. Life experiences will dictate where you 
need to course correct in order to get back on track to achieve your goals. This 
illuminates something critical in the process - reflection. Take time to observe 
your progress, respectively. This system is not perfect, because life is imperfect, 
but if you truly desire your end goals, then you are highly likely to find the ways 
to obtain them. 

 

(2) Put First Things First. Here, Covey explains how to prioritize what must be 
done first, as well as to eliminate things that are not urgent, nor important. I 
borrowed a quote from Arthur Ashe that compliments First Things First, which is 
to “Plan Your Work, then Work Your Plan.” Here, I use a prioritized “To Do” list 
with the most important things on top and the least important things on the 
bottom. There are some things that belong on your “long-term” action list and 
other things that belong on your daily “To-Do” list. I might add that another 
helpful tip in action planning, which I learned from Tom Hopkins in The Official 
Guide to Success3, is to end the night by writing down the three most important 
things you need to get done tomorrow. It is helpful to keep a notepad on your 
nightstand to make this routine a habit. The three things you come up with go to 
the top of your “to do” list first thing in the morning, hence, “First Things First.” 

 

(3) Be Proactive. Some people wait for things to happen to them, and then 
respond to those events. This phenomenon is called “action-reaction” (which also 
fits into the theory of cause and effect). The idea here is not to react, but to take 
proactive action - create new opportunities and work towards achieving your 
goals (or take preemptive action to avoid pitfalls.) 
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(4)  Seek First to Understand, Then Be Understood. Put simply, become a 
better listener. It has been said that “people don’t care about how much you 
know until they know how much you care.” One of the greatest sources of 
information on this topic was written by Dale Carnegie, called How to Win Friends 
and Influence People4. Reading that book will teach you how to become a better 
listener, and the importance of doing so. Here’s the skinny version of it: when you 
genuinely like people and give them your undivided attention, they will like you 
back. So, my advice to you is this: learn how to set your ego and your agenda 
aside and ask questions to really get to know the other person.  

 

When you’ve done that, think about what they said, recapitulate it, and then ask 
some more questions about how it made them feel (getting to the emotions 
behind the notions is critical - they are the gold nuggets of communication). Nod 
your head and acknowledge the importance of what the person said. Empathy is 
your greatest device for building deep relationships. Now that you’ve done the 
heavy lifting listening, you’re ready to be understood - but you’d be better off 
waiting until your next encounter with this person. Let the speaker reign supreme 
on your first encounter and they will assuredly remember how great of a person 
you are! Trust me on this one, okay? Okay! 

 

I know you’re chafing at the bit to be heard and understood, so here’s what you 
do: focus on ethos, pathos, and logos (ethics, emotions, and logic). Ethos means 
trustworthy which is anchored to your character. Pathos is the emotional 
connection the listener makes while you paint a picture with your words. Have 
you ever heard the old saying, “people buy on emotion and justify with logic”? 
They do. Logos is logical reasoning. Does their decision make sense? If so, great! 
If not, well…they’ll justify it anyway. Let’s move on.  

 

(5)  Think Win-Win. What comes to mind as the possible alternatives to Win-
Win? What if you win, but they lose? How would that make you feel? How would 
it make your customer feel? (They probably won’t be lining up anytime soon 
to buy from you again.) The reality is that we are NOT required to play a “zero-
sum game” (where one party wins and the other party loses.) Covey introduced 
us to the concept of abundance mentality, if we have plenty of wealth and 
resources to share with everyone, then we can pursue equally beneficial 
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transactions, whether in your personal life or in business. All real estate 
entrepreneurs should think Win-Win. Here’s an aside that you might find 
interesting. While studying contract negotiations in law school, I learned that 
Japanese businesspeople will offer a concession at the end of a transaction to the 
party who was in the weaker deal position. This is done to allow the losing party 
to save face, retain a modicum of dignity, and create some goodwill that all was 
not a total loss. I find this concept honorable and respectable. 

 

When your customers feel respected and appreciated - that is, when they have 
received value in the real estate service they purchased from you, and when you 
have received value from them (generally in the form of GCI profits), then each of 
you will feel like the situation was a Win-Win transaction. This positive 
consequence is necessary in order for you to build repeat customers and 
referrals (unless you are the only person in town selling and leasing real estate, 
and the locals have nowhere else to go, which is highly unlikely.) Besides the 
obvious benefits of building loyal, repeat customers, it’s simply the right thing to 
do - so do it! 

 

(6) Create Synergy. Only the ancient Greek god, Atlas, was able to hold the 
weight of the world on his shoulders, so don’t try to do everything in your real 
estate business on your own. Instead, seek to strengthen your position by 
gathering allies (a/k/a joint venture partners) and work together with your 
teammates to get stuff done (GSD). Do not go it alone. No Lone Rangers 
allowed. Okay, one more cliché to drive the point home: There is no I in TEAM.  

 

(7) Sharpen the Saw. The essence of what Covey was conveying here is that we 
must seek continuous improvement in the physical, mental and spiritual divisions 
of our being. In order for you to have balance in life, you cannot neglect any one 
of these core foundations of your being. To do so would be unwise. Therefore, 
make it part of your daily routine. Also make a conscious decision to check-
in with yourself periodically to assess how you are doing in each division. When 
you are performing at your optimal level (and higher frequency), then you will 
reap greater rewards for your efforts. Learning begets wisdom. This is why the 
phrase “work smarter, not harder” is poignant. The more you learn and try new 
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things, the more you are able to recognize better, more efficient, and potentially 
less costly, ways of getting things done; preferably without compromising quality. 
We should all constantly strive to be the best version of ourselves - and Dr. Covey’s 
“sharpening the saw” is the way to get there. 

 

Now that we have covered the spirit of The 7 Habits of Highly Effective People, I 
want to share with you how I created a hybrid of these seven habits within the 
framework of six additional powerful habits, postulated by another self-help 
author of our day, Brendan Burchard’s High Performance Habits5: 

 

1. Seek Clarity 

2. Generate Energy 

3. Raise Necessity 

4. Increase Productivity 

5. Develop Influence 

6. Demonstrate Courage 

 

As a way of defining these six habits, and to share with you how I created a 
hybrid of the two aforementioned insightful, instructive books on self-
development, I would like to share my own personal blend of these high 
performance and highly effective habits.  

Throughout this text, when you see a gray text box like this one, it will set 
apart tactical business advice that you may want to implement in your 
business.   

 Business Tip #1:  Create reminders on your cell phone to remind you of 
these habits every morning. They can help you sharpen the saw daily and serve 
as a mental compass of positive direction. 
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HP1. Seek Clarity. I know who I am. I am clear about my values, strengths and 
weaknesses. I know what I want. I begin with the end in mind. I am clear about my 
goals, aspirations, and passions. I know how to get what I want. I plan my work 
and work my plan to achieve my dreams, and keep first things first. “I must do the 
most productive thing possible at every given moment.” 6 

 

HP2. Generate Energy. Release stress and tension, then get intentional; bring 
the joy and positive energy; and optimize health. I intend to start my next activity 
stress free, positive, eager, alert, flexible, and thankful for the gift of life today. I 
intend to be proactive in building success in my business. I will bring more joy 
into my life by observing my daily blessings. I will raise my energy by exercising 
five times weekly, getting seven to eight hours of sleep nightly, eating healthy, 
and maintaining positive emotions. 

 

HP3. Raise Necessity. I am obsessed with leading a first-class team of millionaire 
real estate agents; it is who I am and what I must do. I think win-win because I 
have a duty to my family to be an abundant provider, a responsibility to my team 
to perform successfully, and a contractual obligation and fiduciary duty to our 
clients to provide exemplary and efficient service so they can realize their goals. I 
create synergy with my team. We are helping people live better versions of their 
lives by solving problems and fulfilling dreams. I use deadlines to stay in GSD 
Mode7 to accomplish tasks urgently, to get closure and move onto the next 
activity. I spend time with positive and successful people to increase my desire to 
also be positive and successful and to maintain an abundance mindset. 

 

HP4. Increase Productivity. I will increase the outputs that matter, Prolific 
Quality Output (PQO), by focusing on the most important things that determine 
my success, differentiation, and contribution; I will chart my next five moves with 
clear and specific goals that are challenging and attainable; and I will get insanely 
good at the key skills in my industry to be seen as the “Go To Expert” and grow 
into the person I want to become. 
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HP5. Develop Influence. I seek first to understand, then be understood. After I 
discover what people want and need, I will teach people how to think about 
themselves, other people, and the world at large; I will shape their thinking by 
asking guided questions; I will challenge people to grow in their character, 
contributions, and connections; and I will be a role model to show the way, 
serving others with integrity, heart, and excellence. 

 

HP6. Demonstrate Courage. I will increase my confidence by focusing on my 
competence (knowledge and skill), congruence (I will act in alignment with what I 
say about myself), and connection (I will work with others). I will sharpen the 
saw by continuing to learn what is necessary to be successful to win in the future; 
I will consciously align my thoughts, feelings, and behaviors to my higher self-
image; and I will be genuinely interested in other people to be a better friend to 
them, learn from them, and add value to their lives. I will embrace the challenges 
and honor the hardships toward self-improvement; I will embrace my personal 
freedom; I will do more for others than for myself; and I will fight for my family so 
they can have a better quality of life. 
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II. Leadership Development 

Employee’s Lives Matter. In his inspiring, mind-shifting book, Leaders Eat Last, 
author and speaker Simon Sinek teaches us to build better businesses by serving 
our internal customers first with excellence, to treat them like they are our family. 
Doing so results in creating a culture of inspiration, admiration, respect, honor and 
privilege. 

 

1. Great Leaders Treat their Staff Like Family. 

i. Listen with empathy to your employees (think of them as “family”); 

ii. Make trust a top priority of your mission. Believe that most people 
are fundamentally good; 

iii. Treat each family member with respect, from the C-suite to the 
janitor; 

iv. Focus on getting everyone on staff to genuinely care for each other 
and for the company. Be fully engaged in one another’s success 
with heart, mind, and soul; 
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v. Teach everyone to develop pride in their work. Instead of “working 
for the company,” replace the internal dialogue with, “we work for 
each other”; 

vi. Avoid a competitive environment and the threat of losing one’s job 
for underperformance. Instead, create a safe space where each of 
the players helps each other to thrive as a team and share in the 
rewards of the team. Promote a “when I eat, we all eat” mentality; 

vii. Encourage your family to take your company name as though it’s 
their family name, to which they are loyal. Encourage an 
environment where they will wear your logo with pride; 

viii. Put your people before profit; 

ix. When your people do well, the company does well. Help them 
increase performance by ensuring they are happy at work and at 
home. (Performance drains when a family member is at work, but 
their mind is at home); 

x. Eat together often. Do things as a family;  

xi. Remember that great leaders” know the way, show the way, and go 
the way.” Walk your talk. 

 

2. Great Leaders Protect Their Family.  

They encourage cooperation, community, and camaraderie. They create a 
“Live – Work - Play” company environment. 

i. Monitor both internal (family, the Circle of Trust) and external 
(outside) forces for signs of threats in order to save your family 
from danger; 

ii. Internal threats include layoffs, intimidation or bullying, sexual 
harassment, isolation and depression; 

iii. External threats include changes in technology, environmental 
dangers (hurricanes, tornados, tsunamis, earthquakes), changes in 
government regulations, the economy (recession), market trends 
(popular culture), and competition (competitive advantages and 
disruptions); 
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iv. Become a gatekeeper to protect who gets into your Circle of Trust 
(the employee family) and your Tribe (everyone in your SOI: 
customers/clients, friends, family, and fans); 

v. Recognize and praise your family often; 

vi. Extend control to your staff. Increased responsibility and duty 
reduces stress levels while increasing feelings of security among 
family members within a company; 

vii. Elevate feelings of progress9. (People feel satisfied and proud of 
their accomplishments when they complete a project, win a big 
account, reach a big goal, and help the company grow. Leaders who 
celebrate these moments with their family ensure that everyone 
who participated in the accomplishment feels rewarded and 
recognized for their contribution); 

viii. Help each person in your family succeed; work the hardest of 
everyone to achieve your goal. 

 

3. Great Leaders Model the Way to Succeed. 

i. Do the right thing, even if it means breaking the rules. Put people 
first before rules; 

ii. Encourage your family to do the right thing; 

iii. Serve your family as a Servant Leader with hard work, personal 
sacrifice, loyalty, and cooperation; 

iv. Promote a higher moral authority and nobility by your work ethic; 

v. Provide meaning to the work being done by sharing the value of 
the services you offer (as seen through the eyes of those receiving 
them), and express to everyone on the team how their participation 
has helped accomplish that outcome; 

vi. Bring the family and your customers together face-to-face (F2F) (the 
Tribe) to strengthen relationships; 

vii. Keep the size of your company manageable by applying Dunbar’s 
number. A person can maintain 150 close relationships at a time, so 
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the size of your business family should be capped at 150 members. 
Each member can serve up to 150 clients in Tier 1 (the inner circle), 
and Tier 2 (acquaintances), but they can have an infinite quantity in 
Tier 3 (followers, observers, fans); 

viii. Educate your family on how to be successful in real estate and in 
their personal lives; 

ix. Roll up your sleeves and get into the trenches to get the work done, 
and serve as a model for your family to emulate; 

x. Give to your family. Great leaders offer their time and energy to 
help their family succeed; 

xi. Demonstrate patience; 

xii. Encourage sharing in resources and ideas (innovation) that improve 
the company’s performance and growth; 

xiii. Voice the company’s vision and mission frequently to keep 
everyone on the same trajectory; 

xiv. Teach and model leadership for your family and then empower 
them to be responsible for the company’s performance. Everyone in 
the family is responsible for everyone else in the Circle of Trust. It is 
incumbent upon everyone to get the job done; 

xv. Lastly, help others to build confidence; allow them to make 
mistakes, learn from those mistakes, and develop successful habits 
that will serve them and their personal families for a lifetime.  
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III. Business Development. 

Serve your clients with excellence. Your business should convey a message to 
your intended customers, then attempt to fulfill your promise to deliver your real 
estate service commensurate with the level of quality you conveyed to deliver. 
Done well, your customers will be satisfied when they received what they were 
promised, what they expected, and all goes well. Done poorly, your client will 
obviously be disappointed and may decide to never use your services again. 
Worse yet, they will likely tell ten friends about their terrible experience with your 
company, unless you implement excellent service recovery (more on that later). 
Your first goal, then, when it comes to service quality, is to deliver your service at 
the level of quality you projected in your marketing message. Moreover, you 
should attempt to always exceed the client’s expectations in order to win 
customer loyalty. 
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A good customer is a happy customer, and the happier they are, the more they 
will tell their friends and family about you and your company, the more business 
they will conduct with you, and the more referrals they will send your way. The 
easiest, and least costly, way to make your customers happy is to exceed their 
expectations with excellent service quality. Go above and beyond. Surprise them 
with added value. Put simply, you should treat your customers very well. In this 
section, we will show you specific ways to improve your company’s service quality 
by creating Defining Moments9 (peak memorable experiences) in the midst of 
serving your clients/customers as a ‘formulaic’ way to exceed your customers’ 
expectations.  

 

1. Create Defining Moments to Exceed Customer Expectations by 
Applying the EPIC9 Formula.  In social psychology, there is a 
phenomenon known as the “peak-end rule,” espoused as the Snapshot 
Model of Remembered Events by Barbara Fredrickson and Daniel 
Kahneman. According to the research, a snapshot  (prototypical moment) 
is a sort of short form notation of an experience, recorded to catalogue (a) 
the most intense moment of an experience and (b) the feeling experienced 
at the conclusion of said event. The memory of the snapshot dominates 
the sum total of said event. Put another way, the “peak-end rule” is a 
memorization framework for remembering the two most important 
moments of feeling within an experience.  

 

Because we can engineer an experience to make the peak and/or the end 
more emotional (and thereby more memorable), it should be our goal, 
then, to curate peaks & ends to raise the level of feelings experienced, 
which you can use to improve your service quality. Done well, you can 
pleasantly surprise your clients, win their loyalty, and improve the value of 
your company’s goodwill. Interestingly, the authors also shared that 
approximately twenty-five percent of positive encounters were due to 
service recovery (fully resolving a client’s complaint in a novel way to earn 
their loyalty).  Let’s take a look at the EPIC formula: 
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A. Elevation. In order to elevate a moment so that it becomes a defining 
moment, there are three elements required:  

 Boost Sensory Appeal (engage the five senses more dramatically); 

 Raise the Stakes (include competitions or deadlines); and 

 Break the Script (disrupt customer expectations by increasing 
positive variance, avoid complacency, go outside of the traditional 
framework of a given scenario, and/or apply the “oddball effect” to 
raise novelty and expand the illusion of a “slowing down of time.”) 

 

Example: The Magic Castle Hotel, in Los Angeles, California, is one 
of the top three rated hotels in L.A., surpassing the Four Seasons in 
Beverly Hills and the Ritz-Carlton in L.A. Why? They are innovative 
at creating competitive advantages. For instance, they created a 
“popsicle hotline,” for starters. Hotel guests are able to pick up a 
red phone by the hotel pool and order popsicles, available in a 
variety of flavors, and a hotel guest attendant will soon appear in 
first-class fashion, with white glove service and a silver platter, and 
it’s free of charge.  

 

Add to this unique feature, the added value of free snacks, board 
games and DVD rentals (all free of charge), available by room 
service, 24/7. Plus, they offer free unlimited laundry service (which 
has the added panache of your clothing items being delivered 
neatly wrapped in butcher paper, tied with twine and garnished 
with a sprig of lavender). This is the kind of “ABOVE AND BEYOND” 
service that peaks - and you would be well served to emulate this 
type of thinking in your own real estate business.  

 

B. Pride.  In what ways can you engineer your service quality to create a 
feeling of pride in your customer service experience? 

 Elevate Moments of Achievement. Recognize your employees for 
their contributions. Use “tailored awards” to acknowledge and 
praise employees for their successful achievements.  
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o Example: Bose headphones were given as an award to 
someone who practiced “active listening” in serving a 
customer and solving a problem.  

 

 

 

 Elevate Moments of Courage. Ask your best clients to participate in 
the recording of a video testimonial for your website and other 
marketing uses. Many people feel camera shy, so by participating in 
a video, they’ll demonstrate a moment of courage and feel a sense 
of pride in overcoming their fear for the sake of helping you earn 
more business. 

 

 Multiply Milestone Moments Sequentially. Develop a series of events 
that level up your employees’ participation, such as a series of 
training videos for employees which, upon completion, results in 
the obtainment of a special certificate of achievement, and such as 
a hierarchy of authority (employees can advance to the next higher 
level of position in the company), and a loyalty rewards program for 
clients. These milestones level-up en route to a larger goal that 
increases the participant’s level of pride along the way, and 
substantially increases their feelings of accomplishment upon the 
ultimate final achievement of the goal.  

 

Example: Royal Caribbean Cruises has a six-tier loyalty program that 
scales up based on the amount of cruise points earned while 
vacationing with the cruise line. These range, from low to high, as 

 Business Tip #2:  Provide your clients with gift bags with branded items 
such as your logo on stickers, t-shirts, hats, pens, notepads, sticky notes, 
calendars, and such. If they love your service, then they’ll wear your logo with 
pride. 
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follows: Gold, Platinum, Emerald, Diamond, Diamond Plus, and 
Pinnacle Club. Source: www.royalcaribbean.com  

 

 How can you implement a similar rewards program for your clients? 
 For your employees?  

 

C. Insight. Have your customers and employees confront uncomfortable 
truths to accomplish change. This is achieved by having them: (a) trip over 
the truth, or (b) stretch for learning. 

 Trip over the Truth.  In the Power of Moments, the authors 
recommend that you help your staff internalize the problem. You 
do this by guiding your staff to go through a mental exercise of 
seeing your client’s problems, but to do so as framed in a different 
client’s perspective. Put another way, if you help your staff see the 
problem from someone else’s viewpoint, then they will likely 
discover a better solution.  

 

Example: One of the lowest performing school districts in all of 
North America showed a dramatic turnaround after being advised 
to have school teachers visit parents in their homes to ask questions 
of the parents of their upcoming student rosters to: (a) understand 
what frustrations the parents had with the school, and (b) what 
expectations they had of their students. The teachers were advised 
to participate in active listening and to take notes while the parents 
spoke. This experiment resulted in more “parent buy in” and set the 
stage for the upcoming school year. When the parents got involved 
in their children’s learning, the students performed better. 
Dramatically better. How can you implement face-to-face meetings 
with your current or past clients?  

 

 Stretch for Learning. Show your customers how you and your team 
have solved similar problems for your other clients. What solutions 
have worked for others? What is your competition doing or not 
doing, to attempt to solve similar problems with their clients?  
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o Invite your prospects to ponder what their lives would be like if 
they act, or don’t act, on the possible solutions to the problem.  

 

 

D. Connection. Invite your clients to join your private Facebook™ Groups. For 
Example, you could create two groups in your real estate practice: one for 
your First Time Homebuyer Prospects/Clients, and another for “second 
home” property owners. These groups would provide a forum for similarly 
situated real estate property owners to share insights, helpful resources, 
and community camaraderie. You could use the forum to engage with 
your past clients and stay Top of Mind by posting helpful and intriguing 
blog posts and invitations to “client-only events.” Moments of connection 
allow members of communities to grow closer together because of their 
shared experiences. You can strategically connect with your SOI and 
prospective clients by creating the following Defining Moments:  

 Plan Company Events. Your company may offer to host community 
picnics, happy hours, sporting events such as a bowling 
tournament, mini-golf outing, trips to the movies, the Great Escape 
event, a trip to the zoo, field trips to places that will encourage your 
staff to think outside of the box, visit a comedy club, take your best 
referral sources on a Client of the Month paid trip to Disney World, 
invite them to accompany your staff to a real estate expo and 
national conferences. 

 Host Client Appreciation Events. Invite your clients, and their friends 
and family, to your events. Give away company branded trinkets to 
visitors.  

 

 

 Business Tip #3:  Conduct “gratitude” visits and host “client 
appreciation” events. What other ways can you get face-to-face with your 
clients?
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 Connect to Meaning. How are you, as a real estate professional, 
contributing to your clients and to their families? How are you 
contributing to your staff (and their families) as a company?  

 Practice Courage. Take your fear and put it inside an imaginary 
backpack. You are on a mission and you need to carry that fear with 
you while you keep moving forward. Don’t make the mistake of 
letting that fear paralyze you, especially for an entire lifetime. Too 
many good people laid on their deathbeds regretting not taking 
action within their lifetimes to pursue their dreams because they 
were afraid to begin (or afraid to start again after failing.)  

Take a deep breath and dive in. If you fall, get back up. Dust 
yourself off and start again. Keep on keeping on until you win or die 
trying! Practice, practice, and practice some more. Memorize the 
scripts you’ll use when engaging with prospects. Record yourself 
over and over again to perfect your video messages for social 
media, email, and text messaging. Do these things and you WILL 
become a successful, entrefluential real estate professional. 

 Seek Attunement. It is important to maintain attunement in ALL of 
your relationships, be they personal or business. In The Power of 
Moments, the authors inform us that our relationships will become 
stronger and more valued when we demonstrate three things: 
understanding, validation, and caring. Be responsive by listening to 
each person attentively. Be open by accepting their position. 
Validate it. Remember, they have a different set of “life instructions” 
based on their unique experiences, which could be substantially 
different than yours. Create unity and positive emotions by caring. 

 Business Tip #4:   By develop relationships with a few key partners, 
such as lenders, title companies, home inspectors, home warranty 
salespeople, interior designers, and home staging professionals, you can 
offset your company events by asking for sponsorships and advertising 
contributions.
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Seize the day, but don’t forget to have fun and be playful. And, 
above all, make your life meaningful. 

 

In closing, enhancing service quality is a “Win-Win” recipe for success for you and 
your clients because you will be providing added value in the lives you touch - 
both internally (within your company) and externally (the clients you serve), and 
you will be handsomely rewarded by generating more repeat and referral 
business by your loyal brand ambassadors (your clients) who rave about you to 
everyone! I think that creating defining moments while doing your entrefluential 
networking is the best form of marketing strategy for any real estate business. 
Why? Because helping people experience moments of elation and joy earns you 
favor, and leads to referrals. Referral-based business has the lowest cost, in terms 
of marketing expense, and therefore the largest ROI. It becomes the largest 
generator of leads that convert (with the easiest conversion among warm leads 
because of the referring party’s stamp of approval), and will largely outperform 
all of your other marketing strategies, year after year, the longer you work in this 
business.  Ask any seasoned real estate agent and you will hear the same answer. 
The largest source of clients comes from repeat and referral-based business. 

 

Chapter Summary  

In this chapter, we learned that, as a real estate professional, you should begin 
your journey with personal development, followed by leadership development, 
and business development. We examined the 7 Habits of Highly Effective People 
by Dr. Steven Covey, and the six High Performance Habits of Brendon Burchard. 
We considered adopting these thirteen success habits to enhance our personal 
development.  We then learned that to become a great leader, we start by 
treating our staff like family, offering them respect, protection, and teaching them 
new skills (we make sure they eat well by modeling our own “rainmaker” skills.) 
Being a role model for your work family means having to roll up your sleeves and 
show them the way. Finally, we learned how to enhance our business 
development by creating Defining Moments (using the EPIC formula) for our 
clients, while engaging with our SOI, to improve our service quality, to create and 
nurture brand ambassadors, and to earn repeat and referral business. 

- ※ - 
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Chapter Two                       John W. Tanner, J.D.|M.S. 

 

The Synaptic Bridge Theory of Networking 
 

 
 

Image by Gerd Altmann from Pixabay 
 
 

The title for this chapter comes from the author’s concededly limited knowledge 
on the function of memory cells in the brain, which I learned within the subject of 
Educational Psychology, a requisite course that I studied in pursuit of teaching 
certification more than a decade ago. Educational psychology is the study of how 
people learn and retain information. It includes a survey of the instructional 
process, which is very Meta (learning about learning), and individual differences 
in learning, including giftedness, learning impairments, and disabilities. Let’s 
begin our discussion of Synaptic Bridge Networking by first identifying what a 
synaptic bridge is.  
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Unlike other cells in the body, which die off in days or weeks, brain cells last a 
lifetime. (However, of particular note and concern, neurons in the cerebral cortex 
are not replaced when they die.) 
 
 
 

 
Illustration of a Nerve Cell 

 

 
 
 

It is my understanding that the brain’s cells are like computer programs, 
constantly storing information in fragments. When data is requested, our brain 
cells send and retrieve information on demand. The retrieval process includes the 
function of synaptic bridges. Memory impressions are recorded in nodes of brain 
cells and communicate with other brain cells to extrapolate the data into our 
working memory. In other words, our cells work together in unison to temporarily 
defragment these pockets of data across the synaptic bridge networks to then 
craft said “memories” into our cognitive thinking and reasoning.  
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A synapse is a small gap at the end of a neuron which allows a signal to pass 
from one brain cell (neuron or nerve cell) to another. The synapse is located 
where the nerve cells connect with other nerve cells. Their function is to transmit 
information throughout the central nervous system (to control one’s motor skills), 
and are essential in memory recall. See illustration below.  

 
 
 

Illustration of a Synapse 
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Despite extensive research, neuroscience is still considered a mystery. Two 
prominent scientists share the view that packets of information are fired off from 
clusters of cells, but they disagree whether the neurons hosting the information 
packets (a) start and stop firing chemicals or (b) the cells are constantly 
firing chemicals (keeping the memory alive within those constant chemical 
bursts). 
 
According to the theory of Earl Miller, professor of neuroscience at MIT, working 
memory in the brain is activated on-demand to pull thought impressions into 
your consciousness. Another theory by leading professor of neurobiology and 
anatomy, Christos Constantinidis of Wake Forest School of Medicine, contents 
that constant activity of neurons in the prefrontal cortex maintains information in 
memory, but if the neurons cease firing, then the memory is lost forever.1 
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A third, and older theory about memory, postulated by L. Ron Hubbard in 
Dianetics: The Modern Science of Mental Health8, is that everything humans 
observe is recorded through our souls and into our subconscious minds, from the 
moment of conception until our demise.  
 

 

 

Hubbard’s experiments with patients under hypnosis 
surprisingly revealed things that were said by the 
patients’ parents while those patients were still inside 
the womb!  
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Building Your Synaptic Bridge Network 

In this chapter, I have drawn an analogy that human interactions are like synaptic 
bridges when we network across multiple networking groups, in collaboration 
with individuals in those networking groups that are also from within our SOI. We 
can draw data from other clusters of humans (networking groups) much like how 
clusters of our brain cells draw information from other clusters of brain cells. In 
brain science, these connections between cells are called synaptic bridges, and in 
human relations we call this networking.              
 
 

 
 

Image by Clker-Free-Vector-Images from Pixabay   
 
 

In brain science, a cluster of neurons is like a node - an intersection of multiple 
neurons, connected by synaptic bridges, which stores and transmits memory 
impressions to other nodes. These nodes of neurons are connected to other 
nodes by synaptic bridges to form a superhighway of neuroconnections, much 
like the internet. However, our entire network is compartmentalized within our 
brains. (And, surprisingly, we are only using about 11% of our brain capacity. 
Astounding isn’t it!) unlike the internet. 

 

How is synaptic bridge networking different than traditional networking? Sticking 
to the analogy of a bridge, a traditional bridge has two points, the traveler can go 
from point A to point B and vice versa. However, with a synaptic bridge, there are 
multiple starting and ending points (or nodes).  
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Question: What’s more trustworthy, having one of your friends or a family 
member recommend you as a service provider or having several of your 
friends and/or family members recommend you?  

 

A synaptic bridge network is the equivalent of those clusters (the nodes of brain 
cells) which transfer packets of information (here, the clusters are your 
networking groups and the synaptic bridges are the people transmitting 
information about your reputation and influence.  
 

 
Image by Gerd Altmann from Pixabay 

 
 

Put another way, when your networking groups have a common person (or 
people) among them (your synaptic bridges), then your Top of Mind Awareness 
(TOMA) will increase exponentially. The more networked you are, and the more 
bridges you have, then the more TOMA you will receive within those nodes (or 
networking groups), which translates to more income earning opportunities! In 
the illustration above, the two people in the middle represent your brand 
ambassadors that function like synaptic bridges, carrying your brand message to 
four networking groups, exponentially increasing your likelihood to earn referral-
based business. 
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A node is also analogous to a close-knit tribe. The tribal leader (the synapse) is 
careful to monitor who comes in and out of the tribe (the cluster of neurons). 
while the members work together to hunt, farm, and otherwise enjoy life. Inside a 
synapse, the cells work together to transfer packets of information and to 
manage our movement. More specifically, a synaptic bridge network is like several 
tribes interconnected together by ambassadors (synaptic bridges); they live and 
work among the other tribes to transact trade agreements and thereby enlarge 
their constituents’ marketplace.  

 

Your real estate brand ambassadors) represent you among their inner tribes 
(immediate family, close friends), and their extended tribes (neighbors, church 
groups, co-workers, any boards they are a part of, as well as any other networks 
they belong to.) The function of your brand ambassador is to convey information 
(like a synaptic bridge) to his or her network, on your behalf, of your 
qualifications, skills, service quality, trustworthiness, novelty, and anything that 
sets you apart in their minds (such as positive, peak moments, courtesy, charm, 
and attentiveness.) The more brand ambassadors you have, the more leverage 
you receive to carry out your TOMA (brand recognition), to develop power and 
influence (authority), and to win more business (validation). Put simply, they help 
up become celebrity real estate entrefluencers! 
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Scaling the concept down to the size of a local community, imagine that you own 
a bakery. Your goal is to sell bread to as many people in your community as you 
can. But, if you only convey your offer to one channel of potential buyers, such as 
the residents who live within a one mile radius of your bakery, then your sales will 
be limited to the quantity of residents who live in that radius, plus any potential 
travelers who drive by your store, as well as any third parties who become 
informed about the quality of your bakery from their sources (i.e., neighbors and 
passersby.) If your market, then, is comprised of 100 residents, plus 10 visitors per 
week (or 520 annually), and each of those people tell three friends, then your sum 
reach is about 2,480 people.  

 

Now imagine that the baker hires a full-time catering assistant to take a truckload 
of baked good to an off-site location, such as a regional hospital, during 
breakfast and lunch hours. If the mobile bakery has an extended reach of 400 
people (100 medical staff, 100 patients, 100 visitors, and 100 passersby), and each 
of them told three friends about the mobile bakery, then the bakery’s reach 
would extend to 1,600 additional new people.  
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Your network has now grown to 4,080 people strong! And that is with just two 
bakery nodes. Now imagine, if you will, that about 25% of the people in each 
node are connected to each other by more than just the bakery. For example, 
some of the hospital staff may live in the same neighborhood as the bakery. 
Perhaps some of the patients also live in the same neighborhood. Some of the 
doctors may belong to the local toastmaster’s network. The baker may cater to 
the Board of Directors’ meetings at the hospital, et cetera.  

 

Therefore, if the baker has connections to more than one person (brand 
ambassadors) within multiple networking nodes (synaptic bridge networks), then 
the probability of earning new business via word-of-mouth marketing (getting 
recommended by one or more brand ambassadors within one or more networks) 
is much higher. The probability of being thought of at the right time and in the 
right place (TOMA) grows exponentially the more networked and connected you 
are into multiple synaptic network bridges. So, how do we build these synaptic 
network bridges? We send as many brand ambassadors as we can into as many 
nodes of people (networking groups) as possible.  

 

If you belong to five networking groups where you know ten people who Know, 
Like and Trust (KLT) you (your brand ambassadors), and they each belong to at 
least one additional networking group, then you have 10X’d your probability of 
getting referrals to the friends, family, and SOI of the other people in those 
networks. Simply put, having five people recommend you as “the go-to person 
for real estate” can be substantially more lucrative for you than having only one 
person recommending you. This is the power of a synaptic bridge network. 
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What is Networking? 

Networking is the process of building human connections through shared 
interests and life experiences. We communicate with people in our networks 
about our likes and dislikes, about our goals and our dreams, our problems and 
challenges, and we try to help each other where we can. Throughout these 
interactions, we experience elevated moments (peaks) and low moments (pitfalls).  

 

Our regular, consistent interactions (human relations) within our networking 
groups form the planks of an invisible bridge that connect and bond us together. 
Having synaptic network bridges will give you access to free guidance by 
experienced and seasoned professionals who are more informed than you are, as 
well as empower you to pay it forward to future members when you become the 
experienced and seasoned professional. Within any network, there are supporters 
and encouragers, guides, students, fans, and sometimes legends.  
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How Do You Build Relationships Within a Network? 

For starters, you need to introduce yourself. After exchanging names, try to draw 
the other person into a compelling conversation that doesn’t involve work. 
According to Tommy Spaulding, you should start off with small talk, like the 
news, sports, and weather.13 Next, you could transition into a topic that is certain 
to be delightful to the person your speaking with (talk about them).  For example, 
you can inquire whether they have seen a new movie release, been to a recent 
holiday event, or something else fairly current and interesting. If the person is a 
good communicator, this could jumpstart a lengthy conversation. If not, consider 
switching to a brief discussion of what they like or dislike about that particular 
networking group. Ask the person if it would be alright to exchange contact 
information (usually in the form of business cards), which is, after all, the purpose 
of networking. If you do exchange business cards or contact information, be sure 
you thank your new connection within 24 hours for exchanging contact 
information and offer to be of service. If the subject of real estate comes up, 
which it should, then I recommend that you steer clear from the generic, 
boilerplate stuff that’s available en masse, such as “10 tips to stage your home” or 
some other such “lead magnet.”  
 
 
Our prospects already have more variations of the same garble than they could 
possibly read in ten lifetimes. Instead, focus on your own personal insights into 
current events in your geographic area and explain how it could affect the person 
you just met. Your content should answer the question, “So what? Why should I 
care?” If you can arouse the prospect’s curiosity, intuitively predict their questions 
and answer them with creative solutions, then you’ll win their attention and spark 
future conversations. Be consistent with your communications. People like 
routines, but remember, the goal is to be a resource of value, not a pest. Be 
selective. In order for your networking efforts to work, it would help if you 
actually like the people you are networking with. Relationships are meant to be a 
quid pro quo lifelong investment in each other, which is easy to maintain when 
there is affinity going both ways and equity is maintained. Any tipping of the 
scales could disrupt the friendship.  
 
 
Lastly, after attending a new networking event, send a thank-you card to the host 
of the networking group. Also, reach out to whomever you had conversations 
with to extend an invitation to continue the conversation over coffee. 
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Coffee Shop Meetings: When you meet a new prospect for coffee, ask the 
person if he or she would like to attend one of your upcoming events, either a 
weekly private dinner party or a quarterly client appreciation event are always a 
good idea. Hosting a weekly or monthly dinner party is a great way to build 
relationships within your synaptic bridge networks, allowing your peers to connect 
with each other in a casual, fun environment. This is also a good opportunity to 
use your networks to get some outside perspectives of how others see you. Do 
they know what you are passionate about? Do they know how you can improve 
their net worth via real estate investing?  

 

What do you know of their business and personal real estate holdings? Are they 
under a leasing contract? If so, you could provide them with valuable perspective 
by offering to examine their lease to identify the pros and cons in it. Should they 
decide to renew their lease, they will be armed with concessions to request when 
negotiating the new terms. Relationships are naturally presumed to be give and 
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take, so don’t be afraid to ask for suggestions about your projects and ideas. But 
first, add value to your networks by doing for them first. Give, give, give, then ask. 
Here are a few more suggestions: 

 

 Seek First to Understand, Then be Understood.  Be a good listener. Listening 
to your networking peers will help you discover how you can be of service.  

 

 Be a Netgiver. Capitalize on your networking participation by making an 
investment of generosity. Offer your assistance often - this is the true 
power of networking. (While others are networking that is “not working,” 
you should be “net giving.” Each time you give, you are planting a seed 
that will follow the Law of Reciprocity, one that will grow into the next 
season’s harvest. The more seeds of value you plant today, the bigger the 
harvest you will reap tomorrow.) How? Identify the interests of the people 
in your networks, then work relentlessly to help them achieve their goals 
and dreams, or to resolve their problems. Be humble, transparent, 
respectful, and charming. (In other words, be an Entrefluencer.) Seek to 
develop a deep level of KLT relationships. Make it your unspoken goal to 
see how many invites you get to as many holiday parties as possible.   8-) 

 

 Use Novel Lead Magnets: Newsletters with helpful real estate tips and fun, 
local news and events, as well as other compelling topics, White Papers, 
Magazines and Books, and Seminar Invitations are several ways in which 
you can drive your leads to engage with you. Whether you meet your 
prospects at a live seminar or direct them to an online webinar, your goal 
in the early part of the sales journey is to connect with them often with 
helpful content on direct and indirect real estate topics, which persuasively 
prompts them to make a phone call, text, or email you for more 
information. When you have your weekly calendar full of client 
engagement meetings, you are doing great financially because your 
marketing is working!  
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Checkpoint: 

Q1.  Do you know the goals and aspirations of the top 150 people in your 
Sphere of Influence? What are their hobbies? What type, if any, of real 
estate do they own? 

Q2.  Do you know the names of the spouses and children of your network 
peers? What are the names of their parents and siblings; their pets?  

Q3.  What have you done lately to help further the goals of someone in your 
SOI? 

 

If your answers to these questions are less than desirable, then your SOI 
relationship building is suffering from superficiality and hollowness. The solution 
is to take action to get more involved in their lives. Get to know your SOI more 
deeply by tuning into their frequency and turn off your “WIIFM” (what’s in it for 
me) station.  

 

 Become a Master of Relationships. What are you going to say when you 
meet someone new? Having a well-rehearsed script in place will 
dramatically improve your conversion rate and help you engage more 
future clients. You do not need to know all the answers that your 
prospective clients will have, but you have to know how to find them. 
What matters most is that you contribute from the heart, and be 
resourceful!  

 

 Plan Your Networking, Then Work Your Networking Plan. Entrepreneurs 
engage in multiple pillars of marketing so they can reach different 
segments of the market with the appropriate message-to-market match in 
a sea of potential clients. Likewise, you should have multiple networking 
ambassadors who find ways to bridge them together to amplify your 
brand resonance. I recommend that you start with a goal of drafting your 
Top 5 List of Networking Nodes (see Resources section in this book) and 
use the 4-Tier Ranking System by Tommy Spaulding, It’s Not Just Who You 
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Know, (see below) to notate the level of engagement (and the depth of 
relationship) of each member within your SOI.  

 

 

Top 5 Networking Nodes9 

1. Current Sphere of Influence (SOI) - Friends, Family, Clients, and Former 
Classmates; 

2. Professional Associations (Ex: Real Property, Trusts, and Estates Section of 
the Florida Bar; the National Association of Realtors, the Florida 
Association of Realtors, et cetera.) 

3. Rotary Club, Chamber of Commerce, or Civic-minded Business Group; 

4. Toastmasters (or other skills-based networking group); and  

5. Dance Class, Paint Class, or Yoga (or other fun, recreational activity-based 
groups) 

 

Note: The people you meet, or your teammates meet, should be added to your 
SOI CRM for future relationship development tracking. 

 

4-Tier Ranking System9 

 Level One: This is the starting point of all human relations. It consists of 
strangers, who you meet for the first time, whether you engage in a first-
time interaction directly or indirectly (like blog posts); there is no intimacy 
or exchange of personal information with social contacts in this level. 
 Examples include the most commonly used online social media channels, 
Facebook™, LinkedIn™, YouTube™, Instagram™, and Twitter™. 

 Level Two: These are your acquaintances, colleagues, cohorts, neighbors, 
and peers. In this level, there are some exchanges of personal information 
during social interactions. The seeds of trust are planted and begin to 
blossom.  
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 Level Three: These are your close personal contacts of friends and family. 
There is more intimacy and more personal connections here, but not 
always frequently. 

 Level Four:  This is your inner circle of close, personal contacts - your 
deeper connections, most intimate relationships with very private 
communications on occasion, and consists of a high level of trust, 
confidence, and confidentiality.  

Note: The higher the level, the more attention should be given. Level 4 is for 
people on your speed dial. You should be in constant contact with them. 

 

In addition to these four levels, you can use images to represent shorthand notes 
of where the members are in your relationship development. Here is an example 
using the 4-Tier Ranking System referenced above. 

 

 

 

 

 

 

 

 

 

By identifying your top five key sources of networking nodes and applying the 4-
Tier Ranking System, you will be able to better manage your contacts and be a 
better resource to others, which will ultimately raise your level of influence and 
income. Using a CRM to manage your contacts and notes is highly 
recommended, but a 3” by 5” card index system will do. You should look into Top 
Producer, Joshua Smith’s Perfect Storm Now, Reel Geeks CRM, Salesforce or any 
other CRM system.  

 

In his book, It’s Not Just Who You Know9, author Tommy Spaulding also 
highlighted Nine Key Personality Traits we can embody to achieve real 
relationships: 

 

G = giver 

T = Taker 

B = Balanced giver/taker 

^ = Shows room for improvement 

↓ = Not going well 

 

1 - Level One: Strangers 

2 - Level Two: Acquaintances 

3 - Level Three: Close Personal Contacts 

4 - Level Four: Inner Circle 
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Nine Key Personality Traits of  

Authentic Relationships 

 
1. Authenticity - not false or copied; genuine; real. 

2. Humility - the quality or condition of being humble; modest opinion or 
estimate of one’s own importance, rank, etc. 

3. Empathy - the psychological identification with or vicarious experiencing 
of the feelings, thoughts, or attitudes of another. 

4. Confidentiality - spoken, written, acted on, etc., in strict privacy or 
secrecy; secret; indicating confidence or intimacy; imparting private 
matters. 

5. Vulnerability - capable of or susceptible to being wounded or hurt, as by 
a weapon; open to moral attack, criticism, temptation, etc.; (of a place) 
open to assault. 

6. Curiosity - the desire to learn or know about anything; inquisitive. 

7. Humor - the faculty of perceiving what is amusing or comical; an instance 
of being or attempting to be comical or amusing; something humorous. 

8. Generosity - readiness or liberality in giving; freedom from meanness or 
smallness of mind or character; a generous act; largeness or fullness; 
amplitude 

9. Gratitude - the quality or feeling of being grateful or thankful. 

*Source of Definitions: Dictionary.com unabridged based on the Random House Unabridged 
Dictionary, © Random House, Inc. 2020. 
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Networking in Action: Decide to meet with at least one new person in an 
activities-based group this week. (See networking groups list in the resources 
section.) 

 
 Who: Business to Business (B2B) Customers. (i.e., President, Vice President, 

Director of Operations, Board Members, CEO, and Owners/Entrepreneurs.) 

 What: Attend Non-Real Estate Networking Events. Tradeshows and 
Conferences, and Speaking Engagements.  

 When: Annually. 

 Where: Everywhere that is feasible for your marketing budget. 

 How: Have a plan of action. Some events are great to attend as an invitee, 
mingle with others, attend workshops and panels, and visit vendor booths. 
Other events will be better for showcasing your business. Here’s a few 
suggestions for being a vendor: 
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1. Set up a Vendor Booth (and pay to be listed as a sponsor of the 
event. 

2. Give out informational brochures and some items of value and 
longevity, such as a self-published book or magazine, a swag bag 
with company fanfare such as a t-shirt, hat, letter opener, calendar, 
sticky notepad, kitchen magnet, and other business related trinkets, 
such as USB card embossed with your company logo, company 
pens, et cetera. 

3. Have an iPad or tablet computer to collect contact information. 
(Note: offering a prize, such as a raffle for a gift card, will improve 
your collection rate. 

4. After the event, add the contacts to your CRM and send thank you 
cards to everyone you met, inviting them to meet for lunch or over 
a cup of coffee in the following weeks. At that meeting, invite them 
to your next client appreciation event or dinner party. The idea is to 
give (gifts at the networking event or conference), give (buy them 
lunch or coffee), give (invite them to a dinner party or client 
appreciation event), then ask (for their business and/or for their 
referrals). 

 
Meet New Contacts to Expand Your SOI and  

Create TOMA! 

 

Before the Event:  

When you are preparing to attend an event where you will have the opportunity 
to meet many people whom you would like to do business with, and you hope to 
engage in conversation with these people during the event, do you only search 
for their names on an event roster, or do you go deeper to get to know these 
potential business contacts better? Do you conduct online research (usually 
available via social media). Or do you do “none of the above” and just wing it?  
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What would happen if, prior to your meeting, you researched their social media 
profiles to: (i) discover what colleges they attended, (ii) learn their career histories, 
(iii) see where they last went on vacation, (iv) take note of some of their personal 
achievements, (v) find out which church they attend, and (vi) learn about the 
charities they are involved with?  

According to author Robert Dilenschneider, Power and Influence14, you should 
learn about your prospective client/colleague/joint venture partner to identify 
their personalities, career history, and family life prior to your meeting. The result 
of this investment of time is that you will be well prepared to engage in 
meaningful conversation because you have given yourself an opportunity to 
discover some common areas of interest to mention during your upcoming 
meeting. 

 
 

 

The takeaway here is to be well-prepared to engage in small talk about 
everyone’s favorite subject, ourselves! Be strategic about locating some common 
areas of interest so that you are well-informed and prepared to have “Win-Win” 
conversations, based on common ground and similar interests in your personal 
and professional lives. Be tactical in proposing new ways of working together to 
achieve mutually beneficial gains, whether it be a strategic alliance with another 
real estate entrefluencer or top producer, or a joint venture agreement with third 
party venders. Also be ready to give value to your b2c prospective clients. 

 

During the Event:  

This is your opportunity to “Break the Ice!” As networking master, Tommy 
Spaulding, suggests, when opening a new conversation, you should stick to three 

Q: Do you think your new contact would feel flattered, or think you are a 
creepy stalker?   

(A: It depends on how much you divulge and how you divulge it.) 
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basics: “…news, sports, and weather (NSW),” then work your way up to serious 
talk.  

 

“Before diving too quickly into potentially 
sensitive personal questions, first develop a 
rapport. Do some ‘relationship stretching.’ Get 
to know the other person by asking simple, 
non-intrusive questions. Potentially explore 
deeper ground together.” - Tommy Spaulding.  

 
 
 

After the Event:  

Contact said person within 24 hours, and again within the first week thereafter, to 
schedule a lunch or coffee meeting to follow-up on your conversation or 
exchange business strategy ideas. Find out what brings them joy and what 
challenges they are presently facing. What are their goals and how will they 
achieve them? What can you do to help? Discuss common areas of interest. But, 
most important, be a phenomenal listener. 

 

“If you’re not interested enough to listen to 
what someone else has to say, you don’t 
deserve to earn a relationship with that 
person - or his business.” - Tommy Spaulding 

 

The reason why sphere of influence (SOI) networks are so often used is because 
they provide shortcuts to solutions; they make some of our decisions so much 
easier. For instance, when a prospect asks his or her sphere (friends, family, 
advisors, neighbors, colleagues, or other professionals in a related field) for a 
referral to a real estate agent, they do so because they want to hire an agent they 
can trust - while skipping the due diligence process (taking reasonable steps to 



 59 

research and evaluate the facts before engaging in an agreement or a 
transaction).  

 

Their thinking goes something like this, “If the real estate agent was good enough 
for my friend or family member, then that agent is good enough for me.” Put 
another way, our networks “bridge-the-gap” of data collection and verification for 
us, such as: 

(i) Gathering preliminary information about the real estate agent;  

(ii) Conducting due diligence to ensure the person was trustworthy; and  

(iii) Comparing multiple real estate agents to find the one most qualified. 

 

 

 

 

 

 

 

 

 

 Business Tip #5: When conducting research about your prospects, keep 
notes in your CRM about your prospects’ life events and characteristics. 
When the meeting draws near, you will have the ability to refresh your 
recollection prior to the meeting with your prospects. Other key points to 
research, and record, include: birthdays, children’s birthdays, and wedding 
anniversaries. Your CRM should have the capability of notifying you when 
these important dates approach, allowing you to send out the 
corresponding greeting cards on time and help you to seamlessly maintain 
Top-of-Mind Awareness (TOMA).
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Getting a referral allows the consumer to satisfy all three prongs without having 
to expend much energy conducting due diligence (which typically includes 
reading online reviews, visiting the service provider’s webpage, looking up one’s 
license status on a government portal, comparing prices, et cetera, et cetera.) 
Thus, a referral from a trusted source (i) waives the duty to conduct due diligence 
(saving the recipient time and energy), while (ii) satisfying the recipient’s “sense of 
responsibility” so that he or she can think to oneself, “I am hiring a trustworthy 
service provider.” In Professional Services Marketing10, the authors call this 
“transferred trust.”  
 
 

Transferred Trust is a valuable asset to the  
Real Estate Entrefluencer! 

 
 
 

 
 

 Business Tip #6: Be a Tactical Networker. The day after you have attended 
an event, make it your focus to: 

i. Add the new contact’s information into your CRM database, 

ii. Conduct some quick social media research to gather information 
about your new contact and add a few key notes about them,  

iii. Add the contact to a drip campaign,  

iv. Send a handwritten thank you card for taking time to introduce 
you to your new contacts, and let them know how it was a 
pleasure to see them again. Also, send a thank you card to the 
new contact and let them know you will be following up to 
schedule a coffee meeting or to invite them to lunch in the 
coming week. 
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Action Step:  Plan Your Work, Then Work Your Plan.  

Take some time to copy/print the Networking Groups Checklist, located in the 
Resource section at the end of this book, and identify the top 5 networking 
groups that you intend to become a part of this year.  
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Community Events: Find a list of upcoming events in your city. There are fifty-
two weeks in a year. How many weeks do you plan on working this year? Of 
those weeks, how many days will you commit to getting outside of your office to 
meet people where they are?   

 

Will you take time off in the summer? How much? What about during the winter? 
How much? Let’s say you decide to take two weeks off during the summer and 
two weeks off during your children’s winter break. That leaves 48 weeks that you 
can get out there and attend community events.  

 

Now will be a good time to schedule them in your calendar. There’s an old saying 
in life and business, “if it doesn’t get scheduled, it doesn’t get done.” Will you rent a 
booth at any of these venues? What about volunteering your dollars as a 
“sponsor” of an event? Have you checked with the PTA of your child’s school to 
see if they are hosting any events?  
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Political Networks: There is a truism that no campaign is ever won alone. 
Political networks begin with a campaign rolodex, which is another name for your 
sphere of influence. The success of a candidate is the result of the strength of 
one’s network (friends, family, business colleagues, organizational and community 
leaders, both public and private, who endorse you and your cause, monetary 
donors, volunteers, and other supporters) and their ability to mobilize additional 
supporters to champion your cause and win you votes. 
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Activities-Based Networks: A good place to connect with like-minded people is 
inside of activities-based groups. Make a list of the hobbies you would most 
enjoy participating in. Here are a few suggestions:  

 

 

 

 

 

Host Your Own Public Speaking Activities: How will your SOI find out about 
your conferences and seminars? In an email-crowded world, snail mail (U.S. Postal 
Service) is the best way to reach your target audience. Email still remains a good 
way to get your invitation read by existing clients. One or two days prior, a phone 
call or text message works best to provide a friendly reminder of your speaking 
event. This can be a short, drop-voicemail, using Sly broadcast, for instance. 
Technology simplifies things very much these days, which is great for efficiency. 

Boating/Sail Club 

Kayak Adventures 

Paint-n-Sip Events 

Hiking or Running Club 

Rotary Club 

Toastmasters 

Book Club 

Chess Club 
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However, a live call from you will always be considered the most-polite way to 
communicate.  

 

Image by angiechaoticcrooks0 from Pixabay   

 

Community Service:  Leverage your involvement with your local charity 
fundraising parties and events by getting to know the industry leaders (the non-
government shakers and movers) and see if you naturally connect (good 
chemistry) with any of them. If so, they can open new doors by making 
introductions that you might be hard-pressed to get on your own. Remember, a 
tribe works together for the benefit of all. Good leaders encourage their 
employees to participate in community service. One way to get them to buy in is 
to offer them an incentive, such as one Paid Time Off (PTO) hour earned per each 
hour of volunteer service rendered. 

 

[1 Volunteer Hour = 1 PTO Hour] 

 

Non-Profit Networks: Find out the top 20, 50, or 100 nonprofit organizations in 
your city/state and learn what they’re doing to make a difference, then get out 
there and volunteer! Your sweat equity is going to a good cause and it is the best 
way to network with people who are oftentimes the “salt of the earth.” Make an 
investment of your time and energy. When you develop a reputation of being 
salt (which is Latin for salary or income), you know you’ve won!  
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Self-Produced Seminars: Send an organized mailing, typically a large-sized 
postcard, to a targeted geography/demographic of prospective buyers, such as 
luxury apartment home renters, with an invite to attend your upcoming First Time 
Homebuyer Seminar. Most business class hotels, such as Courtyard Marriott, 
Hampton Inn, and Hilton Garden Inn, have small conference rooms available for 
rent. Look for one close to the targeted geo-farm mailing so that your 
prospective attendees won’t have to drive far.  

 

 At the Seminar: Offer a substantial discount for invitees who take 
immediate action to persuade them to book a private consult with you 
while at the event.  

o Include market prices, interest rates on home loans, loan terms, and 
a printed checklist that walks the buyers through the home buying 
process.  

o Give away company branded items with a long shelf life, such as 
hats, t-shirts, sticky notes, pens, calendars, and other business swag. 

 

 After the Seminar: Follow up by send an email, video text message, and 
calling with a voicemail drop message to your invitees (using a separate 
message for those who attended and those who didn’t attend). Follow up 
within the next 2 to 3 days after the event with a thank-you card, an 
appointment confirmation (if applicable), or a “sorry we missed you” card; 
include a relevant newsletter and a second offer to schedule an initial 
buyer or seller consult. 

 

 Business Tip #7: Create TOMA. Give people a reason to think of you with 
a smile. If you want to build sustainable relationships, then you need to 
communicate with your SOI often; the more creative and personal the 
contacts, the better. 
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As a Rainmaker, Your Time Should Be Spent Meeting 
New Clients and Negotiating Offers. 

 

 
 

 

 

 

 

 

 

 Business Tip #8:  Hire a Virtual Assistant 

If you are a startup or otherwise short on working capital, then you will have 
to do the marketing steps in this book yourself. But there will come a time 
when you can afford to automate this marketing process. You may want to 
consider hiring a virtual assistant to work as “business developers” whose job 
is to:  

 send mailers to target markets (farm areas)  

 send event invites (via snail mail and email) 

 mail newsletters to your SOI (current clients, prospects, and third-
party affiliates/referral sources)  

 schedule client engagements (initial consults) 

Try to assign as many non-income producing tasks that you can delegate. 
Hire key personnel, such as a client services director/associate (to handle 
client communications and client requests) and a transaction coordinator (to 
get the deal from contract to closing. 
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Use Your Entrefluence to Transform Lives 
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Have you written a book? Send out copies to your sphere. Ask them for their 
feedback on what they consider would make the book better. (This will help you 
improve your writing - AND you’ll get a ready-made fan base when you write a 
sequel.) Did something you read inspire you? Share it with your SOI - maybe 
they’ll enjoy it as much as you. Since we know it is our duty to serve others, then 
perhaps we should serve our SOI by volunteering our time or by making a 
financial contribution to support their business or favorite charity. Give them 
small, thoughtful (yet real estate related) gifts, periodically. Send holiday and 
thank-you cards.  

 

Be humble. Every time you communicate with your SOI, set your intention to 
create TOMA with the Spirit of Generosity and with a servant’s heart. Create a 
fiduciary duty mindset where you demand yourself to put your clients’ interests 
first. Find ways to show them you appreciate them. The more people you are 
generous to, the more people will KLT you, the more entrefluence you will have, 
and the more brand ambassadors you’ll send out into the world - amplifying your 
brand message – leveraging up the opportunities for you to earn more business. 
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“Over time, arrogance poisons relationships. 
People follow leaders who have humble 
hearts.” - Tommy Spaulding 

 

 

 

 

Chapter Summary 

In this chapter, we defined the Synaptic Bridge Theory of Networking and learned 
how to build a synaptic bridge network to earn more real estate business. Next, 
we defined networking and learned how to build relationships within our 
networking groups, increasing our SOI and creating brand ambassadors out of 
our previous clients (a/k/a “raving fans”), and social media influencers. We 
learned about the 9 key personality traits of authentic relationships, tactical 
networking skills, various types of networking groups, and how to use 
entrefluence to transform lives while serving the people within our SOI. 

 

 

- ※ - 

 Business Tip #9:  Use the Synaptic Bridge Theory of Networking 

As per the theory, you can exponentially increase your TOMA by seeking out 
and connecting with as many people as possible who belong to several other 
networking groups (including activities-based, charity-based, educational, 
and/or industry-related groups). Recruit your past clients to attend 
networking events with you. These are your synaptic bridges, your Chief Brand 
Ambassadors! There’s no better lead generator than a past client/current 
friend who sings praises to your current prospective clients about how you’re 
a terrific friend are the consummate real estate professional who they 
completely trust in all things real estate.
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Chapter Three            John W. Tanner, J.D.|M.S. 

 

The Power of Entrefluence in Real Estate 

 
Image by ElisaRiva from Pixabay 

 

What is influence? How is it that some people have huge audiences on FB, IG, 
YT, and other social media channels? Who decides whether or not you get to be 
an influencer? These are some of the questions on the minds of many hopeful 
entrepreneurs around the world who marvel at the successes of today’s social 
media influencers. In this chapter, I’ll attempt to break down the mechanics of 
influence into strategy and tactics, as well as provide some analysis into why this 
phenomenon of influence is so effective. For the real estate entrepreneur who 
aspires to influence, this chapter will provide you with the basic influential 
leadership training that will enable you to be seen as an authority in your market, 
which will help you to attract more business, a motivated, quality support staff 
that is eager to help you achieve your vision, and a community that respects you 
and is eager to hear what you have to say. Influence is the essence of 
persuasion. It should be used responsibly during the act of real estate 
service, while performing in good faith and under a Spirit of Goodwill, with 
the intent to guide your client to take a course of action that will serve his 
or her best interests; not to manipulate said client to serve yours. 
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Social Media Influence: Instagram 

As mentioned previously, people do business with people they know, like, and 
trust (KLT). When you have people who KLT you, you have access, and power, to 
influence them. As of this writing, Instagram (IG) is in vogue, so we can use them 
as a barometer to gauge the reach of your influence. But the following theory 
holds true for other social media platforms, such as Facebook, YouTube, Twitter, 
and so forth. Before you can get F2F with your IG SOI, you first need to build up 
your following. The size of your IG following will determine how much influential 
reach your influence carries. The less IG followers you have, the lower your 
influential reach. The more IG followers you have, the higher your influential 
reach. (However, it should be noted that not all people with the most IG followers 
are necessarily the most influential of their fields. Some people pay for IG 
followers and thus may be presumed that such superficial reach lacks the 
substance necessary to endear others to the development of KLT relationships.)  

 

Assuming that your IG followers are genuine, meaning there is a valid connection 
based on a personal or professional interest between you (the influencer) and 
your followers, your influential reach will have the power to convert those 
followers into clients and brand ambassadors who generate referral-based 
business for you. The key to converting IG followers into real estate clients is to 
engage with your audience, offer value, and be of service. Make them feel 
important. Get F2F with your followers. Apply the G3A formula: Give, give, give, 
and then ask.  

(1) Give them an invite to coffee or lunch;  

(2) Give them an invite to a private dinner party, an upcoming client 
appreciation event, or to a seminar that you are hosting (seeing you 
speak at a seminar increases your authority);  

(3) Give them something of value, such as a book or magazine article 
you wrote, access to a webinar on real estate investing, a PDF 
booklet, or anything that associates you with real estate and is 
informative or helpful to them; and then… 

(4) Ask them to help you find people they know in their SOI who may 
be looking to buy, sell, or lease real estate – anywhere in the world 
(you can always attempt to earn a referral fee!)  
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“If you can understand what motivates people to take 
action, [what they hope to experience or what they seek 

to avoid] you can sell anything to anyone.”  

- Author Unknown 

 

Identify the Basic Elements of an Attractive IG Page 

An aesthetically appealing Instagram page is one that presents eye-catching 
visual images of the properties you sale or lease, and other images that capture 
the services you offer and your brand story. You may want to consider a color 
scheme, a logo and icons that match your business brand image to maintain a 
consistent theme across all of your media types (Facebook, IG, Twitter, YouTube, 
your personal webpage, etc.) There should be congruence with the profile colors 
and the images you post. Remember also that quality trumps quantity. The most 
alluring posts contain attractive photos that are alluring to the eye and posts that 
fascinate your audience with their novelty. It may be helpful to preplan your posts 
by sketching out a design board and post schedule. Look at the top influencers 
who you admire for inspiration. This is the best way to inform yourself of what is 
trending and popular in the eyes of your audience. What techniques are they 
using? Is there a concept that you can draw upon to create your own design? 

 Tools: PicCollage, Instafit, Frame Swagg, Squaready, Diptic, Whitagram, 
OrangeTwig, Instagrids, and TilePic. 

 Techniques: Experiment with the color tone of your pictures, add 
borders prior to uploading, and use hash tags in your descriptions. 
Remember to maintain consistency.  

 Video: Use IG Stories frequently and stitch together video content by 
numbering the post (i.e, 1of4, 2/4, etc.) Ideas: New home tours, open 
house tours, neighborhood tours, local business showcase with 
interview from management and staff, holiday event announcements, 
and “behind-the-scenes” videos. You can also include some personal 
content, such as yourself on vacation with the family. Video posts is the 
new reality TV, and people want to see what’s going on in everyone 
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else’s lives. Everyone is maintaining open loops in their stories and their 
followers are watching; it’s an addiction. 

  

Three Ways to Incorporate Video  

When I was a Language Arts Teacher, I used to draw a pie chart on the 
whiteboard in front of my classroom and write in the acronym “P. I. E.” to 
illustrate a mnemonic device I crafted to help them remember the three purposes 
of writing: to persuade, inform, and entertain. Posting a combination of photos 
and videos will increase your audience engagement and generate more leads for 
your business. Your audience will be able to get a sense of who you are by seeing 
you on video. This will help you start a relationship with your audience, and many 
of them will KLT you more quickly.  

 

Video is the next best thing to in-person communication and Big Business is 
amplifying that message loud and clear. Did you know that motion pictures 
convert static images into a lifelike experience at 28 frames per second? Those 
fast moving images have the power to draw us in on emotion. If your goal is to 
gain influence, then you’ll have to win the hearts, and minds, of your followers 
and video content is the most powerful way to do it. Our P.I.E. chart can be 
applied to video production as well. 

 

 
 

Persuade   

Think about the pros and cons of your real estate service. In the world of sales, 
companies have to persuade their audience of consumers to choose their 
company over the competition. What makes Coke better than Pepsi, or Palmolive 
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dish soap better than Ajax? Marketing and publicity professionals are masters of 
persuasion. And so are politicians, they use persuasive arguments while 
campaigning to convince their audiences that their competition is the Devil, and 
they are the answer to their prayers. Some persuasion is built on fear, some on 
authority, while other forms are gentle and caring. Here is an example of the 
latter: 

 

Illustration: The North Wind and the Sun.  

The North Wind and the Sun had a quarrel about which of them 
was the stronger. While they were disputing with much heat and 
bluster, a Traveler passed along the road wrapped in a cloak. 

“Let us agree,” said the Sun, “that he is the stronger who can strip 
that Traveler of his cloak.” 

“Very well,” growled the North Wind, and at once sent a cold, 
howling blast against the Traveler. 

With the first gust of wind the ends of the cloak whipped about 
the Traveler’s body. But he immediately wrapped it closely around 
him, and the harder the Wind blew, the tighter he held it to him. 
The North Wind tore angrily at the cloak, but all his efforts were 
in vain. 

Then the Sun began to shine. At first his beams were gentle, and 
in the pleasant warmth after the bitter cold of the North Wind, 
the Traveler unfastened his cloak and let it hang loosely from his 
shoulders. The Sun’s rays grew warmer and warmer. The man 
took off his cap and mopped his brow. At last he became so 
heated that he pulled off his cloak, and, to escape the blazing 
sunshine, threw himself down in the welcome shade of a tree by 
the roadside. 

 

The Moral of the Story: Gentleness and kind persuasion wins where force and 
bluster fail. (Emphasis added.) As the fable suggests, kind persuasion wins people 
over. 
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The art of persuasion is comprised of three categories: Pathos, Ethos, and Logos. 
Pathos, (Greek for “emotions”) is a way to appeal to your audience with feelings. 
This is often found in storytelling. Ethos (ethics) is a form of persuasion based on 
sound moral character and credibility. Examples include citing scholarly journals 
to prove facts. And, logos, (Greek for “logic”), is an appeal to appeal to one’s 
rationale or understanding. It answers the audience’s question, “Does this 
argument (or point of view) make sense?” and “What are the reasons why I 
should believe you?” For these reasons, persuasive content works best when 
backed by logical appeal.  

 

In middle school, we taught our students to write a thesis statement that 
captures the reader’s interest (pathos). Next, students were taught to back their 
contention with the use three to five authoritative examples to support their 
contentions and bolster the credibility of their arguments (ethos).  And they were 
instructed to conclude with a rationale appeal to persuade them to take action 
(logos). The same structure can be used when creating a video to persuade your 
audience to choose you for their real estate needs.  
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Inform 

The best way for prospects to know whether or not they should hire you for their 
real estate interests (wants or needs) is to give them a taste. Your audience can 
become quickly acclimated with your brand (what you do and how you do it) by 
watching your IG and YT videos. How you can do this with video content that 
educates them on your services? For me, the first thing that comes to mind is 
HGTV. Consider the ‘DIY’ and ‘How-To’ content out there, like Chip and Joanna 
Gaines, and the Property Brothers. Think about the luxury real estate sales 
process being conveyed in Millionaire Real Estate Agents, and so on. Because 
these videos get a lot of traction online, they’re good for your business. By 
creating similar content as these mega popular real estate TV shows, even if you 
don’t make a sale to everyone in your viewing audience, you can generate 
goodwill, brand recognition, raving fans and brand ambassadors! If the home 

 Business Tip #10: Bolster Your Persuasive Content 

When looking for ethos-based content, try using keywords and Boolean 
queries. To narrow down your search results, and simplify your research 
process, try typing “AND” to combine keywords used in a phrase or sentence, 
or the word “OR” (use caps) between keywords to locate one or the other of 
two topics of interest alternatively; this will help in thinning out the bulk of 
unrelated content that may otherwise be summoned using your selected 
keywords. Scan the results, starting with the article’s abstract (if one exists) to 
gauge its relevance.  

 Use citations to celebrities, thought leaders, and well-known 
professionals, especially those with articles published in scholarly 
journals.  

 Use allusions to well-known facts (or maybe even myths and 
legends regarded to be true) to bolster your contentions in your 
supporting details. 

Final thoughts: You might consider ending your persuasive content with a 
question that leads your audience to consider one or more alternative 
outcomes that you want them to arrive at. Lastly, you won’t persuade anyone 
without having a call to action, (CTA) asking them to do something. 
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project you are showcasing is too difficult or time-consuming for the Do-It-
Yourselfers, they’ll be more inclined to pay you to satisfy their want or need 
because you were the one who altruistically  offered to help (via your reality TV 
episodes), and they want to reciprocate (the Law of Reciprocity) your goodwill.  

 

Entertain 

Social media is, first and foremost, an entertainment platform where people come 
to connect and communicate with others online, and then maybe they’ll conduct 
business while there. This is the established culture of IG and real estate 
entrefluencers are cautioned to remember it. You don’t want to push away your 
followers because you come across as “overly corporate” or “too sales-centric” in 
your social media posts. That being said, IG followers are welcoming socially-
centric real estate brands that promote their services in a fun, business casual 
way. What are some of the ways you can create informative, yet entertaining 
videos that convey your brand message and entertain your audiences? Note: 
given that we’re discussing IG, you should know that your videos are limited to 
one minute each. Don’t worry, this short video could be linked to a full-length 
video of your content on your YT channel, or the content can be spliced and 
presented as a series of short videos that constitute a commercial in the 
aggregate, to promote the video topic.  
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The riches are in the Niches NEXUS! 
 

Introduction to Infotainment 

Since the beginning of mankind, storytelling has long been a medium for sharing 
information, whether used to persuade, inform, or entertain an audience. From 
paintings of tribes hunting buffalo with spears that date back twenty thousand 
years, to twenty-first century digitally recorded videos that are edited in the cloud 
and just posted to your FB news feed ninety seconds ago, humanity has been 
innovative at creating and sharing stories in novel and engaging ways. Posting 
value-based content is essential to building an audience and earning brand 
equity.  

 

 Business Tip #11: Create Promotional Videos that Persuade, Inform 
and Entertain Your Audiences 

 Share Virtual Neighborhood Tours, Open House Videos, Market Reports, 
Upcoming Events (such as Concerts, Arts and Crafts Festivals, etc.), and Local 
Business Interviews.  

 Add sequential numbering (1 of 3), hash tags, date, location, and 
SEO keywords to rank higher in search results. 

 Craft a plot line that sequences of short videos is known to captivate 
audiences’ attention and compels them to follow a good story to 
the end. 

 Maximize your video’s likeability by shooting short films with a 
script, recruit interesting characters, and craft a plot line that 
sequences the videos (1 of 5, 2 of 5, etc.) 

Don’t forget to highlight parks and recreation, tourist tips, and places where 
people can go to have fun. 
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Storytelling  

One of the cornerstones of marketing strategy for the entrefluencer is 
infotainment videos. This is a hybrid between an infomercial, a documentary or 
instructional video, and a sitcom or realty TV show. By delivering informative, 
helpful content, in a fun and engaging format (“infotainment”), you are much 
more likely to ingratiate your audience and kick start a dialog with them. 
Interacting with prospects is very important for real estate entrepreneurs because 
it helps us to develop relationships, convert them into clients, and nurture them, 
post-closing, to subsequently become our brand ambassadors (raving fans) who 
bring us a perpetual amount of increasing referrals from their evolving networks. 
People enjoy a good story. How many people have you heard talking about 
Game of Thrones or any other TV series that is trending these days? What about 
the classics of days past, like Dallas or Dynasty? Creating your own real estate 
reality TV show can benefit you in two ways: 

 Connection. Many people feel connected to brands and to others 
simply by being fans of the same sitcom or drama. Instead of solely 
relying on your own capacity to conduct business development, you’ll 
have a large team of brand ambassadors in your ranks. 

 Longevity. Aside from binge watchers, most of these fans have been 
willing to hang onto an open loop in the story, episode after episode, 
eagerly waiting for the next season to air – and they do so for years! 
(Sometimes these fans watch reruns for decades.) This can add 
stickiness to your brand for your entire career. 

There’s real influential power in storytelling, power that you can harness, my 
friend. 

 

Influence is the Essence of Infotainment! 
 

I challenge you to think about what information you can offer to your prospects 
that will be helpful to them (free advice, a ‘how-to’ of sorts) and consider how 
you can package the information as a sitcom or realty TV show.  

 Can you use actors, props, and set designs?  
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 Can you draft an infotaining script and a CTA? If so, how can you 
make it a bit more witty or funny? If not funny, can you make it 
suspenseful?  

 Can you break up the content into a series of 1-minute videos for IG, 
from a longer video that you can host on YT?  

 

Building More Influence 

The sweetest sound to a person’s ears is his or her own name. How can you gain 
more influence? By sharing the content that your followers create, you will be 
helping them feel important and appreciated. The following tactic (running a 
competition) will enable you to win favor with your audience, spark conversations, 
and reinforce your top-of-mind awareness (TOMA).  

 

Running a Competition with User-Generated Content (UGC)16 

Hosting a competition is a surefire way to get your audience involved with your 
brand while giving you lots of content to add to your feed. The Top 3 winners will 
feel most important, but all participants should be made to feel valued. Repost 
the winners to your IG account (from their original posts). Be sure to use a 
specific #hashtag for the contest and include a tag that links back to your 
company website. This will help you convert the traffic into consultations or sales. 
Ignore the hecklers and followers who are unwilling to participate in your 
competition.  

 

Illustration: The Wolf and the Crane 

A Wolf had been feasting too greedily, and a bone had 
stuck crosswise in his throat. He could get it neither up nor 
down, and of course he could not eat a thing. Naturally 
that was an awful state of affairs for a greedy Wolf. 

So away he hurried to the Crane. He was sure that she, 
with her long neck and bill, would easily be able to reach 
the bone and pull it out. 
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“I will reward you very handsomely,” said the Wolf, “if you 
pull that bone out for me.” 

The Crane, as you can imagine, was very uneasy about 
putting her head in a Wolf’s throat. But she was grasping 
in nature, so she did what the Wolf asked her to do. 

When the Wolf felt that the bone was gone, he started to 
walk away. 

“But what about my reward!” called the Crane anxiously. 

“What!” snarled the Wolf, whirling around. “Haven’t you 
got it? Isn’t it enough that I let you take your head out of 
my mouth without snapping it off?” 

 

Moral of the Story: Expect no reward for serving the wicked 
(emphasis added.) 

(Source: Library of Congress, www.read.gov/aesop/006.html) 

 

Ask for Testimonials 

The best way to establish credibility is to have your clients vouch for you. Video 
testimonials have more impact. 

 

Build Your Email List 

Now that you have a captive audience with using video to tell a story, it’s time to 
capitalize on your newfound influence and grow your email list. Offer them a 
“first look” at upcoming episodes and special “subscriber” discounts for signing 
up into your membership program. 

 

An Inside Look 

Take you subscribers “behind-the-scenes” to share your personal brand stories, 
from guided tours to staff Q & As, to video production, to speaking engagements 
(live broadcasts), your audience will feel more connected with you and it 
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enhances the KLT. Consider sharing how you got your start in the business, what 
you love about your job, what you don’t like about it, and what your plans are for 
the future, both long-term and the near future. Giving your prospects and clients 
an inside look humanizes your brand and provides a mechanism for connection. 
Your audience will feel like they know you personally and you’ll begin to form a 
relationship with them. 

 

Watch the Analytics 

When you post new content to IG, be sure to pay attention to the numbers 
(audience management). If your post stands out, then you should drive more 
traffic to it by boosting it using FB Ads Manager. Leverage posts which resonate 
with your followers, they are the arbiters of what works well. Leverage high-
performing content. When your SOI reacts well to a post, showcase it on your 
website and boost it on other social media platforms.  

 

Retargeting and Sequencing (Let’s Get Tactical!) 

When people visit your website, you can use pixels to capture their IP address (or 
email address) for retargeting. By using retargeting (an option within the FB Ads 
Manager platform) you can attract previous visitors from your website, enabling 
you to improve your brand recognition, guide those targeted (warm) prospects 
along your sales journey. FB Ads Manager also allows you to set up a campaign 
using a set of posts (sponsored ads), that will be displayed on your prospects’ 
social media news feed. This will help you build KLT relationships with prospects, 
and improve your overall conversion rates (warm prospects convert better than 
cold prospects.) For example, let’s say your first campaign will consist of three ads 
(two images and one video) that you plan to share for the first three days of the 
campaign to promote your “Buyer’s Agent” service. The campaign will be 
sketched as infotainment, followed by a second promotion (three segmented 
videos) telling a story that promotes a value proposition. 

 

Example:  

 Video 1:  Introduction. Present a past customer who had “x” problem;  
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 Video 2:  Body. Explain how you provided said past customer with your 
service and solved that customer’s problem;  

 Video 3:  Resolution. Let the client share how happy they are that you 
resolved their problem. 

 

(Note: It is recommended that you use a campaign once per day so you don’t 
overwhelm your prospects, then use another set of ads for the next period.)  

 

Prospecting vs. Retargeting 

Prospecting for new leads is the initial strategy used to make people “aware” of 
who you are and what you do. Retargeting site visitors helps you convert “warm” 
audiences into customers. 

 

The 45-Day Customer Journey 

Start your campaign with eighty percent of your advertising budget going to 
prospecting to new audiences, while twenty percent will go to retargeting 
prospects who visited your website in the past year. Then, by the end of the 
campaign, the percentage flips to a 20/80 split. 

 

Total # of Ad Campaigns = 5 Sequences (each sequence consists of 1 to 3 ads): 

Days 1 to 15   80/20 Split  

Days 16 to 23   70/30 Split 

Days 24 to 30   60/40 Split 

Days 31 to 38   50/50 Split 

Days 39 to 45   20/80 Split 

 

If your Ads Manager allows you to select your audience, these criteria are 
suggested: 

 Your website product/service views in the past 180 days 
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 Social media engagements in the past year 

 Email list (uploaded by you)  

o Add a rule to exclude all of these leads if they viewed your 
website within the past 30 days (you don’t want to come off too 
pushy.) 

 

Note: During one of your retargeting sequences, you should use an exclusive 
sale or a special access invite to exclusive content (i.e., an online webinar for 
FSBOs) to capture prospects’ emails to grow your prospecting email marketing 
list. It is much easier to capture emails from informed prospects than it is to 
collect them from cold traffic coming from your first advertisement. Your final 
sequence (days 39 to 45) should drive traffic to your website with a specific CTA 
once your sales promotion begins  

 

Example:  

Our New Year’s Day Sale Starts Friday!  

List Your Property with Us  

And receive a 25% Rebate at Closing 

(Available for 3-Days Only) 

 

You can run these 45-day sale campaigns for the holidays, company 
anniversaries, or to announce the launch of a new product or service. 

 

I’d like to revert back to the overall strategy briefly before closing out this chapter 
to place particular emphasis on the importance of crafting your marketing 
messages in a way that will (i) WOW your audiences, (ii) resonate with them on an 
emotional level, and (iii) have more impact. As a component of your brand 
strategy, your influence will grow in depth and breadth more efficiently and 
meaningfully. By examining the following suggestions you will see the value in 
these strategies. They should help you craft messages that are contemporary, 
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compelling, and different than what most of your competitors are uploading to 
social media - and they are available for you to implement immediately. 

 

Move & Inspire 

So, you want to build a client base of raving fans that adore you, buy your 
services, and tell everyone they meet about how wonderful you are? To build a 
large client base, you must first move and inspire people. Put another way, you 
must paint a picture for them so they can envision themselves receiving the 
benefits of your offer. Your audience must be captivated and inspired by your 
message. How do we make that happen? Why are some stories more catchy than 
others? 

 

The 3 Cs: Reasons Why Stories Sell 

1.  Cause & Effect. Stories help us to understand why certain things happen. 
We set up schemas (the mental organization of information) that 
compartmentalize subjects, such as cause & effect or If/Then rationale, 
which then allows us to quickly think ahead and compute all the possible 
outcomes of a chosen response to an impetus (a stimulus) in any given 
situation.  

 

2.  Connections. When we observe characters and/or situations that we relate 
to, the story is more likely to make a significant impression on us, such 
that we are moved to do something (change our ways, take action). Have 
you ever liked someone you only just met, for no immediately apparent or 
logical reason? You just liked him or her. This is chemistry, science, or 
biology in action. This type of connection also happens across long 
distances, such as on the internet. (Note: This happens even when the two 
people have not technically met, one person views the other person on a 
video and BAM! the viewer connects with (and likes) the speaker. Call it 
chemistry, science, or hormones, people connect with people they like. 

3.  Catharsis. The word catharsis comes from the Greek word kathairein, 
which means “to cleanse.” A catharsis is the process of releasing strong or 
repressed emotions. Stories are a means of catharsis for people. Stories 
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can be therapeutic, emotionally. Moreover, our understanding of this 
notion of release through drama was further edified in Aristotle’s Poetics. 
According to Aristotle, the purpose of drama is to arouse your feelings of 
pity or fear, and then allow you to release those feelings (catharsis) so that 
you can become an emotionally stronger human. 

 

In summary, by implementing the 3 Cs (with pathos, ethos, and logos) into your 
infotainment marketing materials, you will create better stories that help your 
audiences to resonate with your brand message: (i) the cause and effect that 
demonstrates how your services are effective, establishing a logical reasoning for 
hiring you, (ii) they embody characters and situations that open connections 
(know, like, and trust) with your brand, and (iii) the stories are therapeutic, they 
reach your audience at an emotional level (a catharsis), prompting them to take 
action (to hire you). 

 

As a real estate entrepreneur storyteller, you can pick your plot (1 thru 4 above) 
and share it as your brand story. This will allow your audience to connect with 
you on an emotional level (using the 3Cs: cause & effect, connection, and 
catharsis), especially if they have been or are going through a similar challenge 
themselves, and will marvel and celebrate how you overcame your challenges, 
particularly if you did so in a novel, innovative way. Your audience will celebrate 
your victories with you! 
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“Be the Luke Skywalker or Princess Lea of  

Your Celebrity Brand.”  

- Nick Nanton 

 

 

“It’s supposed to say ‘R’ TV, for Reality Television!” 

 ;-) 
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Infotainment is the fastest way to build KLT status.  

 

Photo by Lucas Ettore Chiereguini from Pexels 

 

Let’s brainstorm content to relieve you of any “creativity paralysis.” Make a list of 
service providers that connect well to your business. For example, in real estate 
you can connect with ancillary business owners and interview them on video (i.e., 
a real estate attorney). Let’s say you meet a title attorney at a networking event. 
You can ask him or her if it would be okay to interview him/her live on FB or IG so 
that your audience can learn a quick tip about the closing process (informative 
and entertaining – reality television). Invite your audience to solicit questions at 
the end of the interview. These interviews are like short documentaries that brand 
two businesses simultaneously. Can we say that’s a ‘win-win’ strategy? You bet! 
So, your list could be: mortgage brokers and bank lenders, title companies, real 
estate attorneys, home inspectors, appraisers, home stagers, interior designers, 
architects, building contractors, plumbers, electricians, carpenters, tile and 
flooring contractors, painters, pressure washers, appliance salespeople, home 
warranty sellers, home alarm sellers, real estate flippers/investors, property 
management companies, and other real estate agents from out of town, out of 
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state, or out of the country. Be sure to upload the interview to your websites and 
send your new connection a link to the video (and add him/her to your CRM 
(Build your SOI, baby!) 

 

Great! Now that you have a list of affinity partners, you can start collaborating 
with them and shoot lots and lots of reality-based (show & tell) videos. When you 
contact these people, ask if they wouldn’t mind being interviewed for your 
reality-based internet TV show (airing on your YouTube Real Estate Video 
Channel). Yes, you should create your own channel on the YouTube Network! 
(Think of it as the new cable TV.) Who is going to say no to being interviewed for a 
TV show?  Firstly, it feeds the ego quite well! Secondly, it’s FREE ADVERTISING for 
the recipient! So, for the sake of brevity, let’s suppose you line up a series of 
bookings to shoot one per day for the next 30 days! (You’ll release one per 
week for the next 30 weeks, this is called having the episodes “in the can,” which 
means ready for release in the film industry.) Do this, and you’ll have a lot of great 
content for your channel. Now that you have a course of action, it’s time to think 
about what questions you will ask your interviewees. Got any questions coming to 
mind yet? Can you see yourself interviewing someone in particular? Good. But, if 
not, don’t worry. Let’s keep the process simple and reduce your interviewing to 3 
core questions:  

Q1. What did you do prior to becoming a (blank)? 

Q2. What is the main thing that drew you into wanting to be a (blank)? 

Q3. What is your prediction of where the (blank) industry will be in the 
next ten years? 

It’s the KISS (keep it simple, silly) method, baby! All you need to do is create 3 to 
5 minute videos to provide valuable information (show & tell) that’s WAY BETTER 
than those boring yellow page ads, classified ads, and “tombstone” newspaper 
ads (you know the kind that states the name, address, business specialty, phone 
number/email/web of the service provider? Those “business card” and 
“tombstone” ads have all the excitement of a root canal); besides, all you need is 
your phone to shoot videos. Plus, it’s super easy to spice up your interviews on an 
editing platform, like InVideo, which can add value to your content, while 
showcasing your collaborators in a fun and captivating way to your audiences! 
That’s ‘Win-Win-Win’ right there! 
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The Power of Entrefluence in Real Estate 

 

Part Deux 
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Technical Tips for Infotainment  
 

According to entertainment attorney Nick Nanton, co-founder of Celebrity 
Branding Agency and author of Story Selling, many successful stories essentially 
have the same plot elements, so all you need to do is learn a few and take action. 
Seventeen plots were catalogued by author Joseph Campbell in his book, The 
Hero with 1,000 Faces. But, thankfully, Mr. Nanton has boiled down that list to 
four narrative plots that work best in Story Selling (and in our “infotainment” 
concept): 

1. Overcoming the Monster. The hero identifies the monsters in his/her 
profession, and then strives to defeat them. 

2. Rags to Riches. The hero builds a business from scratch or started at 
the bottom of the corporate ladder and climbs to the top position. 

3. The Quest. Here, the hero has to search for something and shares the 
story of what he/she has to go through to find it. 

4. Rebirth. The hero rose to great heights, fell into tough times, then 
comes back bigger than ever. 

Now that you have a strategy (interview your existing or potential business 
partners that you meet while networking, such as title attorneys, mortgage loan 
officers, home inspectors, real estate appraisers, etc.) and the tactical instructions 
(3 questions to ask during an interview, 4 plot lines to frame your storytelling 
(branding yourself in an entertaining fashion), it is time to take action! 

 

Action Steps: 

 Tell your Brand story often and tell it everywhere. 

 Differentiate your delivery methods, online and offline, choosing one 
of the four narrative plots. 

 Connect with your audience using the 3Cs (cause and effect, 
connections, and catharsis) and incorporate pathos, ethos, and logos. 
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When I self-published my first book in 2012, Faithfully, (a feeble attempt to write 
a romance novella), I scoured the internet for countless hours researching 
instructions on how to self-produce a book trailer. I was specifically looking for 
free and low-cost resources (images, editing software, and royalty-free music) to 
make it happen because I was BROKE and only collecting $1,000 in 
unemployment at the time – I had just been dismissed from my new teaching job 
at the end of the 90-day probationary period. Admittedly, I deserved it. It was my 
first time teaching at a middle school and I lacked the requisite classroom 
management skills to teach young adolescent students. The problem was that I 
failed forty-four percent, nearly half, of my students in Q1. (What a disaster of an 
experience that was, but it taught me a lot about the importance of having good 
teaching skills. Honestly, I’ve learned more from my failures in life than from my 
successes.) Anyhow, I came across what I think may now be considered First 
Gen video curators, such as Animoto and GoAnimate.  

 

I taught myself how to use Microsoft’s free movie maker software (not sure of its 
official name), and pieced together my first video trailer. Eventually, I created a 
few videos using the above named platforms, as well as Gideon Shalwick’s 
Veeroll, which has easy to use templates. Recently, newer tech companies 
emerged with editing software that you can download to your cell phone, some 
of which are excellent for real estate agents, like RIPL, which uses auto-stitching 

 Business Tip #12: Tell Your Story. (Answer the following Qs)

Who are you? What makes you different?  

What do you do for your clients?  

When is this going to be beneficial to me?  

Where are your services offered?         

Why should I care? How are you different from the competition?  
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to make your still photos come together to create a video walk through tour. But 
the Oscar® goes to InVideo. To illustrate how infotainment & marketing works 
together (and to be transparent) consider the following. Books, films, videos, and 
music have a history of being used to persuade, inform, and entertain. For 
example, “Behind-the-Scenes” videos are advertisements disguised as 
documentaries that are designed to earn your business. Disclosure: As an 
affiliate marketer for InVideo, I get paid when someone enrolls using my 
enrollment link (thank you). By demonstrating how the InVideo editing platform 
works, I am creating informative content. And as an affiliate marketer, I get paid 
when a referral signs up to use their services (sales and marketing). It’s a “win-
win” strategy for both the tech company and for me. So, check it out and see for 
yourself if it’s a good fit for you. Sale or no sale, the bottom line is that you need 
to implement a video production system that’s easy to repeat consistently, and 
that you are creating TOMA, which is how you become and maintain 
Entrefluencer status! At its Core, Infotainment is selling a product or service as 
entertainment.  

 

 

 

 Business Tip #13: Brand Yourself as a Celebrity Entrepreneur   

As you know, films make movie stars. (So does video + social media!) The key 
to gaining influence and building the elusive ‘celebrity status’ as an 
entrepreneur is to tell a compelling story, with you as the hero entrepreneur, 
that the audience connects with emotionally.  

To have a polished look, all you need is a Go Pro cam, a lapel mic, maybe 
some lighting, and stage makeup to reduce glare, and the courage to hit the 
record button! You also need a good video editing platform.  

Take a look at a few video editing options. Having the power of InVideo, a 
sophisticated cloud-based video editor with millions of stock images, video 
clips, music library, and special effects, powered by an intuitive, self-learning AI 
system, can really transform your final cuts from homemade to high-quality 
production value.
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“In today’s digital space, the key to success in real 
estate marketing is to create video commercials and 
documentaries that reach at the heart of your 

audience!”        

 

 

 

Action Steps: 

 Use your phone cam to shoot your video interviews. If you can afford 
it, buy some film equipment, like a GoPro camera, steady cam bar, 
lapel microphone, and a lighting ring or something similar. 

 Contact those affiliates you thought of and schedule their interviews! 

 Edit the videos using InVideo or another video editing platform. 

 

 

 

 Business Tip #14: At this point, you should stop reading this book and go 
take MASSIVE ACTION! Go do what you’ve learned this far and then come 
back to the book! It’s okay, I don’t mind waiting. (Seriously, it’s okay.)

 Business Tip #15: Take a tip from Nick Nanton (who took a tip from Steve 
Jobs from Apple and Pixar) and learn that the story is everything! “If it doesn’t 
flow (and I’m paraphrasing here), then toss it back and start from scratch.”  

Focus on telling a great story and let the production quality be secondary. If 
the message compels, then the service will sell. 

Let it be your MANTRA!
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Structure 
Every great story has a beginning, middle and end. When I was a teacher, my 
students learned to use a plot line to visually structure and craft a story, 
incorporating all five elements.  

 

Here’s what it looks like:  

i. Exposition (In the Beginning…) 

ii. Rising Action 

iii. Climax 

iv. Falling Action 

v. Denouement (…The End) 

 

 

 

 

 

 

 

 

Image Source: https://en.wikipedia.org/wiki/Plot_(narrative) 

 

Exposition  

In the beginning, we learn who our hero is (the protagonist) and we become 
acquainted with the other characters (the antagonist and supporting characters). 
Next, we discover the setting (location), the back story, and we identify the 
conflict (the problem). In building your brand story, remember that you are the 
author and hero of your own story; it’s your duty to tell the audience your “back 
story”, so they can understand how you got into real estate (what led you to it). 
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Illustration: 

Mr. John W. Tanner was in his early forties when he began 
working as an English Teacher.  He had found his third full-time 
teaching position in a financially challenged K-8 charter school in 
Homestead, Florida, home to the children of many transient 
immigrant farm workers, situated behind Homestead Air Force 
Base, just forty-five minutes south of downtown Miami. Although 
John loved his job, his colleagues, and his students (well, most of 
them anyhow), and even though he excelled in his job and was 
tasked with many responsibilities, he was secretly unhappy with 
his station in life. Making it paycheck to paycheck on a fixed ten 
month income that barely stretched over forty thousand, 
frustrated further from the unrequited love of a two-faced 
cheater, his then girlfriend, John had yearned for change. His 
internal struggles were evolving into something new. He was 
developing a longing desire to experience adventure, 
entrepreneurship, and success. Real financial success! Being stuck 
in the same old routine was gnawing away at his Mercurial soul. 
Then, one day, he did what most of his adolescent peers would do 
in this situation - he ran away (to attend law school). 

As you can see in this introduction, I set the stage for my transitional, life-
changing journey through law school (yes, this illustration is based on a true 
story). While introducing my back story, I am able to lead my audience to the 
beginning of my current story (my journey). You can do the same thing to 
introduce what you were doing before entering the real estate profession.   

 

(Author Note: for the record, I did continue to work in education from 2015 to 
2017 as a part-time substitute teacher while in law school. From January to July of 
2018, I worked as an intern in the legal clinic at our campus, then studied like a 
madman from August to December to graduate from law school – which meant 
passing two capstone courses: Florida Law Survey and Federal Law Survey, plus I 
was also taking Florida Rules and Procedures and Commercial Paper. It was a 
grueling last semester, but earning my cap and gown and diploma was worth it!) 
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Rising Action 

This segment begins with the hero deciding to do something to address the 
problem. It’s the “effect” to the “cause,” the “action/reaction” relationship. This is 
where the hero’s journey or quest begins, as he or she searches for a solution to 
the problem. During the Rising Action, the hero often faces another problem, 
which creates more tension among the audience. 

 

Climax 

The highest point in a story is when the hero (the protagonist) has to deal with 
the biggest challenge(s) in the story, which is usually a culmination of events. It is 
where the life of the hero reaches a turning point. Make the solution surprising to 
your audience by resolving the problem in a unique, novel way! 

 

Falling Action 

Here, the audience learns about the consequences of the hero’s choice, good or 
bad, that the hero experiences after reaching the turning point. 

 

Resolution (a/k/a Denouement: “A New Beginning”)  

We finally close the loop (or loops) by learning how the conflict was resolved and 
what happened to the characters. All open loops must be closed and the hero 
should experience success (a/k/a, a happy ending) for the audience to experience 
a positive catharsis and receive a return on their investment of time and 
emotional energy. So, do you think that you can craft a problem/solution story 
that explains how you became a real estate professional and how what you do 
helps others? Have you experienced success or failure in your personal and 
professional life? (Guess what? We all have!) You just have to tell your story in a 
compelling way, using the frameworks described above, so that it leads your 
audience from beginning to end, that it, tell your story in a heartfelt and 
compelling way, which creates an emotional connection between you and your 
audience and persuades them to want to try your solution to their problems. 
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When the stakes were high (say, for instance, you gambled your life savings on a 
startup venture) and you failed due to some unforeseen obstacle, but you got up 
and started again, fought harder then ever, and are winning, your audience will 
have more respect for you and they will have a stronger desire to see you 
continue to win. This is one of the ways in which your audience will connect with 
you. As Russell Brunson says in Expert Secrets19, “they will cheer on your success 
and throw stones at your enemies.” This is your real estate branding; it is part of 
your “local celebrity” status-building. This is the path to Entrefluence! 

 

 

YOUR REALITY INTERNET TELEVISION (Y.R.I.T.) – Creating Your Own Brand 
Channel on the YouTube Network. 

This is my favorite topic in this chapter! If you didn’t already know this, I used to 
be a stage and screen actor. Many moons ago, I took an interest in theatre and 
choir in middle school, performed in many concerts, a musical production, and 
performed on stage during my first semester in junior college; I had several talent 
agents in south Florida, the last of which was the late Sherry Reichert at EEE in 
Boca Raton, and I worked in many Hollywood films (such as Any Given Sunday, 
starring Al Pacino, Cameron Diaz, and Jamie Fox, a few television series (The 
Glades, Caliente, S Club 7, and CSI Miami), a few TV pilots, and two music videos 
(Xscape and Marc Anthony). I only starred in one film (The Horizon Bleeds) and 
had a speaking role in a couple of other gigs, the rest was mostly auditions, well 
over 200.  In 1999, I decided to pursue other interests (code for “I enlisted in the 
Navy”) and later chose to work in other careers outside of entertainment, in the 
hopes of having a more solid financial life. That being said, film and theatre have 
always held a special place in my heart. And that’s why it is one of my favorite 
topics in this chapter and book.  
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Isn’t it just amazing how we live in a time where we can create, produce, edit, and 
distribute our very own reality-based shows and commercial ads over the 
internet! At a very low cost, you can build a platform for your followers (or 
‘Raving Fans’ as Russell Brunson calls them), and GET PAID by advertisers to bring 
their products/services to your following by being a content creator? THESE ARE 
VERY EXCITING TIMES!   

 

For example, last fall (2019), I met a couple of local filmmakers in Jacksonville, 
Florida and shared my vision of creating a film company that would specialize in 
producing internet commercials for real estate agents (including my firm’s real 
estate agents). We shot our first commercial for a friend of mine, who happens to 
be a fantastic real estate agent with one of the big brokerages in town, which you 
can see here: www.rexhomefilms.com. This commercial was quickly thrown 
together with minimal equipment and a skeleton cast/crew. Let me reemphasize 
that you don’t need professional filmmakers to create content for your YouTube 
channel, you just need your cell phone (although, a GoPro is highly 
recommended.) 

 

Your Reality Internet Television (Y.R.I.T.) works because: (1) your videos are based 
on you as the celebrity real estate entrepreneur influencer (no cost for star talent, 
unless you want to hire some); (2) these videos are easy and cheap to produce 
(your cell phone or a GoPro camera, natural lighting or low-cost lighting, and a 
microphone – a Lavalier Lapel Mic is recommended); (3) it is often filmed in real 
time (hence the name ‘Reality TV’), filmed in your real estate related locations, not 
expensive movie sets (but hey, if you really want to work inside a studio set, you 
can always find a storage unit and set up a green screen, props, lighting, sound 
and your camera equipment); (4) the content you develop is based on you and 
your own encounters with other real people (not rehearsed actors with scripts 
and expensive SAG industry pay rates); and (5) the subject matter has already 
been tested for demand – your videos will cover real estate topics which people 
are curious about (easy to build your audience).  

 

Your audience may already even know, like, and trust some of the people you 
interview, allowing you to leverage those relationships to establish instant 
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credibility. Others will gladly spark conversations (or comments) with you and 
your guests through your social media posts. When your social engagement hits 
the magic number of followers, you will shift from content creator to social 
media influencer extraordinaire! This is when your social media platforms will 
become money magnets that attract affiliate marketing deals, joint venture 
partnerships and product endorsement deals that will carry you on the internet 
superhighway to wealth as a real estate entrefluencer! 

 

Shared Experiences = Networking Magnetism  

(aka ENTREFLUENCE magic!) 

 

   

 Infotainment        Relationships     Entrefluence 

 

Consider all of the amazing people you will be able to engage with, develop new 
relationships with, add to your sphere of influence, open doors to new 
investment opportunities, generate passive income with, and create win-win 
synergies with to scale each of your businesses with - all through the 
amplification of your Y. R. I. T. Channel! Now that’s the power of Entrefluential 
networking! 

 

 

 

 

 
 KLT  
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Chapter Summary  

In this chapter, we defined influence and explained how to build influence using 
Instagram (and other social media platforms) as a tool. We identified the basic 
visual elements that IG followers enjoy seeing in your posts, the importance of 
being consistent in posting, sharing engaging content that (a) allows your 
followers to get to know your brand at a deeper level, and (b) appeals to their 
interests in real estate, your marketplace, and current events.  

 

We learned how to create video content to persuade, inform, and entertain our 
audiences, how to become better storytellers, and how to increase our influence 
by asking our clients for testimonials, building an email list, and providing 
prospects with an “inside look” of our real estate business. We learned to track 
our viewers and retarget ads to them, to use sequential storytelling, the 45-day 
customer journey, the 3 C’s of storytelling, and to build KLT status via 
infotainment (fun and informative stories) that help our audiences discover our 
brand (products/services), build relationships (get them to KLT us), and convert 
prospects to clients and brand ambassadors (raving fans).  

 

We also learned to respond to comments and to be curious about our followers 
(ask questions), and try to get F2F with them. We learned to add value by 
applying the G3A formula: give, give, give, and then ask.  In closing, we learned to 
grow our SOI by: (1) sharing your personality - your brand, (2) raising your 
credibility and influence, and (3) framing your communications so that you are 
seen as a thought leader.  

 

- ※ - 
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Chapter Four              John W. Tanner, J.D.|M.S. 

 

Branding Yourself as a Celebrity Real Estate Entrepreneur: The 
Entrefluencer 

 

Image by Gerd Altmann from Pixabay  

 

Business Development is the most elusive problem for real estate agents, both 
startups and seasoned entrepreneurs alike. I’ve personally experienced the 
struggles of ineffective sales strategies and rollercoaster revenue cycles. As a 
major pain point, it caused me to conduct extensive research to discover what 
makes some entrepreneurs so successful while others fail. Leaving aside the 
myriad of external environment factors that influence and impact a business 
(such as the last Great Recession), I chose to narrow my scope of examination to 
the real estate agent’s activities leading up to a sale.  
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What I discovered is that effective entrepreneurs use influential marketing to 
achieve celebrity status inside of their networks (spheres of influence), which then 
produce conversations, connections, and relationships that subsequently result in 
client engagements and conversions. Moreover, the same process (influential 
marketing) that leads to new client sales will also lead to repeat client sales and 
referral-based business, which comprises 80% of a seasoned agent’s real estate 
business (as we discussed earlier in this book). In this chapter, you will be 
presented with the strategic and tactical knowledge that will make you a celebrity 
real estate entrefluencer. The strategy includes developing your brand, 
identity, and positioning your message, and the four elements of brand 
preference. The tactical skills includes: Show and Tell, Client Testimonials, and 
Irresistible Offers. Once you’ve read this chapter, you simply have to follow the 
process. Let’s begin. 

 

Any attempts to shortcut the process would be futile! 
- Just being melodramatic. 

 

What is a Brand?  

Can you define your brand? Who are you? What services do you deliver? How 
good are you at what you do? What have you done in the past that is 
noteworthy? What’s different about you that makes you superior to your 
competitors, at least where I (your prospect) am concerned? Do you have a 
tagline, logo, website, Mission and Vision Statement, and company profile page? 
Are the color patterns the same (or at least complimentary) across all of your 
communications channels? How about your business letterhead, thank-you cards, 
and company brochures? What is your real estate industry focus or niche (is it 
obvious?) Do you have expertise in a specific area? Who do you serve? Who are 
the faces of your brand? Does each key person have a professional headshot and 
bio on your company webpage? 

 

In Short, YOU Are Your Brand. 
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Your brand message is a statement that says, “this is what I do (real estate) and 
here is why you should work with me (the benefit).” Chances are that your 
brand sounds too similar to many other real estate agents’ brands in the 
marketplace because that message often erroneously solely focuses on you, the 
agent and the offer, rather than on the solution and how that solution benefits 
your target prospect.  

 

Moreover, there are certain things about you and the brand of your real estate 
company that make you different than your competitors, which brings us to the 
topic of Differentiation - the first of four elements of brand preference - which is 
the core reason why some prospects will become your clients, while others won’t. 
There has to be a fit between you and your prospect, between what you offer and 
what they need, and it begins with how they come to Know, Like, and Trust (KLT) 
you. 

 

Identity 

Your brand message should invite the viewer (prospective buyer) to visit your IDX 
site, business website, or landing page to search homes available in the real 
estate market, and learn more about you (they can further explore your skills, 
your personality, and your testimonials, all of which will help them to determine 
whether they want to do business with you). This is called “lead generation” and 
is used to attract cold traffic into your sales funnel. Each viewer (prospect) is on a 
“sales journey.” You can make the prospect’s journey more simple, and pleasant, 
by making it easy for them to view homes on the market, gather important 
information about the neighborhood schools, recreation, and entertainment, 
highway access to travel to/from work, and to conduct due diligence about you.  

 

You can guide viewers to your bio page, which should include your Mission 
Statement, Vision, and Beliefs, a FAQ page that informs your audience of who 
you are, what you offer, when you started your business (or moved into the 
market), where you are located, and how you fulfill your promises, such as client 
testimonials and case studies, as well as how you plan to solve their problems, 
essentially conveying to them how they will feel when they work with you, such as 
‘a confident expectation of success.’ By observing what other clients have 
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experienced with you, they will develop an understanding of your service quality, 
trustworthiness, respectfulness, commitment, and effectiveness (a/k/a your brand 
message). These benefits conveyed go beyond just solving a problem, they are 
human relations at its core, and, done well, will foster long-term friendships with 
your clients, complete with repeat business and referrals for years to come. This 
is the power of Celebrity Real Estate Entrefluence! 

 

Positioning 

How will your prospects decide whether or not you can provide a service that is a 
good fit for their wants or needs? The obvious answer is positioning. It means 
that you should be able to respond, “They know because I have shown them 
what I have done for others and I told them what I can do for them.” That’s 
positioning. Your first message to your target market (buyers, sellers, landlords, 
or tenants) should convey a “problem/solution scheme.” This can be in the form 
of a compelling story that tells your audience a story about how someone like 
them had a problem and how you helped them to resolve that problem. For 
example, you could publish a video on social media targeting renters, which 
showcases a couple who had been renting a luxury apartment for five years (the 
problem). Because they didn’t know about the benefits of home ownership, they 
had maintained the “status quo” at the expense of a better financial future, such 
as thousands of dollars in tax savings and equity buildup. 

 

Next, show your audience how your clients overcame the problem. The renters 
saw your internet commercial advertised on their Facebook™ news feed, signed 
up for your local First Time Homebuyer Seminar, downloaded a PDF workbook, 
you shared access to, and watched an online course you created that outlined the 
home buying process, from start to finish. The couple became educated on the 
process of buying a home and developed a good rapport with you, whom they 
hired to be their trusted real estate professional, and finally found their forever 
home (the solution) to live in happily ever after! This type of message does a few 
things: (1) it positions you as the authority on buying a home, (2) it compels your 
audience to listen (they want to avoid pain and seek pleasure), and (3) it instructs 
them to do something – hire you to solve their problem (buying their first home). 
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Photo by Pixabay from Pexels 

 

The Four Elements of Brand Preference. 

1. Differentiation. What makes you distinct from other real estate agents in 
your market? Why should I hire you? 

2. Necessity. Do your prospects need what you offer? Why do I? 

3. Substantiation. Why do your clients trust you? Why should I? 

4. Affinity. Do your clients have an emotional connection with you? Will I? 

BRAND BUILDING 101 

1. YOU ARE YOUR BRAND! 

2. Your “identity” conveys Need, 
Novelty, Value and Trust. 
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Illustration: The Miller, His Son, and Their Ass  

A Miller and his Son were driving their Ass to a neighboring fair to sell 
him. They had not gone far when they met with a troop of girls 
returning from the town, talking and laughing. 

“Look there!” cried one of them, “did you ever see such fools, to be 
trudging along the road on foot, when they might be riding!” The old 
Man, hearing this, quietly bade his Son get on the Ass, and walked 
along merrily by the side of him. 

Presently they came up to a group of old men in earnest debate. 

“There!” said one of them, “it proves what I was a-saying. What respect 
is shown to old age in these days? Do you see that idle young rogue 
riding, while his old father has to walk? - Get down, you scapegrate! 
and let the old Man rest his weary limbs.” Upon this the Father made 
his Son dismount, and got up himself. In this manner they had not 
proceeded far when they met a company of women and children. “Why, 
you lazy old fellow!” cried several tongues at once, “how can you ride 
upon the beast, while that poor little lad can hardly keep pace by the 
side of you.” The good-natured Miller stood corrected, and immediately 
took up his Son behind him. They had now almost reached the town.  

“Pray, honest friend,” said a townsman, “is that Ass your own?” “Yes,” 
says the old Man. “O! One would not have thought so,” said the other, 
“by the way you load him. Why, you two fellows are better able to carry 
the poor beast than he you!” “Anything to please you,” said the old 
Man; “we can but try.”  

So, alighting with his Son, they tied the Ass’s legs together, and by the 
help of a pole endeavored to carry him on their shoulders over a bridge 
that led to the town. This was so entertaining a sight that the people 
ran out in crowds to laugh at it; till the Ass, not liking the noise or his 
situation, kicked asunder the cords that bound him, and, tumbling off 
the pole, fell into the river. Upon this, the old Man, vexed and ashamed, 
made the best of his way home again - convinced that by endeavoring 
to please everybody he had pleased nobody, and lost his Ass into the 
bargain. 

Source:  Faernus, Fables, Vol. V, No. 20, Thomas James’transalation. 
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Moral of the story: Don’t worry about trying to please everyone! Just be clear 
about where you stand on the subject of real estate so you can target like-
minded prospects that resonate with you. 

 

 

 

When you develop your brand message, there are a few entrepreneurial character 
traits (need, novelty, value, and trust) that your audience will judge you by, so it is 
important to get clear about your position. You can do so by following the Four 
Elements of Brand Preference: Differentiation, Necessity, Substantiation, and 
Affinity. 

 

 Business Tip #16: Avoid Using Long-form Sales Pages  

Long-form sales pages are notoriously used by online marketers; it just comes 
off as manipulative and pushy, in my humble opinion. Keep your messages 
short and to the point. And include video and images as much as possible!

 Business Tip #17:  Get Your Followers to KLT You 

People buy from those whom they know, like, and trust (KLT). The more they 
hear your name, and what you do (REAL ESTATE), the easier it is for them to 
get to know you.  

When learning that you solved other people’s problems via your marketing 
messages, they’ll like you. If they like you, they will want to know more about 
you. They’ll conduct online research, ask friends, family, and/or trusted 
advisors about you, and ultimately decide that they can trust you. In other 
words, they are going to be interested in doing business with you. 
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Photo by Kaboompics .com from Pexels 

Differentiation 

How are you different from the competition? Do you offer a novel solution? Think 
about your ideal client’s viewpoint, for instance. (How does your ideal prospect 
(also called your ‘Client Avatar’) see you? How do your competitors see you? How 
do you see yourself?) 

i. What does your company look like? (image + consistency) 

ii. What is the quality of your real estate services? The three general 
categories are: (1) Best-in-Class/Highest Price; (2) Middle-of-the-Road 
Quality/Mid-Price; or (3) Lowest Quality/Lowest Price (For real estate 
agents, this category would include discount and flat-fee brokerages 
with limited representation and FSBO service providers.) 

iii. How does your service quality compare with your competitive set? 
(Your competitive set is typically identified as the top 3 competitors in 
your market area.) 

iv. Are you geo-focused? Do you work with clients who build using eco-
friendly “green” building materials? Does your brokerage engage in 
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eco-friendly business practices? (Many companies are now concerned 
about their global footprint, so they attempt to gain a competitive 
advantage by being more energy-efficient than their competitors.)  

v. Do you align your company with a charity, or do you have your own 
charitable giving foundation or trust? (This is another way for business 
entities to develop Goodwill among their clients and the communities 
they serve, plus it raises brand awareness in the 
volunteer/philanthropic circles - many of which are comprised of high 
profile executives and high net worth individuals who are emotionally 
connected to their philanthropic endeavors. - Personally, I think that 
recycling plastics and glass products is something we should all do 
these days.) 

vi. Do you have expertise in your industry, such as a real estate 
designation? There are many ways to stand out from your 
competition, and having a designation provides you with additional 
resources to share with your niche market, as well as provide you with 
access to a forum of like-minded professionals. Visit the National 
Association of Realtors for more information on how to obtain a 
specialty designation. 

vii. Are you the only face of your realty company? If not, what messages 
are being conveyed about your partners or key personnel? Are you 
showcasing your rainmakers? Do they have a face in front of clients, 
prospects, and the community at large? If so, what are their character 
traits? Do they align with yours, and/or fill a gap? Or, are they 
misaligned? Remember, your company’s congruency and fit are 
important to your cotential plients? (Author note: the misspelling of 
“potential clients” was done purposefully to demonstrate 
misalignment.) 
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Necessity 

Can you solve their problem? The goal of this first element of brand preference is 
to get the prospects’ attention focused on acknowledging they have a problem or 
need, and then lead them to the conclusion that you can solve their problem. 
Sometimes this is best done by presenting a novel approach.  

 

Substantiation:  Earning Trust 

Going back to the illustration above, Jane Prospect receives a “welcome email” 
thanking her for registering for the upcoming seminar. The email then presents 
the offer by informing Jane Prospect of your uniquely named package of services, 
describing what is included in the offer and, more importantly, how it can solve 
the problem identified in the original article. The second email she receives 
contains a hyperlink to a video with three client testimonials describing how you 
helped solve other people’s similar problems. The email closes with a new CTA, 
offering the prospect to set up an immediate Buyer Client Consultation by 
clicking on a Calendly link, should they require immediate assistance, and closes 
by inviting the prospect to bring a friend to the seminar. 

 

Affinity: Getting Them to Like You 

 The first stage of building your brand is to get your prospects to 
recognize you. The best way to build your brand recognition is by giving 
your audience a taste of your actual service experience; this is why 
focusing on service quality was covered in chapter one. Put another way, 
you need to get them to KLT you. Let’s talk about getting them to know 
you. In their book, Professional Services Marketing7, authors Mike Schultz 
and John Doerr, introduce a catchy acronym to help us memorize their 
concept of the four stages of brand recognition, or “Brand RAMP7” as they 
call it, which stands for “Recognize, Articulate, Memorize, and Prefer.“  

 The second stage is to get your marketing messages to be more sticky (to 
stay in the minds of your audiences well enough) so that your prospects 
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are able to articulate who you are, what you do, and how your company 
can solve their [real estate] problems.  

 The third stage in building up brand recognition is to reinforce your 
marketing messages, through repetition, so that your prospects 
memorize who you are, what you do, and how you can help them in their 
time of need.  

 The fourth and final stage of brand RAMP is to get your prospects to 
prefer you and your company over the competition. You want your 
prospects to identify you as the leader in your niche, to see you as a 
valuable ally, and to feel that they’ve received so much value from you that 
they are craving for an opportunity to work with you.  

You want them saying, “shut up and take my money!” So, how do you 
implement Brand RAMP? You start by developing your brand message and you 
decide, right now, that you will deliver that message to each prospect you target 
at least twenty times! Yes, I said 20. I know it seems like a bit much, but you’ve 
got to get your message loud enough, different enough, and frequently 
enough that it gets heard over all the other messages, noise, and distractions out 
there so that at least eight of those twenty messages breaks through and reaches 
your intended recipients. If your messages reach the intended recipient eight 
times, then you will have an eighty percent chance of converting the prospect to 
a client (meaning they sign a Listing Agreement or a Buyer Agency Agreement.) 

 

Here’s a sample demonstration of how you can apply this in your real estate 
business: 

 

Jane Prospect comes across an informative article that you advertised in a 
community newsletter with a caption that reads, “Do You Know How Many 
People Lost Over $10,000 in Tax Write Offs in 2019?” Intrigued, she then 
decides to read the article to learn more. The article talks about the average rent 
paid and how she, a renter, could have written off her rent money if, instead of 
being rent, it was a mortgage payment. Moreover, as a new homeowner, she 
would also have benefited from equity buildup. The article ends with a call-to-
action (CTA) inviting Jane (and other prospects) to visit your website to download 
the lead magnet that you strategically offered to extend the conversation. This 
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gives your leads an incentive to learn more about you and your company. The 
free download is titled, “The 3-Step Process to Buying Your First Home.” 

 

Being a savvy real estate entrefluencer, you set up a landing page with (i) a catchy 
headline, (ii) an introductory video that showcases you as the local authority by 
demonstrating you talking on stage to a live audience, and (iii) includes three 
client testimonials that resonate with your audience emotionally and validates 
your expertise. You include a “money-back guarantee” that bolsters your 
trustworthiness, a “third-party endorsement” from a loan officer which fortifies 
that trustworthiness, and, lastly, a CTA inviting Jane (and your other prospects) to 
register for your next upcoming First Time Homebuyer Seminar. Your landing 
page includes a schedule of upcoming seminars in her community and an 
irresistible offer - all attendees will receive a First Time Homebuyer Rebate 
voucher, valued at $1,000 dollars, to be credited towards the buyer’s closing 
costs. Jane Prospect clicks on the registration link below the video and signs up 
to attend the seminar, giving you her email address in the process (which goes 
into your CRM for future TOMA drip marketing). 

 

Congratulations! You’ve captured a lead. Because Jane (unbeknownst to her) had 
a necessity, which you illuminated, you captured her interest using differentiation, 
your newspaper article told the story of the 5-year renter, which allowed Jane to 
match her issue (renting v. owning) with a problem-solution framework, then 
substantiated yourself as being the solution to her problem, earning her trust, and 
building affinity in the process via your client testimonials, and won her business 
with your irresistible offer (the guarantee and buyer credit voucher).  
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Okay, since we’ve covered a lot of concepts in this chapter, let’s recap our main 
discussion points and then talk about the tactical side of your real estate business 
- putting this knowledge into action! The strategy we covered included 
developing your brand, we defined what a brand is, your identity, and positioning 
your message using the four elements of brand preference: (1) Differentiation, (2) 
Necessity, (3) Substantiation, and (4) Affinity.  

 

 Differentiation is the process of highlighting the differences between you 
and your competitors.  

 Necessity is an influential tool that moves your prospects to identify a 
need and then helping them come to the conclusion that you can satisfy 
such need.  

 Substantiation is part of the due diligence process that one conducts 
before making a buying decision. Referrals and client testimonials help you  
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to establish authority and serve as a shortcut that helps buyers and sellers 
skip through the due diligence process.  

 Affinity is the last part of brand preference. People do business with 
people they know, like, and trust. If you want to be successful in real estate 
sales, you not only have to be skilled at what you do, but you must also 
become a valuable friend to your prospects. The best way to earn business 
is to develop relationships built on affinity.  

 

In the next section, we’ll learn the tactical skills to accomplish our celebrity real 
estate branding like a true entrefluencer. 

 

 

 Business Tip #18: Think like a Prospect  

Answer the Following Possible Key Qs from Your Potential Clients:  

i. How comfortable am I when speaking with you? 

ii. Do I believe you are an expert in real estate sales? 

iii. Do I feel that you are sincerely committed to my success (buying 
or selling a home)? 

iv. Do I believe that you’re honest and trustworthy?  

v. Will you dedicate the necessary time to do the job well, or are 
you too busy? 

vi. Do I perceive you to be well-organized and able to pay attention 
to my needs? 

vii. Do you provide any assurances? Guarantees? Bona fide offers? 

viii. Are there any sources to validate your quality, such as client 
testimonials and examples of your service history? 

ix. Do I know of anyone who has used your real estate services in 
the past? 

x. Do I like you? 
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PUTTING IT INTO ACTION! 

You can package your brand message in a captivating and fun way that captures 
your audience’s attention, creates brand preference, and even speeds up 
relationship development. We call this process infotainment: the ability to 
persuade + inform + entertain your prospects simultaneously. You can start 
infotaining your audiences by creating a Show & Tell Presentation (entertain), one 
which allows you to illustrate your services in action, via Client 
Testimonials (inform) and conveys the outcomes you can produce for them, and  
via Irresistible Offers (persuade). People love to buy things, but they don’t like 
being sold to. Rather than ‘sell’ to them, by using a few marketing tactics, such as 
using infotainment to create irresistible offers, you can persuade them to do 
business with you now. To get past buyer resistance, you’ll want to show the 
prospect that they can trust you. And since the angle of view drives perception, 
client testimonials can help you set up the “he or she is trustworthy” angle of view 
to move your audiences past resistance, while reinforcing the message that you 
are an expert real estate entrefluencer whom others listen to, trust, and do 
business with - and they should too! Let’s take a closer look at all three elements 
of infotainment. 

 

Show & Tell + Client Testimonials + Irresistible 
Offer = Infotainment! 

 

Show & Tell 

Do you remember Show & Tell days in elementary school? (in some countries it’s 
called primary school.) Well, it’s back! With YouTube Video Marketing (or using 
what I call Y.R.I.T. - more on that later), you can demonstrate your competence by 
showcasing a compilation of your skills and knowledge base,  your personal 
attributes, and how you’ve helped solve other people’s problems, or fulfill their 
dreams, via client testimonials. Think about how you can incorporate these 
elements on video to position yourself as “the authority” in your market area. 
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The Irresistible Offer 

By offering a free sample of what you do, the prospects will get a taste of 
something they (hopefully) want more of, leading to new profits for you. This 
could be something as simple as walking your out-of-state prospects (your 
audience) through an Open House via a live video conference through your cell 
phone or iPad. Entice your prospects to take action now by enhancing your 
offerings with special one-time only incentives, such as a gift card raffle for those 
who attend your Open House, and limited time offers (during the holidays), such 
as a drawing to win a new flat screen television or iPad. At the Open House, get 
your attendees to “like your Facebook™ Business Page” or to “sign up for your 
monthly newsletter.” This will help to build your email list in your CRM and grow 
your SOI. 

 

Client Testimonials  

This is self-explanatory, but let me add that the more emotional the content, the 
more it will resonate with your audience. This allows your audience to envision 
themselves experiencing how it would feel to receive the benefit of your 
solutions, as it would apply to their own lives, by imagining themselves as being 
in the shoes of someone who got to live the experience. Now, it’s time to put 
your newfound knowledge into action! On the following page, we will go step-
by-step through a sample news article sales funnel lead generation ad campaign. 
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News Article Sales Funnel 
 

1. Make the First Contact. Audiences are drawn to shocking news. Try placing 
an ad in a local newsletter with the following caption:  

Do You Know How Many People (fill-in-the-blank) in 2019?  

This headline introduces the reader to a problem/solution scheme. It calls 
their attention to something that may or may not be a problem for them 
at present, or something they may have to face (or try to avoid) in the near 
future. 

 

2. Invite Them on a Deep Dive. So, now that you have John Prospect’s 
attention, what are you going to do with it? The next step in this sales 
funnel is to go deeper into that same problem/solution message that you 
introduced in your initial brand message newsletter article, while driving 
them from offline to online. This could be provided in the form of a white 
paper (a research report or case study), a book offer, an invitation to a live 
seminar, a live webinar or prerecorded webinar, or video commercial (or 
series of video commercials), or a link to a podcast episode. Put simply, 
you want to get John Prospect to dive deeper into the problem/solution 
message and give him a taste of what it’s like to work with you. This 
resource, as mentioned earlier, is called a lead magnet and its function is 
to capture their interests while allowing you to capture their email 
addresses (for future direct marketing).  

 

3. Give Them Evidence. The third part of the prospect’s journey is to help 
them overcome buyer resistance. In the prior message, you informed John 
Prospect of what you offer and he decides that you are a good fit. You 
identified the problems you can solve and you successfully conveyed the 
future you can create for him (resolution of the problem). You stood out as 
an authority, and he now believes that you know what you are doing, but 
he’s not sure, just yet, whether or not he can trust you. Using an email 
sequence, you can help John Prospect resolve that problem by providing 
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links to client testimonials where John Prospect can witness the personal 
interactions other clients have had with you. You can also include third 
party endorsements and/or money back guarantees on your website and 
landing page to further convey that you are trustworthy. 

 

4. Present a Call To Action. One of the most effective selling techniques is to 
conduct live seminars. This allows you to be seen as an authority because 
you are in front of a group of people (group think) - if they appear to 
believe what you are telling them and the energy level is high in the room. 
This means the information you present must be credible AND captivating. 
Once you have those two elements down, you’ll be amazed at how easy it 
is to get people to want to do business with you. Here’s a sample seminar 
CTA: 

 

During our upcoming seminar, I will be sharing details on 
how (blank) can help you achieve (blank). This information 
is POWERFUL and I can’t wait to share it with you! Simply 
click on this [link] to reserve your seat today! Know 
someone like yourself who may benefit from attending? 
We invite you to share this link with them too. 

 

[link] 

 

Please note: seats are reserved on a first come, first served 
basis. I look forward to seeing you at the presentation. 

 

Professionally yours, 

 

John W. Tanner, J.D.|M.S. 
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5. Follow Up. You should have four different follow-up letters to email your 
prospects.  

 For those who attended and registered for an Initial Client 
Consultation (ICC), send them a letter thanking them for attending, 
and appointment confirmation; 

 For those who attended, but failed to register for an ICC, send them 
a ‘thank-you for attending’ letter, a video clip of a client testimonial 
(from a client they have not seen before), and a new CTA inviting 
them to schedule an ICC; 

 For those who registered, but failed to attend, send them a ‘sorry 
we missed you’ email, a video clip of a client testimonial (from a 
client they have not seen before), and a new CTA inviting them to 
schedule an ICC; 

 For those who did not register, send them to an online webinar 
sales funnel. 

 

In all cases, the leads you collected should be added to your Lead Nurture 
System, managed within your Customer Relationship Management (CRM) 
system, so they can receive your future deliverables, such as a company 
newsletter, notices of upcoming seminars, client appreciation events, sales 
campaigns, and other such communications that allow you to further the 
relationship and stay Top of Mind. One further suggestion, on this thread, is to 
consider compartmentalizing ‘clients’ apart from ‘prospects’ as each group 
should be treated differently. Clients get special discounts, VIP invites to special 
client appreciation events, and are remembered with premium gifts (such as 
company SWAG), on birthdays and other holiday occasions. Prospects are 
incubated and nurtured in ways that attempt to move them up the Ascension 
Model.  



 122 

 

Implement an Ascension Model 

By having loyal, repeat customers for life your lifetime customer value increases 
and so does your Going Concern Value (the ultimate exit strategy for any 
entrepreneurial endeavor is to sell the business at the highest value possible, 
which is called the Going Concern Value.) An ascension model will help you 
establish protocols for providing rewards to customers for their loyalty (such as 
the Royal Caribbean Cruise Lines example mentioned earlier in this book). One 
example of client rewards that I learned from Alexis Neely, at New Law Business 
Model, is to have a Client of the Month (the client with the largest purchase price 
or the client who gave you the most referrals the prior month). The winner of the 
Client of the Month gets sent to a special event, such as a top name concert, 
along with a pre-dinner for four, limo service to and from the event, plus $500 in 
spending money.  The client, his or her spouse, and their two guests, will have to 
agree to send you some pictures out on the town so you can post it in your 
newsletter and online, which will encourage other clients to want to win this 
incredible accolade and reward!  

 

The Long Road of Lead Generation 

About 1% to 5% of your prospects will require your services immediately (within 
the next thirty days), while the remaining 95% to 99% may have need, or may 
know someone who will have need, within the next one to two years. Thus, your 
lead generation should be structured to reach your targeted prospects 
repetitively over the long road in order to produce the best results. This is called, 
in marketing parlance, frequency. Failure to plan for frequency is a waste of 
marketing time and money. Our framework for engaging clients began with our 
brand message. It required us to find out what the customers want, then we told 
them we can give them what they want. They either researched us or asked 
someone for a referral, and we came recommended to them. Either way, they’ve 
reached out to us for an appointment and the meeting has been scheduled. Now 
it’s time to present and close the deal.  

 

In closing, successful real estate entrepreneurs are good at standing out like 
celebrities in their respective fields, they deliver their brand message using the 
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four elements of brand preference, packaged in the form of infotainment, lead 
their prospects through multiple pillars of marketing called sales funnels, and 
nurture their leads, whether clients or prospects, to further develop the 
relationship, and stay top of mind during the long road of lead generation, 
contacting each lead twenty or more times. This is the nature of a Celebrity 
Real Estate Entrefluencer.  

 

Illustration: The Crow and the Pitcher.  

In a spell of dry weather, when the Birds could find very little to drink, a 
thirsty Crow found a pitcher with a little water in it. But the pitcher was 
high and had a narrow neck, and no matter how he tried, the Crow 
could not reach the water. The poor thing felt as if he must die of thirst. 

Then an idea came to him. Picking up some small pebbles, he dropped 
them into the pitcher one by one. With each pebble the water rose a 
little higher until at least it was near enough so he could drink.  

(Source: Library of Congress, www.read.gov/aesop/012.html) 

 

The moral of the story is: be consistent with your marketing. 

 

It takes about two years to ramp up your sales pipeline and grow revenue for a 
typical professional services firm, but you can ramp up your sales pipeline much 
faster in real estate using the strategies and tactics outlined in this book. But if 
you drop the marketing ball, then you will set yourself back or remain stuck in the 
‘feast or famine’ cycle of intermittent sales.  

 

Action Steps:  

i. Buy or build a lead list; 

ii. Create an advertisement that introduces a problem/solution; 

iii. Give your prospects a taste (book, white paper, webinar, or podcast 
episode) of your services;  

iv. Demonstrate credibility via Client Testimonials; 
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v. Invite them to a live Seminar; 

vi. Schedule an Initial Client Consultation to further discuss the 
problem/solution; and  

vii. Repeat Steps 1 thru 5 (Suggested Long-Term Marketing Strategy = 
advertise to same prospects using the 52-Point Lead Campaign 
(described below), unless they buy from you or ask to be removed from 
your contact database.) 

 

Note:    Most of your prospects do not buy impulsively, they need to be 
nurtured. This is especially true when you are offering complex, high-
end products or services. Despite the fact that you may be yearning to 
make a sale now, you’ll need to establish trust by playing the long 
game. 
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Chapter Summary 

The best way to deliver your brand message is to persuade, inform, and/or 

entertain your audience. You can do this by illustrating your services and 

outcomes using three types of infotainment:  

 

 Show & Tell (the client success story in the community newsletter),  

 

 Irresistible Offers (the gift card raffle, flat screen tv or iPad raffle), and  

 

 Client Testimonials (in our Jane Prospect illustration, client testimonials 
were strategically placed on the landing page and repeated again in the 
follow-up email sequence.)  

 

In delivering an informative and entertaining brand message, you will have 

educated your target prospects about what could happen (how you will solve 

their problem or help them achieve their dream home) when they hire you, 

thereby establishing a set of expectations (the client anticipates that x, y, and z will 

happen if he/she hires you). By demonstrating what the process will be like, (this 

is typically done with a client testimonial video which highlights the experience), 

you decrease their fears and doubts, while bolstering their confidence in your 

ability to get the job done.  

 

Finally, you can close your brand messages with an irresistible offer, which means 

providing a compelling reason to get your prospects to act now, such as 

sweetening the offer by giving away a big item (or several small items) of value 

that is only available for a limited time. 
- ※ - 
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Chapter Five              John W. Tanner, J.D.|M.S. 
 

The Entrefluencer’s Guide to Nurturing Relationships 

 
Image by John Hain from Pixabay 

 

Think Win-Win. The goal of business is to earn a profit. Without profits, your 
business will burn through any resources it may have until it is financially 
depleted and dried up. Thus, profits are a necessity for any business to stay alive. 
To earn a profit, the business will barter goods and services in exchange for 
consideration (usually money). Before a business can barter anything, it must 
have a product or service the customer wants or needs, then it must find 
customers to barter with. A “customer” (or consumer) is someone who is ready, 
willing, and able to buy one’s goods or services. Before a business engages to 
transact with a customer, the sales cycle of a business begins with lead 
generation. Everyone on the planet is a potential lead. We all need food, shelter, 
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and clothing. If a prospect needs shelter, or they know someone who does, then 
they are a real estate lead. Cold leads are people who have not yet heard of your 
business, nor have seen your advertising. Put simply, they have not yet entered 
your sales cycle. They do not know what your business offers, or whether your 
company is trustworthy or reliable. 

 

A warm lead, on the other hand, has already been exposed to your marketing 
message (they are inside the sales cycle). Finally, hot prospects are the best leads 
to draw into your sales funnel because they are interested to hear more about 
your products or services, or have been referred to you by someone they trust. 
Thus, they are ready to be converted into customers or clients. (Of note, the 
warmer the lead, the stronger the connection will be between you and the 
prospect.)  

 

You may have also heard the term prospect.  The word prospect derives from the 
Latin word “prospectus” which means “view or outlook.” You want to work with 
qualified prospects because doing otherwise, put simply, will not provide you 
with a commission check. Place unqualified prospects in a lead nurturing drip 
campaign until they become qualified and ready to buy. Warm prospects are 
interested enough to be willing to invest their time and energy in hearing what 
you have to say. Salespeople like to work with warm, qualified prospects because 
they are less likely to reject the sales person (like cold prospects often do), and 
are more pleasant to work with because they already KLT you.  

 

In real estate, “qualified” prospects are warm leads that have the financially ability 
to buy property now, in other words they are pre-qualified by a lender for home 
financing. The objective of working with warm, qualified prospects is to get an 
appointment, preferably face-to-face, but could be done online using a virtual 
meeting platform, such as Zoom or Skype, and then get them to sign a contract 
with you (whether it be a listing agreement or a buyer agency agreement).  
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The Sales Cycle 

1.  Generate Leads 

2.  Qualify Prospects 

3.  Set Appointments 

4.  Make Your Presentation 

5.  Address & Overcome Objections 

6.  Close the Sale 

7.  Service the Clients (Fulfillment) 

8.  Follow-up and Ask for Referrals 

 

With this framework in mind, let’s rewind this discussion to understand how to 
use synaptic bridge networking to attract more leads and convert them into 
paying customers & clients. The term networking can simply be thought of as 
magnetism. As a human being, you have the ability to attract people of common 
interests unto you and invite them into your tribe (to meet new people, connect 
with people, and build relationships with people.)  Go into any space (whether in 
person or online) where there is at least one person, and you will have opened 
the door (metaphorically speaking) to a new networking opportunity – you have 
the ability to communicate with other people, the trick is to discover common 
areas of interest to bolster your connections.  

 

Let’s suppose you attend a networking event after work that is being held at the 
local craft beer pub. During the two-hour event, you met a handful of people, a 
few of which were very nice, and you exchanged business cards. Now what? 
Following the sales cycle, the next step is to qualify the leads, which means you 
have to identify who is a “qualified” prospect (one that has the ability to buy your 
goods or services) and separate them from those who are “unqualified.” Logically, 
you would give more attention to the qualified, but you should want to 
incubate the unqualified as well (to “incubate” is derived from an analogy to eggs 
being warmed until they are ready to hatch, the unqualified leads are nurtured 
until they are able to buy and are then converted to customers/clients.) For real 
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estate practitioners, this means we need to determine if a buyer has cash funds or 
a pre-qualification letter from a lender to purchase a home (and how much 
buying power they can afford), and for sellers, we determine if they are motivated 
to sell.  So, let’s assume they are pre-qualified. What next? You set up an 
appointment to meet with them. This could be at a coffee shop, their home, or at 
an office. From here, you follow steps four through eight of the sales cycle. But 
what if the prospect isn’t qualified? How do we incubate those leads? 

 

Nurture your leads so they become clients. The objective of nurturing leads is to 
move them through the sales cycle, from cold leads to warm leads, from warm 
leads to qualified prospects, from qualified prospects to hot prospects, and from 
hot prospects to clients. Based on my research and twenty plus years of 
experience in the industry, the best way to nurture leads is to develop 
relationships with each person and let the metamorphosis come naturally. 

 

 

 

When a person feels love and appreciated, their souls will feel nourished. And, 
under the Law of Reciprocity, they will want to return the favor. (You favor me, I 
favor you.) With this end in mind, let’s reverse engineer how to nurture 
relationships with examples. In my research on networking, I found that the best 
possible way to develop a relationship with someone (whether in business or in 
personal affairs - and it’s all personal) is to become charming. It begins with 
looking for opportunities to be courteous.  

 

 Business Tip #19: Give, Give, Give, and then Ask 

You develop relationships by giving value, solving problems, encouraging 
them to achieve their goals and dreams, making them feel important and 
valued by you, and most of this is accomplished by first being an attentive 
listening, asking questions to get to the core, and taking action to help them 
with 100% interest in getting the thing done. 
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According to the New Oxford Dictionary, being courteous 
means “being polite, respectful, and considerate.” It 
derives from the Old French translation of “having good 
manners while in the King’s Court.”  

 

Today, the act of being charming could be described as accentuating one’s 
physical attractiveness, or the act of being flirtatious to influence others. Charm is 
often misconstrued as flattery, but flattery infers a negative connotation of falsity 
- of masking one’s true intentions with a superficial nicety. Real charm is 
authentic and genuine. Charm should instead be thought of as “exceeding one’s 
expectations through generosity.”  

 

For example, consider a past moment, from an emotional perspective, how 
someone made you feel when they unexpectedly exceeded your expectations? 
Was the feeling one of “a pleasant surprise”? Or did it shock or wow you in a bad 
way? Most likely, you were pleased because you received more than you 
bargained for and expected. That is the essence of charming. 

 

“For most people you charm, the experience 
will simply be identified as a feeling that’s 
left over when the meeting, the 
conversation, or the business deal is 
completed. And it will be a positive feeling, 
one that makes them want to deal with you 
again.” - Michael Levine 

 

Short of creating a manuscript worthy of use at a Charm School, my objective in 
this chapter is to simply provide you with a suggestion that you practice 
becoming more charming with your sphere of influence. Doing so will help you 
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to further develop those relationships, which will make your lives more colorful 
and earn you more business as you constantly add value to the lives of others. 
Much of the following content comes from a book entitled, Charming Your Way 
to the Top8, by author and Hollywood publicist, Michael Levine. Other additions 
came from various sources researched during the making of this text; they are 
identified in the “References” page herein.  

 

Developing charming character traits will increase your influence, win you more 
close and personal friends, and give you more power (or entrefluence, as I like to 
say), all of which will enable you to earn you more business.  In my research, I 
found that most high performers personify these character traits, which is evident 
in the way they treat people, from internal and external customers to perfect 
strangers, and from janitors to CEOs. 
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Chapter Summary 

Even in the lowliest levels of service, those in the highest levels are watching you. 
Since you are going to be there anyway, you might as well do your best! It will 
make you feel proud of your own personal hard work, and any recognition of 
your accomplishments, such as the added bonus of recognition or award, is icing 
on the cake. I know of no faster way to the top than to show pride in your 
work and have a Spirit of Generosity about you, always volunteer where possible, 
and do your best work, always. To summarize what we learned in this chapter, if I 
had to boil this content down to less than five talking points, I would say that 
being charming means:  

i. Be the kind of person that invites others to sit down and talk about 
themselves without jumping at the first opportunity to speak your 
point of view and don’t be too quick to offer a solution.  

ii. Allow people to talk about themselves and feel that what they are 
saying is important to you.  

iii. Ask questions about how whatever it was made them feel. Assure 
them that you are paying attention by actually giving them your 
undivided attention (this means putting your cell phone away 
during your meeting.) If they feel that you are on the edge of being 
fascinated by them, then you are in the right domain.  

iv. Lastly, always work hard and be generous. Be the first person to 
volunteer to help another person.  

 
- ※ - 
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Epilogue 
 

When I was twenty, my Dad gave me a book called Financial Genius by Mark 
Haroldson. The man was a self-made real estate millionaire. I remember reading 
that book behind the bar at the Holiday Inn of Cutler Ridge when I worked. It 
wasn’t a busy hotel, so that was pretty often. I remember being amazed about 
using other people’s money (OPM) as leverage to build wealth. With a three and 
a half percent down payment of your own money, you could borrow ninety-six 
and a half percent of the loan amount from a bank, buy a one to four unit 
residential property, live in it for a year, and then rent it out to a tenant who 
would pay your mortgage payment for you while you build up equity over the 
next ten or twenty years, while you take a tax deduction on the depreciation of 
the property.  
 
For example, on a $300,000 property, you would put in $10,500 of your own 
money for the down payment and receive $289,500 from a bank to buy the 
home. With property values doubling every ten years on average, you could sell 
the property for $600,000 at the end of a ten year holding period, potentially 
earning you $300,000 in equity buildup, plus the return on investment of your 
$10,500 deposit, plus the return of the principal portion of the mortgage 
payments that your tenants paid on your behalf. That’s $300,000 (less the cost of 
sale) or $30,000 per year income you earned simply by investing $10,500 and 
managing the property (or paying a property manager to do it for you). Even 
while writing this for you, I am still amazed at the earning power of OPM and 
Leverage!  
 
 
In 1994, I enrolled in a real estate sales and marketing course at Miami Dade 
Community College and was ready to get my new career started as a sales agent. 
Unfortunately, my then fiancé was taking the course with me and we broke up 
half way through the semester. So, I withdrew from the course. I had intended to 
retake the course right away, but life got in the way and turned out that I did not 
take the course again until 2004. I completed the course at Florida State College 
of Jacksonville, Kent Campus, and passed the end-of-course exam, but I didn’t 
take the state exam. Thus, the course completion eventually expired.  Looking 
back, I’m saying to myself, “WHAT AN IDIOT!” LOL. I took the course again in 
2006 at Gold Coast School of Real Estate in Miami and passed both the end-of-
course exam and the state exam on the first try! Yes! I was a licensed real estate 
agent. (I had also previously begun working as an appraiser in 2002, had been 
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licensed as a real estate assistant appraiser, worked as a loan officer at a credit 
union, and became a licensed mortgage broker in 2003.) Twenty-six years later, 
I’m still a student and practitioner of real estate, and I still love this industry. Don’t 
get me wrong, it’s been a love/hate relationship. I have had my share of good 
times and bad times, of feast and famine cycles, I experienced the “refi boom” 
and the “Big Bubble Bust” of the Great Recession in 2008.  
 
In 2010, my income had dwindled down to $6,000 in income from my appraisal 
business – FOR THE WHOLE YEAR! From having earned over $150K in 2005 (my 
first year as a business owner), renting a $600,000 oceanfront condo at the 
Decoplage on Ocean Drive and Lincoln Road, directly across from the Ritz-
Carlton Miami Beach, to earning less than $10K in 2010, losing my Jeep Liberty to 
repossession, and having to move into my parent’s house at the age of thirty-six.  
 
Those were challenging times. I let my appraisal license expire that year, but I 
held on to my sales license. There was a famous Greek philosopher named 
Socrates who coined the phrase, “Know Thyself.” I know that I was carved out to 
work in real estate. I know it because I have been in this industry, whether it was 
with one shoe in or both, for nearly thirty years now. I have gone all the way to 
study real estate, including a law degree with elective courses in residential and 
commercial real estate law. I know that I am a real estate professional, and I am 
thankful for it.  
 
This is a fascinating industry; it is broad, full of variety in depth and breadth, it is 
both sexy and dull, simple and comprehensive, safe and yet dangerous, and is 
constantly evolving with influences from around the world and across multiple 
industries – it is certainly more than capable to keep us all busy for our lifetimes, 
and we will have barely scratched at the surface of all things real estate. If the 
idea of a career in real estate excites you, then by all means join us. Get in the 
game now and take massive action! I wish you a lifetime full of success! 
 
Professionally yours, 
 

John W. Tanner 
John W. Tanner, J.D.|M.S. 
Lic. Real Estate Broker | Owner, 
Coleman Tanner Realty 
Entrepreneur | Author | Speaker | Instructor 
www.johnwtanner.com 
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RESOURCES 

 

 

 

Six Documents to 10X Your  

Top of Mind Awareness! 

 

Image by Gordon Johnson from Pixabay   
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Be a Charming16 Entrefluencer! 
 

 Send gifts and thank-you cards. 

 Be especially personable. The goal here is to be 
fondly remembered. 

 Be considerate, polite, and helpful. Hold the door for ladies, 
children and senior citizens. (I hold the door for everyone.) 
Say “please” and “thank you” often. 

 Be respectful. 

 Go the extra mile, above and beyond. Do your best to fulfill 
your objectives and complete your tasks. 

 Be interested in everyone and show genuine concern when 
they express a problem. 

 Pay compliments to your co-workers and vendors. Offer 
gestures of kindness. 

 Find ways to show people you are thinking about them and 
care about them often. 

 Invite people in your SOI to business lunches and casual 
social dinner parties (whether you are hosting them at your 
home or a local restaurant). The day after, send everyone 
who attended your dinner party (or who met you for lunch) a 
thank you card by snail mail. Thank them for their time and 
energy. 

 When someone visits you at your office, whether for business 
or leisure, offer them a beverage (usually coffee, tea, or 
soda) as soon as they arrive - or have your secretary attend 
to them. 
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 Smile to strangers walking past you. When you greet 
someone, make eye contact and offer a firm handshake. Be 
inviting to everyone, especially strangers. (Yes, you will likely 
get some weird looks, but it’s worth it.) 

 Be gracious, calm, and patient. 

 Dress professionally and elegantly. 

 Practice being savoir faire. According to the Oxford 
Dictionary, it means “having the ability to act and speak 
appropriately in any social situation.” 

 Ingratiate yourself to others, but don’t overdo it. A little 
flattery is flattering (sorry to be circular), but too much 
flattery is more likely to become repulsive. 

 Develop your listening skills. Acknowledge what others say. 
Do you hear me? (Do you hear me now? - LOL!) 

 Respect others’ viewpoints, even when you disagree (which 
is probably half the time). Show your affinity for all 
humanity. 

 The sweetest sound to a person’s ears is his or her own 
voice. The second sweetest sound is one’s own name. Repeat 
the person’s name a few times during your conversation. 

 Do some research prior to your meeting to get to know their 
personality and background better? During your meeting, 
show that you know a few things about them; but not in a 
creepy way. You don’t want to convey the image that you 
are the Gestapo, but that you cared enough to get to know 
them better to find common areas of interest. After the 
meeting, send a thank you card to express your appreciation 
for their time and attention. 

 Waiting in line: When standing in a lunch line, while checking in 
at the front desk of a hotel, a networking event, or 
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tradeshow, or even while standing in line at the grocery 
store, try to engage in conversation with the person in front 
of you, or behind you, and find out their real estate wants 
and needs. Do they own a home? Do they own investment 
property? If not, do they want to hear about a strategy to 
acquire some? Always be mindful of how you can be of service 
to others who aren’t in the real estate industry. 

 Be a fiduciary with all of your contacts, even without a 
formal contract in place. Your objective should always be to 
put their needs above your own. 

 Be agreeable and responsive to a person’s requests and 
inquiries. 

 Always exude confidence, it is magnetic. 

 Be sincere, keep your word. 

 Show empathy when someone is going through a difficult 
situation or is feeling low. Try to feel how they feel. 

 Be charismatic. Exude a presence/aura of sound moral 
character, authority, and confidence. (Confidence is 
attractive.) 

 Follow-up with everyone. 

 Arrive to your appointments on time, but earlier is better. 

 Offer some of your services pro bono. 

 Collect information to fully understand the person’s 
situation, paying close attention to everything you hear and 
asking questions to get to the core of the issue.  

 Have a positive personality. Be happy, cheerful, confident, 
hopeful and optimistic. 

 Display a good, clean, sense of humor. 

 Be the voice of reason, logical, and equitable in nature.  
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 Be heroic and protective, the patriarch or matriarch of your 
tribe (your sphere of influence); have confidence, grit, and 
fortitude in challenging situations. 

 Stay humble and meek. 

 Be flexible and open to learning new things. 

 Be persistent and consistent, stay the course. 

 Never be nasty or lose your temper under any circumstances. 

 Don’t tell jokes at other peoples’ expense. 

 Avoid indifference by paying attention 100% of the time. 

 Stay classy, my friends. Always, be a lady or a gentleman.  

 Always be mindful of the public’s perception of you and your 
business. We live in times of deprecating incivility, but you 
shine like a beacon on a hill by maintaining class and civility.  

 When someone attacks the character of you or your 
business, be quick and pounce back to refute the allegation, 
but always own your faults and apologize for them. Don’t 
allow false reports and negative comments to fester 
unattended to. Deal with them swiftly and strategically, 
and be transparent. 
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12 Ways to Be Personable13 with  

Your Contacts 

 

 January: Send a Happy New Year card with a handwritten 
note offering words of encouragement for the upcoming 
new year; 

 February: Send a Happy Valentine’s Day card; 

 March: Send a Happy St. Patrick’s Day card;   

 April: Host a Client Appreciation Event, such as an Easter Egg 
Hunt/Family Picnic and invite your SOI to sign up for a free 
Easter Lily;  

 May: Send a Spring Cleaning Checklist; 

 June: Host a Summer Barbeque & Build-Your-Own-Sundae 
Ice Cream Picnic Client Appreciation Event; 

 July: Send a Happy Fourth of July Card and an American 
Flag;  

 August: Send a Back-to-School Supplies Checklist;  

 September: Send a Labor Day Staycation ideas list; 

 October: Send your SOI Halloween Cards and pumpkin 
carving ideas; 

 November: Host a Thanksgiving Holiday Client Appreciation 
Event & Pie Giveaway. Invite your sphere to sign up for a free 
pumpkin, pecan, or apple pie; 

 December: Host a Client Appreciation Christmas Holiday 
Party Event. 
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Systematic Relationship Nurturing 

The best way to develop a relationship with your prospects is to communicate 
with them regularly, offering them valuable gifts that help them in their business 
and personal life, and allows you to be thought of as an entrefluencer. The 
following action steps will help you build a strong client base over time: 

 

 Create a 52-Point Lead Nurturing Campaign to systematically ensure 
that you have made a weekly attempt to communicate with your 
prospects on a weekly basis, at least once per week.  

 Decide what materials and resources you will share over the 52-week 
marketing period. 

 Profile Your Target Prospect Avatar. What is your buyer demographic? 
How many prospects are there in your geographic market? (Your first 
focus should be on a 1-, 3-, and 5-mile radius.) 

 Decide which products or services you will offer. What is the size of a 
typical sale? What is the projected lifetime revenue per client? 

 Determine your industry demographics. How much competition is 
there? Are any new competitors coming into your market? What is your 
anticipated market penetration (how much business will you be able to 
earn?) It doesn’t make sense to operate in an oversaturated 
marketplace. 

 Who is inside your competitive set? (This is the top three competitors 
in your immediate market (farm area). What are their strengths and 
weaknesses? 

 What are your strengths, weaknesses, opportunities, and threats? 
(SWOT Analysis) 

 Who are the key influencers that your prospects follow? How can you 
earn their referral business?  

 How will you gather your target prospects’ contact information for 
your lead funnels? 
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Networking Groups Checklist 
 

The Top 5 In-Person Networking Groups I’m Going to Join Are: 

1. ____________________________________________________________ 

2. ____________________________________________________________ 

3. ____________________________________________________________ 

4. ____________________________________________________________ 

5. ____________________________________________________________ 

 

The Top 5 Activities-Based Groups I’m Going to Join Are: 

1. ____________________________________________________________ 

2. ____________________________________________________________ 

3. ____________________________________________________________ 

4. ____________________________________________________________ 

5. ____________________________________________________________ 

 

The Top 5 Community Events I Will Attend This Year Are: 

1. ____________________________________________________________ 

2. ____________________________________________________________ 

3. ____________________________________________________________ 

4. ____________________________________________________________ 

5. ____________________________________________________________ 
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The Top 5 Online Networking Groups I Will Join This Year Are: 

1. ____________________________________________________________ 

2. ____________________________________________________________ 

3. ____________________________________________________________ 

4. ____________________________________________________________ 

5. ____________________________________________________________ 

 

The Top 5 Charities & Volunteer Groups I’m Going to Join Are: 

1. ____________________________________________________________ 

2. ____________________________________________________________ 

3. ____________________________________________________________ 

4. ____________________________________________________________ 

5. ____________________________________________________________ 
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Networking for Referrals is Efficient Business Development! 

 

Photo by fauxels from Pexels 

 

Suggested Tools for Networking  
CRM (SalesForce, Top Producer, Perfect Storm Now); Email Contact Manager (i.e., 
MailChimp, iContact, Wishpond), White papers (PDF writer, Micrsoft Word, Apple 
Pages, Canva), Webinars (LeadPages, Zoom, Google Hangout, WebinarJam, 
Clickmeeting, Gotomeeting), Seminars (check for meeting spaces at your local 
libraries and business hotels) for room space and look for materials, such as 
banner signs, brochures, folders, etc. (Vistaprint), as well as food and beverage 
(F&B) costs, Calendly app (for scheduling client consultations and seminars), 
Landing pages (i.e., Wishpond, WordPress, LeadPages, Clickfunnels), unique URLs 
for tracking, and management reports that track conversions (bit.ly) 
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99 Ways to Strengthen Your  

Networking22-26 Skills 
 

1. Always Be Positive. Never project a negative version of yourself 
while at a networking event (or anywhere else, for that matter). 
Be motivational and lift others up with words of encouragement 
and praise as often as possible. 

2. Be a Good Listener. If you haven’t already, read How to Win 
Friends and Influence People by Dale Carnegie.  

3. Use Humor to deflate a bad situation or embarrassing moment, 
then switch it to a positive point of view. If someone insults you, 
stay calm. Thank them for sharing their viewpoint, then politely 
and gracefully exit the room as soon as possible. 

4. Avoid Entitlement. We deserve nothing. Be thankful for 
everything. 

5. Be the Turtle in developing relationships, not the rabbit. 

6. Give Without Expectations of a quid pro quo. Focus your time and 
energy on serving others first; the law of reciprocity will reward 
you at the right time.  

7. Instead of trying to get “belly-to-belly,” practice connecting “Soul-
to-Soul.” This begins with listening. 

8. Be a CHANGE AGENT. Discover the value and quality of your life 
by helping others become a better version of themselves. You will 
experience a genuine sense of pride when you have the good 
fortune of witnessing a person you have helped do something 
amazing!  

9. Become a Networking Cheerleader with a “LOOK AT THEM!” 
instead of a “LOOK AT ME!” mentality. 
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10. Delete “Quid Pro Quo” from your vocabulary. 

11. Be Mindful of the Deceptiveness of Your Own Human Nature - 
oftentimes, we humans lie to ourselves in order to serve our ego’s 
internal self-interests. We must keep a careful watch over our own 
self-interests. When greed creeps in, we must be quick and resolute 
to overcome that greediness (instigated and amplified by the 
voice of our selfish ego) by consciously, selflessly putting other 
people first.  

a. The Holy Bible instructs us that we must “die to the 
flesh” and to “take up your cross daily and follow me.” Both 
of these ancient scriptures are informative that, in order to 
overcome our human nature, which is selfish by default (the 
sins of the father are the sins of the son), we must 
restrain and control the flesh (I deduce that the flesh is a 
reference to our ego, which operates in the subconscious 
mind).  

b. It’s fine to feed your self-interests periodically; that’s part 
of the enjoyment of life. But we must prudently make sure 
that we control our flesh (I also deduce that the 
flesh refers to our soul’s wants, dreams, desires, lusts, 
passions, and obsessions) so that it does not control us. (See 
also, James Allen, As a Man Thinketh.) 

12. Effective Leadership Requires Courage. To lead people in your 
networking groups, learn to encourage them and empower them. 
Find out what they want in life and help them design a plan to 
get there. How can you and everyone else in the group contribute 
to each other’s plan? 

13. Get Face-to-Face (F2F) with your SOI as often as you can. Talk 
about their family, occupation, recreation, and dreams (FORD). 

14. Send out lots and lots of thank you cards. 

15. Live the 4Cs: Be charming, confident, charismatic, and courteous. 
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16. Apply the Laws of Elevation and Influence: help others to level 
up to a better version of themselves. 

17. Look for Something of Value inside of each person you meet. 

18. Be Encouraging to others. 

19. Don’t forget to Serve Your Internal Customers (your employees 
and vendors). Provide opportunities to learn and grow, both within 
the organization and in their personal lives. 

20. Develop a culture of people who strive for excellence. 

21. Take a Day Off. We all deserve one day a week to rest and spent 
time with our families. 

22. Be Trustworthy and maintain integrity. Know when to say no. 
Don’t over-promise, nor under-deliver. Put simply, keep your word. 

23. Vision and Hope. If you vision cast a noble objective to your SOI, 
one that lifts spirits, inspires courage, fuels innovation and 
creativity, gives hope and confidence, and empowers others to be 
leaders, then you’ll become a powerful influencer with brand 
ambassadors who amplify your message within their SOI. Paint a 
picture of what success looks like when people work with you and 
remind your tribe of what needs to be done to get there. Then, roll 
up your sleeves and show them how its done. 

24. Adapt to your ever-changing environment. Apply the principles of 
neurolinguistic programming (NLP) to be a better communicator 
and to connect better with others. When you speak to others 
using their energy levels, your message conveys more clearly and 
succinctly.  

25. Think Innovation inside of each networking node (group). What 
can be done better? How can you amplify the group’s activities, in 
terms of depth and breadth? 

26. Take the Heat if someone you refer doesn’t do a good job or things 
turn our awry. 
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27. Measure your Relationships and trim off bad relationships. 

28. Seek Leadership Status, power and influence, but practice 
humility. 

29. Make a Positive Impact on individuals, organizations, networking 
groups, your community, and society in general. 

30. Demonstrate Sound moral and ethical behavior in your networking 
nodes, in public, in your business, and at home. This means you 
must practice congruence. 

31. Help your SOI unlock the doors to success by generating prolific 
quality output5 at a high velocity (without compromising quality) 
in their business endeavors. “You can get everything in life you 
want if you will just help enough other people get what they 
want.” - Zig Ziglar 

32. Teach others to Be Proactive, not reactive. 

33. Develop expertise in video media to Amplify Your Voice - and show 
your SOI how to do it too. 

34. Observe people in your SOI who are too casual about technology in 
their business, then offer to help them get up-to-speed. 

35. Stay Classy when broadcasting on social media and get others in 
your SOI to do the same. 

36. Seek Alliances with top competitors, key third party vendors, and 
joint venture partnerships with other top influencers of outside 
industries to build more synaptic bridges into your networking 
nodes. What sort of incentives can you offer to make this happen? 
(Shared resources that give the alliances a competitive 
advantage (without direct or indirect monetary gain - that would 
be an antitrust violation), such as a loyalty rewards program 
among the brands, could gain each party client loyalty and repeat 
business, as well as increase the alliances’ TOMA.) 
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37. Encourage Others inside your networking nodes to leave a legacy 
by improving the lives of the residents who live in the margins of 
society, particularly surrounding your business communities, from 
educating marginalized individuals on the social importance of living 
in a civilized, good-mannered life, to funding self-
improvement education with scholarship plans and aspirational 
guidance and accountability to ensure that the job gets done. 

38. Discover what ideas your SOI is working on and help them project 
their ideas to a broad audience that can benefit from the ideas. 
This will increase your influence and success. 

39. Nurture your professional relationships by breaking bread over 
“power lunches10” 

40. Nurture your personal relationships by breaking bread over “family 
dinners.” 

41. Have Fun! (It’s alluring.) 

42. Share your Passion and Romance with your audience. 

43. Be Inquisitive. Use the Power of Inquiry to discover the core 
truths (and to pull the wool from over treacherous wolves.) 

44. Use Language with Elegance and Sophistication. Make your 
comments thoughtful and logical.  

45. Respond Promptly. Reply to emails within 24 hours and voicemail 
the same day. 

46. Be willing and ready to Learn From Your Problems, Setbacks, and 
Embarrassments. Overcome feelings of depression and lack of 
worth quickly. Develop courage and keep on keeping on. Other 
people in your SOI are depending on you. 

47. Get to Know Your Top Competitors. Invite them to a power lunch 
to see if you can strike up a “win-win” alliance. Maybe they are 
weak in one service area where you could service their clients 
better and offer them an attractive referral fee while you 
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reciprocate by sending them business in one of their core 
competencies. Thus, you become to each other powerful networking 
pillars of marketing. 

48. Attend Tradeshows, Industry Conferences, and Expos, both inside 
and outside of your industry. These are great opportunities to 
learn and feed your CRM. 

49. Rent a room at a nice restaurant to Host a Dinner Party and 
invite the “Who’s Who” of your town. Your responses might be low 
initially, but if you stay the course, it will grow in time. Eventually, 
you will become seen as one of the “Who’s Who” and become a 
powerful networker in your town. 

50. Find things nobody else has come up with. Innovate and offer 
those innovations to your SOI for their benefit. This is the act of 
sowing seeds and it will reap a HUGE harvest. 

51. Be Your Own Public Relations Agent for your business, your brand, 
and your networks. 

52. Send Small Thank You Gifts to anyone who does anything for you. 

53. Add Video Conferencing and Video Text Messages to communicate 
with your SOI. 

54. Offer a “Strategic Real Estate Thinking” Newsletter to your 
SOI. Scan newspapers, blogs, and magazines for intriguing topics 
on emerging trends and share that information. 

55. Strive to Show Others That You Care About Them in a way that 
they genuinely feel it, in a way that they immediately recognize 
your voice and your image when they hear it or see it. 

56. Be determined and disciplined to Never Let Anyone Down. 

57. Always ask people for their point of view. Be Quiet and Listen 
Well. Do not ever interrupt them while speaking, nor criticize them 
afterwards. You can ask questions to lead them to a perception 
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shift. Do so softly and gently. People love a still, calm voice that 
gently conveys confidence and authority. That is regal. 

58. Strive to Remember Everyone’s Name. It is an easy compliment to 
the recipient. 

59. When asking for help, Be Specific about what it is that you seek, 
but do so in a way that allows such person to decline respectfully, 
without persuasion or coercion. 

60. Bring Outside Experts to be guest speakers in your network 
nodes. 

61. Add Lots of People into your Level One SOI because many 
opportunities come from your weakest links. 

62. Speak at Seminars inside of your own networking nodes (invite the 
public to be your audience) and as a guest of other networking 
nodes, to meet new people and grow your SOI. 

63. Use the search feature inside of social media platforms to locate 
topics within your industry (ex: “I’m moving” is a search term 
used by realty agents to find buyers and sellers to work with) and 
Engage in Dialogue to strike up new connections. 

64. Be a Thought Leader by posting Q&A interviews, documentaries, 
and infomercials of the people in your industry who have engaging 
insights, as well as business managers in your market area to 
share details about what products or services they offer. 

65. Use Facebook™ Groups and other social media channels and 
discussion boards to amplify your voice exponentially., 

66. Tactically engage with a networker in every city in the country, 
perhaps even some around the world, to Gain MASSIVE Traction. 

67. Seek Out Groups With International Connections for branding on a 
global scale. 

68. Participate In Your Community Networks, such as the HOA or 
COA where you live, the PTA of your child’s school, and visit your 
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local farmer’s markets. Each booth represents a functional “pop 
up” store, serving a captive audience of leads, where you can 
extend your friendship into new Level One SOI prospects. 

69. Communicate with people while you are waiting in line at the gas 
station or grocery store. Think of all the times you’ve had to wait 
in line. How many new friends could you have gathered each time? 
Start with Small Talk, end with making them an offer of value 
(Example: Everyone likes to be invited to parties, so invite them to 
your next Client Appreciation Event. Or, if your next Client 
Appreciation Event is not scheduled soon, then invite your audience 
to visit one of your local pop-up stores.) 

70. Recruit People into your company. Ask your SOI if they know 
anyone who wants to earn some additional part-time income. 

71. Be specific about who you want to meet at tradeshows. Do Some 
Research about them to find common areas of interest, such as a 
mutual college attended. Reach out to these people to see if you 
can set up a 10 minute coffee meeting during the tradeshow. If 
your target prospect has a large platform (people in their client 
base), then attempt to strike a joint venture deal where you 
market to each other’s audiences. (This is a great opportunity to 
build your synaptic bridge network as there are likely crossovers 
(people inside your SOI that are also inside their SOI).  

72. Don’t try to sell your products or services when meeting people at 
any networking event, just Go In With the Intention of Becoming 
Friends. Exception: If you are speaking on stage, then you can sell 
from the stage, or if you are sponsoring a booth, then you can sell 
your products or services as is expected. 

73. Throw Away Your “Elevator Pitch.” Instead, talk about how 
you’ve helped other people achieve successful results. Real world 
examples speak louder than canned elevator pitches. 

74. Make a Great First Impression by dressing professional and 
elegant, and be charming. 
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75. Find ways to Volunteer Inside Your Networking Nodes. Show up 
early to help set up or stay late to clean up. 

76. Turn Negatives into Positives, get people to laugh and have fun 
while in your presence. This is the best recipe to ensure others will 
want to spend more time with you in the future. 

77. Don’t Overshare Personal Information with Levels 1 thru 3. 

78. Be a Reporter. Go on Facebook™ Live while at a networking event 
to introduce a new contact to your SOI and ask if anyone has a 
question for them while you are together. Then answer the 
question immediately or let the inquirer know that the new 
contact will get back to them tomorrow with an answer after 
conducting some necessary preliminary research of the issue. This 
works great for adding value to your new friend by giving them 
exposure to a new networking node (your SOI), while also 
elevating you as as thought leader in your own SOI. This works 
great when meeting financial advisors, lenders, accountants or 
attorneys. When you follow-up the next day, keep the conversation 
going. 

79. Do not scan the room for the next person you wish to meet. Be 
100% “All In” attentive to the person speaking before you. Build 
relationships with full engagement. Ignore your cell phone texts 
and dings, it can wait. 

80. Do Not outstay Your Welcome in 1-to-1 conversations or at events 
in general. Know when it is polite to excuse yourself from a 
conversation. And never outstay your welcome to the point that 
the host has to ask you to leave, that is embarrassing for 
everyone. 

81. Don’t eat and talk at the same time and NEVER Overindulge on 
alcohol at social events (or in general.) 

82. Publish Lots of Content, from articles and books, to blog posts, 
videos and podcast interviews. All of the content you produce has 
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the Power of Passive Influence and longevity. They sell your brand 
24/7/365. 

83. Protect Your Reputation. Think before you speak. Be mindful of 
your thoughts, they become words. Be mindful of your words, they 
become actions. Be mindful of your actions, they become habits. Be 
mindful of your habits, they lead to character. Be mindful of your 
character, it leads to your destiny. (Your reputation will precede 
you, the more social you are.) 

84. Keep Networking Simple: make new connections, nurture existing 
ones, share knowledge and resources, solve problems, win goals, and 
have fun. 

85. Apply the 80/20 Rule. Say no to eighty percent of the offers 
that come to you (and say no to the takers out there), then say 
yes to the twenty percent of things in life that matter most 
(whether in your business or personal life) and say yes to other 
“yes” people - that’s a “win-win” relationship. 

86. Embrace New Social Media Channels and Technologies for 
amplifying your message while networking. (Check out Slideshare, 
Graphic River, and Prezi, or thought leader platforms like Quora, 
and Udemy. 

87. Share Funny Stories and Your Own Personal 
Lightheartedness, but don’t be the class clown. 

88. Become a Polished Speaker by joining a local Toastmasters Club. 

89. Find new channels to Promote Your Own Services, such as being a 
guest speaker at other networking groups, summits, Meetup 
groups, PTA meetings, community bank events, etc. 

90. Guard Your Calendar to be as efficient as possible and track your 
expenses. Network isn’t free, you know. 
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91. Create Systems for Everything, from business operations to 
networking events, so that anyone on your team can step in and fill 
your place at any time. 

92. Treat Everyone You Meet With Honor, as if they are the most 
important person in the world. Show everyone respect. 

93. Ask for Advice from Seasoned Professionals inside your networking 
nodes. Use your networking teams as peer review committees to 
gauge your ideas and to provide you with new perspectives and 
constructive criticisms. 

94. Ask for Testimonials from your customers/clients and broadcast 
them EVERYWHERE. 

95. Be a Sponsor. Buy breakfast or lunch for other networking nodes, 
PTA Meetings, or for the admin team at your child’s school. 

96. Be Kind to Secretaries and Receptionists everywhere you go. The 
first line of customer service is often your most valuable allies in 
ways that you can not yet realize. 

97. Treat your Internal Customers like Gold. Take your sales agents, 
administrative team, and vendors to lunch or dinner often. 
Randomly shower them with appreciation randomly, give your 
staff certificates of achievement, host office celebrations for 
hitting milestones, and provide holiday end-of-year bonuses at 
Christmas time! These are your best brand ambassadors! Pass 
out branded t-shirts, baseball caps, high-quality branded pens, 
sticky notes, tote bags, and other trinkets often. 

98. Attend Alumni Events and Class Reunions to reconnect with old 
friends and make new ones.  

99. Network at Sporting Events by wearing your branded t-shirt and 
baseball cap, strike up a conversation while waiting in the 
concession line and pass out business cards with an invitation to 
your upcoming seminar or client appreciation event. (By the way, 
did you know that public libraries in Florida are now allowing 
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community interest groups to host seminars in their meeting 
spaces for FREE?)  

 

 

Fin 


