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Mikki

Charleston, SC

mikramey@gmail.com

200K

RAMEY

Homes sold: 175

GCI: $1,580,000

Volume: $86,500,500

How I 4X'd My Business: The Secret to Skyrocketing Success



Sphere Growth:
$0 to $200K with Online Leads

Mikki Ramey 



Life is a series 
of moments. 



From showing shock to celebration calls!
IMG_4416 (2).MOV

http://drive.google.com/file/d/1q52nYWnofXnAnUo8hDH-xAyQE9Y07hpA/view


• Personal
• Wife

• Mother of 4

• Former Teacher

My Story

• Real Estate Sales
• 2004: 0

• 2008: 4

• 2023: 190 Units, $96M Volume

• 2024: 168 Units, $84M Volume



My Why: Then and Now…



Why pay for online 
leads? 

Place an image here

To create business opportunities now!x

To be a practitioner of real estate.x

To build relationships. x

To create opportunities for future 
business with HIGHER PRICE POINTS 
and HIGHER COMMISSIONS. 

x



My Perspective on

Online Leads… 

DON’T BE A WHINER! 

FOLLOW UP FOREVER!

AIM FOR OVERTIME!  



ONLINE LEADS 

Realtor.com/Zillow/Redfin/

Company App/Facebook

Total: $222,020

MEDICAL LEADS

Total: $179,000

GRAND TOTAL: $401,020

Commissions 

Our Team Made 

in 2023 from 

Repeat Online 

Leads & 

Medical Leads



Systems? 



Appointment

SYSTEMS FOR NEW LEADS: Call Immediately

Location Motivation

Text from 
Ylopo AI 
(Raiya)

Drip Email 
Begins 

(Follow Up 
Boss)

Call for 7 
Days by 

ISA

Follow Up After Call



Place an image here

Dreaded 
Objections or 
Opportunities? 

“I closed on my 
house last week!”

“I already have an 
agent.”



CLIENT EVENTS: 2

MONTHLY HOME VALUATION REPORTS: 12

ISA EMAILS: 4

VYRAL VIDEO NEWSLETTER + ALL TEXT 

NEWSLETTER: 48

COMMENT ON CLIENTS’ SOCIAL MEDIA: 2

DINNERS AT MY HOUSE 

OVER 68 TOUCHES PER YEAR!

The Fortune 

is in the 

Follow-Up!



DM me with the word 
“SUMMIT”

Mikki Ramey
843.478.1684
mikramey@gmail.com



@JASONPANTANA

https://www.liinks.co/jasonpantana


DON’T COMPETE
J a c k  We l c h

IF YOU DON’T HAVE A COMPETITIVE ADVANTAGE



Q: 
Who’s the seller’s  

dream agent?

@jasonpantana



KNOWLEDGE BROKER

- JASON PANTANA



KNOWLEDGE BROKER

- JASON PANTANA

Trey Willard

I saw you everywhere, you answered my call,  
and you knew what you were talking about…



THE NOISETHE NOISE
CUT THROUGHCUT THROUGH



THE MATRIX IRON MANLIMITLESS

INSTANT EXPERTISE

- JASON PANTANA



GENERATIVE AI

- JASON PANTANA



Ai

×MORE

×BETTER×FASTER

F O R C E  M U L T I P L I E R

- JASON PANTANA



CHATGPT    OMGCHATGPT    OMG



MORE THAN TEXT

1. Documents 
2. Spreadsheets 
3. Images 
4. Videos 
5. PDFs

A. Edit 
B. Analyze 
C. Convert 
D. Export 
E. Create

- JASON PANTANA



AMATEUR TO EXPERT

- JASON PANTANA



1
MARKET 

FACTOIDS
- JASON PANTANA



MARKET FACTO ID S

- JASON PANTANA



MARKET FACTO ID S

- JASON PANTANA



ARTIFICIAL REASONING

PROBABLISTIC DETERMINISTIC🆚 Predicts outcomes  
with factual certainty

Estimates likelihoods  
based on probabilities

- JASON PANTANA



MARKET FACTO ID S

- JASON PANTANA



Q: 
How important is 
sounding smart?

@jasonpantana



I’m preparing for a listing presentation and need a single, brilliant market insight 
that will impress a prospective seller. The subject property is a [describe the 

home: e.g., beds, baths, square footage, etc.]. The insight should be data-driven, 
nuanced, and specifically relevant to this property’s unique characteristics and 
current market conditions. Importantly, the insight must be drawn exclusively 
from the provided MLS data, without fabricating or making up any statistics.  

It should reveal an unexpected value or trend that directly impacts the home’s 
sale price or market positioning, making the seller think, “Wow, this  

agent really understands how to maximize my property’s value.”

MARKET FACTOID

- JASON PANTANA
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LISTING LIE

- JASON PANTANA

DETECTOR



- JASON PANTANA

LISTING LIE D ET ECTO R



- JASON PANTANA

LISTING LIE D ET ECTO R



Using the uploaded MLS data, construct a table that accurately compares the 
performance of listing agents (not buyer agents) YTD. The table should include 

the following columns: A = Listing agent name (anonymized to protect identity), 
B = Listings taken, C = Listings sold, D = Listings unsold (including active, 

cancelled, and expired listings), E = Median list-to-sale price ratio (for sold 
listings), F = Median days on market, G = Price reduction data (how many, how 
much, etc.), and H = Statistical probability the agent will cut the price on their 

next listing. Use judgment to determine which column corresponds to each 
required data point in the dataset. Ensure that the data is drawn exclusively  

from the MLS dataset without fabricating or estimating any figures.

- JASON PANTANA
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LISTING LIE DETECTOR



- JASON PANTANA

Sandra Pike
Halifax, Nova Scotia

LISTING LIE D ET ECTO R



- JASON PANTANA

AI LISTING
MACHINE

AUTOMATE  &  DOMINATE
AI



YOU × AI = MORE. FASTER. BETTER.

Join me for 8 interactive sessions over 4  
weeks to multiply your marketing with AI.

TOMFERRY.COM/AI-MARKETING-ACADEMY

https://www.tomferry.com/ai-marketing-academy-form/




DATA PROCESSING

ANALYSIS ABSORPTION🆚 Directly ingests data into 
the AI model for analysis

Uses generated code  
to examine the data

- JASON PANTANA



3
CLIENT 
GOSSIP

- JASON PANTANA



CLIENT G O S S IP

- JASON PANTANA

Tre Serrano
San Antonio, TX



4
ROLE-PLAY 

ROYALE
- JASON PANTANA



ROLE-PL AY ROYALE

- JASON PANTANA

VOICE VOICE 





Q: 
What’s giving you a 
competitive edge?

@jasonpantana



GENERATIVE AI
LISTING LIE 
DETECTOR

ROLE-PLAY 
ROYALE

CLIENT  
GOSSIP

MARKET 
FACTOIDS

- JASON PANTANA

SMARTER FASTER BETTER



BECOME LISTING
DOMINANT

- JASON PANTANA
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BECOME LISTING
DOMINANT

- JASON PANTANA
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@JASONPANTANA
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Be the Bison
Charge the Storm!



      @soldbysharmane

📲  813.504.4479

📧  sharmane@soldbysharmane.com

DM me “SUMMIT24” for my Priority Order 

Playbook

Let’s Connect

mailto:sharmane@soldbysharmane.com


1. The people around you shape your ability to think 
big.

2. Strong core values are essential for big thinkers, guiding 
your actions and expanding your vision.

3 Align with your significant other—reaching the finish line 
together is key.

4 Think big, but remember the small steps that get you there.

ABEL GILBERT ONEPATH REALTY@growwithabel @onepathrealty



SOP for Creating a Goal Board to Execute Big Ideas

Template Example

Jamie McMartin   •   @thejamiemcmartingroup   •   Houston, 
Texas





https://docs.google.com/file/d/1DbYSTKQa-CIeYM6LZ7H8C0avnTpaLFSw/preview
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Lourdes

Fort Lauderdale, FL

lmaestres@yourcoach.com

200K

MAESTRES

Homes sold: 108

GCI: $1,962,434

Volume: $79,751,925

Turbocharge Your Growth



Turbocharge Your Growth
Lourdes Maestres



35-40 transactions 

THIS WAS ME FOR 10 YEARS

Limited vacations

One buyer’s agent

One full-time 
assistant

14-hour days 

Rich and poor

Prospecting attorneys, 
expired listings, and 

door knocking

Burned out

Reactive 

3x5 cards

Worked weekends



Operations
Manager

Team Leader

Executive
Assistant

Virtual
Assistant

Marketing
Assistant

ISA
Department

Marketing
Coordinator

Recruiting
Coordinator

TC
Department

TC
Department

Team Member Team Member Team Member

Team Member Team Member Team Member

Team MemberTeam MemberTeam Member

Team Member Team Member Team Member

THE MPH TEAM ORGANIZATIONAL STRUCTURE



S.O.P. MASTER LIST

BUYER LEADS SOP

1.Buyer online leads - Buyer's exclusive

2.Buyer online leads nurture plan

3.“Do Not Fire Me” report for buyers

4.Past client nurturing plan

5.Lead management audit

6.Agents daily tracking - Scorecard

7.Pending contracts

8.Buyer’s exclusive

9.One time showing agreements

OPERATIONS SOP0

10. EOS weekly reporting

11. Incoming referrals process

12. Outbound referrals process

13. Tracking lead sources - Abbreviations

14. Google reviews

15. Lenders introduction process

16. Localize campaign

LISTINGS SOP

17. Listing appointment follow-up process

18. Pre-listing process documents

19. Listing signed process

20. Weekly sellers report for active listings

21. Listing marketing flywheel

22. Private exclusive process

23. Listing input

24. Open houses management

25. Door knocking leads process

MARKETING

40. Past client campaign

41. Attorneys campaign

42. Targeted list w/ Google for mailers - Magic buyer letters

43. How to hiring an editor on FIverr

44. Video editing instructions

45. Video editing organization - Google Drive

46. Newsletters process

47. Market reports process

48. Landing pages content creation

49. Landing pages set up

50. “Did You Hear About Your Neighbor?” postcards

51. Uploading YouTube videos

52. Writing YouTube descriptions

53. Newsletter creative content

54. Newsletters - Sendgrid

55. Meta Ads

56. Loomly

57.Google Business Profile - uploading images

58. Compass Marketing

59. Listing Leads site - Jimmy Mackin

60. QR codes

61. Signs - Up, down, custom

62. Vistaprint - postcards, door hangers - Place orders

63. Moo - Business cards - design and place orders

RECRUITING & RETENTION

26. Onboarding checklist - Angela

27. Recruiting attraction agents

28. Recruiting pre-screening

29. Recruiting abroad staff

30. Lourdes 1-1 agents

31. Trianual onboarding

32. LinkedIn engagement

33. Zillow sync-CRM - New agents

34. 30-60-90 staff performance

35. 30-60-90 agents performance

36. Off-boarding agents - Exit

37. Importing agents sphere - CRM

38. Removal process

39. Monitoring agents that have been removed



15 Years of Evolution in Real Estate
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5 Years of Evolution in Real Estate



ONLINE LEADS - STANDARD OPERATING PROCEDURES  

Last 2 weeks

Appointments set : 29

Showing agreements signed : 24

Conversion 82%

Buyer’s consults completed: 19

Buyer’s exclusives signed: 14

Conversion: 74%

1. New script - Auto text

2. Appointment set - Auto email

3. Non-exclusive B/A - Signatures

4. Appointment met - Set B/C

5. Buyer consultation - Signed

6. Client Care 

7. “Do Not Fire Me” report

8. Nurture plan



STEP 1 - Automatic text message

PROPERTY SPECIFIC SCRIPT 

Closing : So, just to recap, we will be all set to 
meet on Friday at 2PM . As soon as we 
disconnect, you are going to receive a text 
message and an email from me. The email will 
include  a 1 time showing agreement, which is 
basically an agreement that I will give you the 
tour of the home and if you do purchase the 
home, I will be the agent representing you. 
This agreement is required by law.

(YOU MAY GET QUESTIONS AND YOU WILL NEED TO BE PREPARED TO 
EXPLAIN)

This is Lourdes, your Fort Lauderdale 
Agent. As discussed, I will be sending 
you an email outlining the next 
steps. In the meantime, if you have 
any questions, please feel free to 
contact me directly at the number 
below.

Phone Number: [AGENT CELLPHONE]
Email: [AGENT EMAIL]

TEXT MESSAGE



STEP 2  - Appointment Set

Hi [BUYER},

I’m excited to work with you! Before we begin touring 
homes, please review and sign the Showing Agreement 
you will receive from Dotloop for e-signature.
A written agreement is required by law for us to tour 
homes. If you prefer to sign this form in person we can 
meet prior to the showing at my office located at 1200 E 
Las Olas Blvd, Suite 201, Fort Lauderdale, FL 33301.

Here's the form for your reference: First Time Showing 
Agreement. Also, I’ve included a digital "Home Buying: 
Step-by-Step Guide" with valuable information about 
the home-buying process.

If you need further explanation or wish to discuss, 
please contact me on my personal cell phone at [AGENT 
CELLPHONE]
Best regards.

● Automatic email 



STEP 3 - Non-exclusive Buyer’s Written Agreement

● Non-exclusive, property specific

● 82% get signed without pushback

● 18% disappear 



STEP 4 - 1st Appointment Met - Buyer Consultation

● Agent may complete a buyer 

consultation right after 1st 

showing

● Buyer “must” sign an exclusive 

agreement for 30/60/90/180/365

days 

● 74% conversion



STEP 5 - Buyer Consultation

● Top priorities 

● Budget

● Timeline 

● Neighborhoods or areas 

● Type of home 

● Non-negotiables

● Familiarity with the current real estate 

market

● Home to sell

● Pre-approved 

● Concerns or fears 

● Familiarity with home insurance 

● Interviewed other agents 

● What is your understanding about 

buyer-broker commissions? 



STEP 6 - Client Care

● Introduction:

Hi [Client's Name], this is [Your Name]. I am the client care manager for THE MPH Team at 

Compass Fort Lauderdale 

● Acknowledgment:

I understand you looked at 123 Main Street with Amy on Tuesday. I wanted to follow up 

to ensure everything went well and to see if there are any questions or concerns you might 

have.

● Feedback Gathering:

Was there anything specific that stood out to you or any areas where you feel we did not 

address. 

● Next Steps:

Have you set up a time to see more homes with Amy yet? Can we help you set up a day 

for a buyer consultation or to tour more homes?

● Reassurance:

Our goal is to ensure you feel completely supported throughout this process. Please feel 

free to reach out at any time if you have any questions or need anything.

● Closing:

Thank you for choosing The MPH Team. We truly appreciate your trust in us. Have a great 

day, and we’ll be in touch soon.



STEP 7 - Don’t Fire Me Report for Buyers

Mr. Buyer , here is our weekly recap 

We have toured so far the following properties ( include link to tour sheets ) 

123 Banana Street 

123 Main Street

124 Yes Street

⮚In the last 7 days, 123 Banana Street reduced their price to $250,000. 

⮚In the last 7 days, 124 Yes Street went under contract. I spoke to the agent and they said it is not solid and there were 

contingencies to fulfill. 

⮚In the last 7 days, 123 Water Street closed for $235,000, which is 94% of the list price.

⮚In the last 7 days, my team and I have made a total of 750 calls using our dialer system and neighborhood search 

capabilities. We spoke to 45 homeowners in an effort to identify an off-market opportunity. So far we don't have a match

⮚In the last 7 days, I personally knocked on 5 doors.

⮚In the last 30 days, we have mailed 250 letters to homeowners in the Coral Ridge area that seem to match your criteria. We 

received 1 phone call and will be meeting the homeowner next week or we haven't found a match yet. 



STEP 8 - Nurture Plan

● Automated 13 texts & emails 

over the course of 365 days 



WE ALL WANT MORE LISTINGS!

2023 RECAP

● 54 LISTINGS SOLD

YEAR TO DATE

Listings taken: 68

Listings sold: 36

Listings active: 31



LISTING BOOTCAMP - 9 WEEKS

Week 1: Listing Presentation Challenge - Show Me What You Got

Week 2: Scripts - Pre & Listing appointment

Week 3: Listing sources - Create your S.O.P.

Week 4: Master the CMA

Week 5: Get More Listings from Your Listings

Week 6: Do Not Fire Me report

Week 7: Scripts - Objections

Week 8: Listing Presentation Challenge

Week 9: Listing Presentation Challenge - Graduation



HOW WE MARKET OUR LISTINGS

PRE-LISTING ACTIVE LISTING SOLD LISTING

Video call to action : “Send me a DM if you 
would like to get the information before it 
goes out to the public.”

Promote video 1-2 mins - YouTube 
paid ads Sold - Storytelling video 

$20 - Editing

Organic IG & FB

Generate leads (VIP list)

200  calls - Mojo 

Reverse prospecting buyer 
matches - text

Reverse prospecting 
phone calls 

Multiple open houses 

Knock on 25 doors minimum 

Featured newsletters 

200 Mojo dialing weekly

Reverse prospecting - text and 
email 

Do Not Fire Me report 

Storytelling Landing page

200 door-knocks

200 calls weekly x 6 weeks  

Mail 200-500 postcards x 6 weeks

Paid ads: IG, FB & YouTube

Google Business Profile



PRE-LISTING

1. Video call to action : “Send me a DM if you would 

like to get the information before it goes out to 

the public.”

2. $20

3. Organic IG & FB

4. Generate leads (VIP list)

5. 200 Calls - Mojo 

6. Reverse prospecting Buyer matches - text

7. Reverse-prospecting phone calls

HOW WE MARKET OUR LISTINGS



ACTIVE LISTING

1. Promote video 1-2 mins- YouTube paid ads

2. Multiple open houses 

3. Knock on 25 doors minimum 

4. Featured newsletters 

5. 200 Mojo dialing weekly

6. Reverse-prospecting - text and email 

7. Do Not Fire Me report

HOW WE MARKET OUR LISTINGS



SOLD LISTING 

1. Sold - Storytelling video 

2. Storytelling landing page

3. 200 Door-knocks

4. 200 calls weekly x 6 weeks  

5. Mail 200-500 postcards x 6 weeks

6. Paid ads: IG, FB, & YouTube

7. Google Business Profile

HOW WE MARKET OUR LISTINGS



Sold - Storytelling

1. How we met

2. When did they buy the home?

3. What renovations were done 

recently?

4. Marketing strategy

(How many OH, showings, video 

views, doors knocked, phone calls, 

and newsletters)

5. Offer activity

6. Negotiations

7. Successful closing



LANDING PAGE AND POST CARD



YEAR-TO-DATE RESULTS

1. Buyer consultations completed: 45

2. Buyer exclusive agreements signed: 37

3. New appointments set - CRM: 490

4. New customers met: 580

5. Homes shown: 2,135

6. Existing customer met 2nd time: 653

7. Buyer's offers written & signed: 188

8.    Listing Appointment completed: 67

9.    Referrals received: 56

11.  Outbound calls logged - CRM: 41,542

12.  Outbound calls - MOJO: 13,724

13.  Outbound texts - CRM: 21,387

14.  Outbound emails - CRM: 8,943





This information is provided for informational purposes only and does not 
constitute legal advice. The laws and rules referenced in this presentation may have 
changed or could be affected by case law at any time without notice. If you have a 

legal question, you should consult with your attorney.

Real estate agents and brokers should not discuss fees or commissions with other 
brokers as it is a violation of the Sherman Antitrust Act, which prohibits price-fixing, 

group boycotting and other antitrust violations.



Book Your Seat

PRIVATE MASTERMIND:
Oct 17th / Nov 13th – Tom’s Office or Home
*30 participants per session only.

Intimate Mastermind. 
Plus, dinner at my home with
Kathy, Nana & Duke 



Business is
Solving Problems



Safe to say YOU 
NEED to take

WAY MORE 
LISTINGS!



2,579

1,111,200 0

AGENTS

92,935

215,534 591,821

91,117 618,482

30,557 431,232

6,255 153,246

2,134 262,295

LISTINGS SOLD

2.7 per agent

6.8 per agent

14 per agent

24 per agent

36 per agent

123 per agent



22.7% of agents and 
teams control 72% 

of the market 



“YOU NEED
to Prioritize 
LISTINGS!”



NAR’s 179 ACTIVITIES

GENERATES REVENUE

92%
ADMINISTRATIVE TASKS

8%





You don’t have a time 
management problem, 

you have a prioritization
problem!



One-CliCK Showing Agreements

SENT & SIGNED .
In 60 seconds or less! Scan to 

sign up!





KNOWLEDGE
ACTIONs
STRUCTURE

DECISIONs
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Action Solves

_____________ !Everything



Bezos: Decision Process.

1. If its easy to decide and easy to reverse  
Do it immediately.

2. If its difficult to decide and difficult to 
reverse.  Make a decision on when you’ll 

decide. (24/48)



DECISIONs
KNOWLEDGE
ACTIONs
STRUCTURE



How do you define Structure?

When Deals and Dollars continue
to come in…

with or without you”



To stay PRIORITIZED in 2024/25.  
No more than  3 - 5 MEASURABLE 
BUSINESS GOALS PER QUARTER.

2



SAMPLE GOALS

1. Your Business Results:
Volume, Transactions Closed, GCI, After Tax Profits

2. Getting More Attention! - Scaling Trust & Likeability
Reach, Followers, Referrals, Inbounds, Business Opportunities 
Generated, Recognition

3. Goal for a Bold # of Appointments:
# of Initial Buyer Consultations
# of Listing Appointments



What are My Top 3
Personal Goals for Q4?

Relationships?

Health?

Spirit?

Savings?

Contribution?
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Get all of this UP & VISUAL!
& measure your results to know

“AM I ON OR OFF TRACK?”



When we measure performance,

3

PERFORMANCE IMPROVES.



Jamie McMartin



Re-imagine 
our dashboard & 
weekly meeting

3 Departments: No more 
than 16 #’s that determine the 
health of our business



(sample) Re-Set Our Weekly Dashboard

1. $ Revenue =

2. Profit $ + % = 

3. Closed Volume =

4. Closed Sales = 

5. Pending Revenue =

6. Pending Volume = 

7. Pending Sales = 

8. Active Listings =

9. A. L. Volume = 

10. Coming Soon/Volume =

11. New Leads Generated = 

12. New Listing Appts = 

13. LA conversion % = 

14. New Buyer Appts = 

15. Buyer Appt Conv % =  

16. New 4.8 Reviews = 





Make Data Driven Decisions!



How can we install MORE 
STRUCTURE to the business?
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“Move it Forward” Meetings

4

1. Weekly Dashboard Review/Commitments

2. Weekly Marketing Meeting

3. Weekly Sales Improvement Meeting

4. Weekly Coaching Session



“Remember, If it’s not in my 
schedule it doesn’t get done!”





Quarterly Review & 
Set New Commitments!
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What commitments am I willing 
to declare today about how 
I plan to run my business, 

going forward?






