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Great Presentations

Build rapport, create trust, and make it fun or easy

Show competency, Reduce stress, and save the seller time

Save the seller money, Negotiate, and guarantee an incredible
outcome

@kristijencks
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A Stunning
Presentatic

How to Distill Your Bra

Jillian &
Keith
Jamison

THEULTIMATE REAL ESTATE PLAYBOOX: THi

Winning Listinc
toa"Yes"

The Training & Tools of a Listing Exj

STEPHANIE
YOUNGER

'RE ULTIMATE REAL ESTATE PLAYBOOK: THE LISTING §

Building Trust and
from Beginning to E

What to Do Before, During, and After th
Listing Présentation

Chris Grant
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THE ULTIMATE REAL ESTATE PLAYBOOK: LISTING ATTRACTION MULTIPLIER

Treating Open Houses
Like Art Exhibits

Create Beauty, Tell Stories, and Capture Leads

Cari Ann




The Heart

Build rapport, create trust, and make it fun or easy

@kristijencks

Pre-appointment interview
The walkthrough “Tour”
Storytelling

Asking for the business

® SPEAKER BUREAU



Initial Consultation
Heather Murphy Group - Savannah, GA

@kristijencks

In-depth phone interview looking for client needs, goals,
and timeline

Gather comprehensive property details and assess client's
market knowledge.

Utilize DISC profiling to tailor the approach to each client's
communication style.

Helpful marketing questions:

What attracted you to this home when you bought it?
What is your favorite feature of the home?

What do you like most about your neighborhood?
What are some nearby attractions and amenities?

What would you change about the home?
@ SPEAKER BUREAU

O O O O O

~  @heathermurphyrealtor
2024 totals
255 units
$108M volume

2025YTD
Closed : 38 Units
Closed $16,525,361.00 Vol
Active Listings: 13
Pending Listings: 14
Pending Buyer Contracts: 26




Get Heathers Checklists

Froperty Address MLS#
City/ State/ Zip Property Type
CLE# Shackle Code
Agent Client

LISTING ACTION PLAN

Phwoto House  Date/Time Showing Time Updated

PROtEGraRRy = PROEDE VDG (9w, cen == e Addid ta Cosp Comdentatian Shisst

Print Zestimate (prior to activaging listing) Listing Docs W' Brochure to Seller
E:--mu Lockbox and Sigr Etu:l'nwl'ﬂ- Ligting Docs Submitted

DL.;‘..M Agresment, MLS Form, Lockbox Form
Dﬁ'u-ﬁl'uﬁ Agreament (FI58)

[JPre-sharm Agreemsent to Pre: Shaw group teat [CJupdate Clierit List

| Juisting Drescription Approved by Agent [ ]Praperty Information Sheet Attached

ABAL Wt Deoupied
Seller's Distosune CLB Sheet Updated

] community Association Discesiusne [Juead Sounce
I:ILE-II.‘.- Buaad Paint Disclosure (built prier 1978) Dprvl'erred Contact Method
[IMLS tnpsit ¢ Priet Full View for File [Jopen viouse ¥ B Daze
[ Jadded to G MLS/HABR (if applicable) ] 5 Rervitrm Resquest Ernail {24-48 hrs ster mig bnis)
Dnuy:'{.tunoi Liploasdied 1o MLS Dﬂnny of POA (i applicable)
[ JLegal Description Uploaded to MLS [ JLand PiatSurvey (no sctive ksting urtil received)
[ JLockbox - Supra (Add Key Box) [ Juana PatiSurvay (no active ksting until received)
MARKETING ACTION PLAN
Eu’q:.!\- Sy Caton Tiioe Tryka, Beator com, Homes, (om
[ Iwebsite Links Emaited to Client ;24 oy L
ITEMS AT PROPERTY [(DISCUSS WITH CLIENT CONCIERGE)

[JecomTown (Add Client to datsbase)
DElﬂml MLS to Buyyers Agenl

Thmas

EEUHW Box [nstalled Location of Box Remowed

Air Froshdes Installed  How Many Ranivdd
Esuqmq Ibems Installed Remowed
[JExtra keys in Office? Remaoved

HOTES.

LISTING CHECHLIST

LEAD SCURCE REFERRAL COMMISSION (§ or %)
LIST PRICE LIST DATE _
COMMISSION % SELL BUY} LOAN COMV CASH FHA WA USDA 1001
PROPERTY ADDRESS VACANT  QOCUFMED
SELLER #1 P E
SELLER #2: F E
DATE OF PURCHASE BEST CONTACT METHOD CALL  TEXT  EMAIL
PHOTOGRAPHY STANDARD FLOOR PLAN VIRTUAL STAGING 30 TOUR DROMNE
Mia Heia Gfry Boobbinl Selir of B8 b o decaliad?  YES® s Mg e B B Sah fod o 1 YES  NO
A you devomisd oF going Svough & divoere? YES" MO 8 Py oI el TES MO
i b propearty i & FuE? YES bl Al you i ik sapiey YEE WD
A o Dot DTS Bry O QI [l PTeAEL YES L A iz Sl o HOA, dies T YES WO
A thens wvy s on propery TES I A you & TS cilzen? TES MO
SF VERIFIED vilg MO QOPEN HOUSE PREFERRED DAYI/TIME
YIS NG FRI JPW-PM APMAGEM
# BEDROOMS BATHROOMS T OIEM-EM PPARAPN
FLILL MLALF SN IPALIPM  ZPR-APN
MASTER LOCATION MAIN LEVEL 2% LEVEL S LEVEL
FORMAL ROOMS DEHING LIVING A
FIREPLACE YES" NG "ELECTRIC "GAS "WOOD BURNING
0 LOCATION, —
FHEATING UNITS ELECTRIC GAS
& COOLING UNITS ELECTRIC GAS
¥ WATER HEATERS ELECTRIC GAS
SHOWIMNG APPOINTIIENT YES ] SHOWING ROTICE
SHOWIMNG RESTRICTIOMNS YES* WO DAY, “TIMES
PET AT SHOWIMNGS YES L)



Listing Appointment Preparation (screenshot this T")

Phone Transcript: Upload to Al

I'm uploading a call transcript with a potential listing client. Please
identify the client’s personality profile and communication style,
paying attention to any preferences, pain points, or priorities they
mention. Also, provide insights on any specific objections,
reservations, or motivations they expressed that | should address.

Offer tailored strategies to help me build rapport, present my
services in a way that resonates with them, and address any
unstated concerns that may impact their decision.

=
i
=
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Email & Text Communication (screenshot this )

Please analyze the client’s personality and communication style based on the
following email and text exchanges to help me adapt my approach. Here are the
copies:

e Email Samples: [Paste email text here]
e Text Message Samples: [Paste text exchanges here]

Based on these messages, please identify any personality traits or preferences in
how they communicate. Specifically, I'd like to know if they appear to value
efficiency, detail, relationship-building, or show signs of being direct, hesitant, or
curious. Any additional observations on their tone, responsiveness, or word
choice that could help me improve my approach during our listing appointment.

@ SPEAKER BUREAL



Gather Intel from Social (screenshot this )

"Please analyze my client’s social media profiles to identify any insights about
their lifestyle, values, and preferences. Here are their profiles and/or
observations I've noted about them:

Social Media Profiles/Links: [Provide links here]

Observations:[e.g., noted interests, family details, types of posts they
frequently share, or specific interactions related to lifestyle or hobbies]

Please summarize any patterns in their interests, values, or preferences that
would help me tailor my listing presentation to their personality and priorities.”

e
5-
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Build the Presentation (screenshot this )

"Using the emails, texts, phone call transcripts, and social media details I've provided, please
summarize the key insights about the client’s personality, communication preferences, and any
values or priorities you can infer. Here's what I'd like you to cover:

1. Personality Profile: Summarize the client’s personality traits(e.g., detail-oriented, results-
driven, relationship-focused, etc.) based on their communication style and content shared.

2. Communication Preferences: Describe their preferred style of communication, such as direct
and efficient, informal and friendly, detail-oriented, or high-level.

3. Emotional or Motivational Cues: Identify any values, motivations, or concerns you can infer that
may influence their decision-making or expectations for the listing process.

4. Approach Recommendations: Provide actionable steps on how | should adjust my approach
during the listing appointment to best accommodate their personality and communication
preferences. This could include recommended tone, level of detail, pacing, or specific
techniques to build rapport and address any concerns.

Please include any other observations that could enhance my understanding of the client and
optimize my approach to ensure they feel heard, valued, and understood during the appointment.”

® SPEAKER BUREAU



Build Your Presentations with Al

"""'||“ ] T

Plaud

Voice Memo |I0S Live Transcribe
Android

cks
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The Mind

Show competency, reduce stress, and save the seller time

@kristijencks

Pre-Listing email
Data analysis
Marketing
Communication
Reviews

® SPEAKER BUREAU



Pre- Listing Appointment Email
Kristine McKinley - Orlando, FL

@kristijencks

90% of sellers will click on the links and study the videos
and photos.

Youtube channel - property tours, Chick Chat episodes,
and videos about neighborhoods and local data.

Sellers learn her personality before meeting, and hear her
knowledge. Create rapport before she shows up.

Custom video intro with trackable links allow her to see
what they engaged with.

® SPEAKER BUREAU

_@therealestatechicks

2024 totals
31 Listings
18 Buyers
S$26M Volume

2025 totals
7 Sellers
9 buyers

$9.2 M Volume




Communication
Kristine McKinley - Orlando, FL

Thank you for your time on the phone today.

We like to send a "snippet” of information about our team, WHO we are and HOW we have efficiently sold homes in the Greater Orlando area since

2[:'{}4 pleas_e kr\n.u pipm paall rams e mae mssmmri s e sl memsssmeme e emiiek eeee s slestail sailssoe eem emmost s uesiae e e Y

Experienc:

"Full Serv

Tried & Tr

Expert - Markeung, Nnegouating, ana communicauny

Professional HDR photography

Professional video of the home if applicable like this one

Personal property website via OrlandoRealEstateChicks.com

Buyer database “matching” program that matches your home with thousands of buyers who have registered on our website
Mega open houses will be used to market your home on the first weekend on the market. This has yielded the best response.
And 17 other important marketing items we will go over at our appointment




The Tour

Ali Thompson - Temple, TX

e Be early & “exude positive energy and smile”

e Greet the sellers find something to genuinely love and

@kristijencks

@alithom 2psonhomes
2024 totals

compliment about the home, the seller, the decoration, etc.

YTD

g
ng Soon Listings

o Share Examples - Making the bed...

o Language “What this means to you is...”

® SPEAKER BUREAU



Personalized Marketing

YOUR MARKETING PL?
Th The Slor The Slocum

In real estate marketing, there's no one-size-fits-all approach. E Dl Phete * Video D iffe rence
home is unique, and it's our goal to make your property stand o PL.}, +Video = FlaerplanS \
ensuring it attracts the right buyers and achieves its true value, Ve T e s Lhoneel

| = Flosrpless : = 3DTewrs ¢ Garom QrodaseetFips
=Tuilight pheteS . * MNGan G0 Pt
. : — Shart- Ftmn Video A S Ao e SRy
Of Course Marketing ~Shart formn Video | g4 led Vike Aot e :

= Drcn‘ Pl\d“bsu’ly —Dewe MS
Strategic Pricing Sq BIU
S

Database Alerts fegat Comptial , ~ Land]
: : Digitl Hurkets ~EWMML - T
Zillow.com PROVIDE FEEDBACK Dig:tal + Mab HET ——'2- PR e Mhon Wb oosb ATV
COMPELLING PROPERTY DESCRIPTION E = Taclsion in he *Hes 3 ;'Wd‘";.. The Heme NneR . LatkL, UMBY
~ R etisfer: e, Rapas

Personalized Branding w| . 7, €
92| o vertetecl] o g s | COMYES CHUMEEE L et e

Cpen Hlowses MLS 2|+ Ll 4| | .
Professional Photos & ) E-Beat Shoving fucket Contpor o _Closing Gn euwd) _
F * P\ Tiag Thansugion Corbiade Dl E-tighny it

.
Qacore v oom Aandar Qulferml U, B .:m""‘.;" s
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Yard Sign

~ Guwramtesd fegulef G SBuvbesd fegular Communicatios
= Bi-veakly Listing BiVeetty Luting Purfimnsce
Perform. e reprtS -




AL EIFENGHIE LET'S MAKE

Slocum Team - Warwick, Rl A PLAN!
LET'S MAKE

A PLAN!

@slocumhometeam




The Wallet

Save the seller money, negotiate, & guarantee anincredible outcome =~ .

@kristijencks

Pricing Strategy
Negotiation
Guarantees
Case studies

“® SPEAKER BUREAU
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Pricing Strategy

Slocum Home Team - Warwick, RI

INTERPRETING THE NUMBER:

TODAY’'S MARKET
CONDITIONS

Do you know what'’s going on with your local
feal estate market? Buyoers Wackel (G+ Months): This scenarso indicates that there are move homes for sale

Ir;ln there are buyers, which can lead 10 lower prices and homes staying on the market
MONTHS OF INVENTORY

longer.
A key motric that helps to understand the balance
between supply and desmand
It's a valuablea16al for gauging the teiy
o markot, helping both buyers ans
make indormod decisions.

Sellers Market {1-3 Months): This means thete are fewer homes for sale relative to the
numbser of buyers, which often keads 10 higher peices and quicker sales.

Balanced Market [4-6 Months

not sellers.

Markat is neither heawily favering buyers

@slocumhometeam

HOW DOES THIS IMPACT YOU?

Pricng Strategy: In a seller’s market
demand outstrips supply, and you might
price your hoene more aggressively,
potentiadly cven above the market rate,

858 buyers compete for fewer available
propertes. Comversely, in a beyer's market,
= you might need 1o price your home more

- compatively 10 atiract interest

the housing market.

Eapectations on Sale Timedne: In a matket

with low moaths of inveatory, bomes 1 Months of Inventory Calculator (Simple) & o &
10 sell faster, ¥ the months of inventory

Fle T01 Vew waen Format Deta Yook foensons Help
high, you might need to bo peepared fof . o . A 38w

longer sale process, which can impact S X o
plans, especially if you're looking 1o b

another property or refocate.

MONTheE O " 5.0 OO

Actve Listiags ~ ® R =

| MONTHS OF INVENTORY ANALYSIS (LISTING BOOK)

overage: in a selfer's market,  Usderstanding Suyer Behavior: In 3 maf AT T1¥eb-2) Prapared By Nick Slocum

Negotiahon

M. Sales pr¥tonty

UWoemhs of lesentory

you might find yourself in a pesition to
receive mulliple olfers, of even offess
sbove asking price. and you cas negotiate
maore firmiy. In 3 buyer’s markat, you might
have to be more flexible or williog to make
concessions

with high months of inventory, beyers 1}
foel less pressured to make quick deciy
and might be more mclined 1o negotiat
aggressively. Conversely, in a mariet

with lowr Inveatory, buyers are often m
mativated to act quickly and decisively

LOCATION

Target Avea

INPUT DATA ONLY IN FIELDS COOED
IN RED « CRITERIA {0-365)

ACT NO.MOS  SLD/MO

MOS OF INV




Negotiation

HOW TO PRICE
YOUR HOME

PRICING IS \1c0/ A _ano/
E

As

POINT PRICING
STRATEGY
1. PRICE ABOVE MARKET VALUE 2. PRICE AT MARKET VALUE

@slocumhometeam

pu
at
ab

VS TIMING

Timing is extremely

AVERAGE ASENT

VU 70 J£ .
mecmwst  302% 22 168
trrtanee 2% 166 n

important in the real 10 oo raaria
estate market. The graph
illustrates the ie

of placing your

on the market at 3 reaisti

price and terms from the

beginning

31,25% FASTER

SOLD 120X




Case Studies

Melissa Pilon - Los Angeles, CA
The Proof is in the Numbers

Melissa will sell your
home faster and for
more money

compared to the average agent

6 35

Averoge Days Cn
Market

Melissa’s Average
Days On Market

83.2%

Average List To
Sale Price Ratio

109%

Melissas List to
Sale Price Eatio

CASE STUDY

How I turned $55,000 into $172,000

Home improvement financing fronted interest free by Compass

“Concisge wived it o
oy updating this dated townhome would Elely get about
s ot My ity SUGREtONS w1 Lt the Aooning

My onalytin ihoreed thot without

S1.2M
Expocied Sale Price
Without Conclerge thesughout, install i ght Bxturel, fire COLRBRIORS and
hardhwane in thee kitchan and bathroom. OF course o alwor
| recommended stoging. YWe received on estimote for J55K
o complete the entine progect ond took 2 weels o compleie
Tha Fezerruiy sizdel e §9. 372,000 which i $172.000 o the
crigiral viue with o 355K imesiment giving o J19% natwn
The: st port is Compons fronted all of the experass for this
propect giing my seller ol of the equity on the bock end”

S1.372
Sale Price
After Concherge

6

Melissa Pilon
Redondo Beach

0L COMPLETED CONCIERGE SERVICE
S172K
Total return
with Conclenge

+ Interior Paint +  Bathroom Countertops
+  Full Kitchen Remaodel +  Merw Light Flubures

+ Sraging + Deep Cleaning

+ Mirw Flooring »  Miw Bothroom Fixtuned

ﬂ‘rl_'-" K Looen how Compass Concasrge con Falp you sell loster ond
Ph 28 S

Total preject cost

for o hiaher price with nothing pod Belons cloting
for o highat prace with nothing poid Belong cloding

campass.comdconcierge/meliig-pilon

@melissapilonhomes

2024
24 Units
$30,398,500 volume
2025 YTD
4 Units Closed
$5,720,000 Vol
5 Active & Coming Soon Listings
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Post Listing Appointment & Al
Hunter Kirkman - Atlanta, GA

e Note taking during the appointment
o Assistant
o Client
o Details
o Promises
Export the transcript
Upload to your favorite Al
Review report
Send seller meeting summary
Do what you promised to do!

@kristijencks ® 6 6 o o

® SPEAKER BUREAU

@hunterkirkman



Pro Tips to Analyze your Presentation

@ Time & Faster

© Money

@ < Mental Sanity
& Fun

£ Easy




My gift to you

=

The Listing Presentation Audit 5
Checklist :

Use this checklist to assess and enhance your listing
presentation, ensuring it effectively connects with sellers and increases your chances of
winning the listing.

I. Preparation Before the Presentation

1. Pre-Qualifying Sellers

« Do you have a system 1o pre-qualify leads, gathenng information about their motivation,
timeling, and needs?
Are you using tools like a Seller Lead Questionnaire (0 uncover valuable insights about
the seller’s goals and priorities?

2. Personalization

Is your presentation customized based on the seller's unique circumstances and
preferences?

Hawve you reviewed their communication style through emails, texts, or social media to
tailor your approach?




Get the Resources “#

DM me “Listing Edge” on

|NS§'¢AGBAMn my profile @kristijencks

@kristijencks

® SPEAKER BUREAU

1Yy meo v4 i&)

& kristijencks o)
k< 2,891 7,210 2,619
V' posts followers following

Kristi Jencks Arizona Realtor Tom Ferry Coach

# Soecaker, Consultant, Coach @tomferry
! teach systems and structures that create Real Estate efficiency
W Hat follow for strategies & tactics!

2 lin r Pre nethonch s

3 kristijencks Q) Kristi Jencks - Sharing What's Working
Followed by urgirl.ali, merrill jencks and 32 others

Following v Message
/] ! NI v ¥
*] 2008 B
L fees ~y |
i o) 1
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THEULTIMATE REAL ESTATE PLAYBOOX: THi

Building Trust ¢
from Beginning

What to Do Before, During, ant
Listing Présentation

Winning Listinc
toa"Yes"

The Training & Tools of a Listing Exj

A Stunning
Presentatic

How to Distill Your Bra

THE BILLION DOLLAR PLAYBOOK

Jillian &
Keith
Jamison

STEPHANIE

YOUNGER Chris Grant

@TomFerry
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