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Ambassador 
                                                                      

As an AMBASSADOR for your clients, you offer superior communica�on, trust-building, visibility, 
networking, marke�ng effec�veness, nego�a�on prowess, client services, and emo�onal support. These 
atributes collec�vely contribute to a superior client experience and op�mize outcomes for your clients 
in the compe��ve real estate market. Below is a list of marke�ng ideas tailored to your style. These 
strategies can be adapted and scaled according to your comfort level, allowing you to grow your real 
estate business in a way that feels genuine to you.  

Below is a list of marke�ng strategies tailored to your AMBASSADOR Marke�ng Style. These ideas are 
designed to establish credibility, enhance your brand, simplify your business opera�ons, and atract 
more clients. They can be adapted to fit your comfort level, allowing you to scale your real estate 
business in a way that feels authen�c and sustainable. 
 
Agents with eRealty Advisors can now take advantage of the exclusive Success Coaching Program, 
presented by Belmont City Press. Whether you're a new agent looking to take our First-Time Home 
Buyers Course for Realtors or a seasoned professional aiming to become the go-to expert in your 
market, our program offers specialized coaching, marke�ng, and PR services to help you thrive. 
For more details on how you can implement these marke�ng strategies and grow your business, reach 
out to Red Hilton at SuccessCoach@belmontcitypress.com  
About BCP: 
Belmont City Press LLC (BCP) is a Boston-based PR and marke�ng agency masquerading as a bou�que 
book publishing company. We specialize in helping entrepreneurs and salespeople posi�on themselves 
as industry experts through courses, coaching, workshops, publishing, and PR services. Whether you're 
looking to establish credibility, grow your brand, or simplify your business, BCP offers the support you 
need. Explore more at BelmontCityPress.com or check us out at SuccessCoachingProgram.com 
 

Common and Typical Marke�ng Ideas for Ambassadors: 

Online Marke�ng: 
• Create a Professional Website: Showcase your lis�ngs, exper�se, and brand story. 
• Op�mize for SEO: Ensure your website ranks well for local real estate searches. 
• Content Marke�ng: Write blogs/ar�cles on real estate �ps, market trends, neighborhood guides, 

etc., to establish authority. 
• Leverage Social Media: Regularly post lis�ngs, share valuable content, engage with your 

audience on pla�orms like Instagram, Facebook, LinkedIn, etc. 
• Virtual Tours: Offer virtual tours of proper�es to engage poten�al buyers online. 
• Email Marke�ng: Build an email list and send newsleters with property updates, market insights, 

and helpful �ps. 
• Online Adver�sing: U�lize pla�orms like Google Ads, Facebook Ads, or Instagram Ads to target 

poten�al clients. 
 
Offline Marke�ng: 

• Networking Events: Atend local networking events, Chamber of Commerce mee�ngs, and real 
estate seminars to connect with poten�al clients. 

• Community Involvement: Sponsor local events, sports teams, or chari�es to increase brand 
visibility. 
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• Direct Mail Campaigns: Send personalized postcards or leters to targeted neighborhoods or 
previous clients. 

• Print Adver�sing: Adver�se in local newspapers, magazines, or real estate publica�ons. 
• Open Houses: Host open houses regularly and promote them through various channels. 
• Referral Program: Incen�vize past clients or contacts to refer their friends and family to you. 

 
 
Guerrilla Marke�ng: 

• Street Art: Commission street ar�sts to create murals or chalk drawings with your branding and contact 
informa�on in high-traffic areas. 

• Stunt Marke�ng: Organize aten�on-grabbing stunts or events related to real estate, such as a flash mob 
or unique property showcase. 

• Viral Videos: Create entertaining or informa�ve videos about the local real estate market or �ps for home 
buyers/sellers to share on social media. 

• Property Signage: Use crea�ve and eye-catching signage for proper�es with your branding prominently 
displayed. 

• Host Workshops or Seminars: Offer free workshops on home buying/selling �ps, staging, or investment 
strategies to posi�on yourself as an expert in the field. 

• Guerrilla Giveaways: Distribute branded giveaways like magnets, pens, or notepads in local coffee shops, 
libraries, or community centers. 

• Graffi� Stencils: Create stencils of your logo or a catchy message related to real estate and use washable 
paint to graffi� sidewalks or walls in high-traffic areas. 

• Reverse Graffi�: Use a power washer to clean your branding or message onto dirty sidewalks or walls. 
• Street Performers: Hire street performers like musicians or entertainers to draw aten�on to your open 

houses or events. 
• QR Code S�ckers: Place QR code s�ckers on marke�ng handouts or swag to give out to people that drive 

people to your website or a specific property lis�ng. 
• Chalk Art: Create temporary chalk art drawings of homes or messages related to real estate on sidewalks 

in busy areas. 
• Flash Mob: Organize a flash mob in a public space where par�cipants hold signs promo�ng your real 

estate services or a specific property. 
• Branded Vehicle Wraps: Wrap your vehicle with eye-catching graphics and informa�on about your services 

to serve as a mobile billboard. 
• Sidewalk Chalkboards: Place sidewalk chalkboards outside proper�es with wity or informa�ve messages 

to atract passersby. 
• Tac�cal Urbanism: Temporarily transform public spaces into mini living rooms or outdoor lounges to 

showcase the lifestyle poten�al of homes you're selling. 
• Free Wi-Fi Hotspots: Set up free Wi-Fi hotspots at open houses or events, requiring users to enter their 

email to access, allowing you to capture leads. 
 
Ambush Marke�ng: (keep it legal) 

• Crash Local Events: Atend local events and fes�vals with branded merchandise or flyers, even if 
you're not an official sponsor. 

• Protest Marke�ng: Organize a peaceful protest related to housing issues or community 
improvements, garnering media aten�on for your cause and brand. 

• Celeb Lookalikes: Hire lookalike actors to pose as celebri�es at your events or proper�es, 
atrac�ng aten�on and genera�ng buzz. 

• S�cker Bombing: Place s�ckers with your logo or message (legally and responsibly) in crea�ve 
and unexpected loca�ons. 

• Secret Cinema: Host a surprise outdoor movie screening in a public park or vacant lot, promo�ng 
your brand and proper�es to atendees. Rent a local cinema and invite former and prospec�ve 
clients 

• Intercept Interviews: Conduct impromptu interviews with locals about their dream homes or 
neighborhood improvements, filming and sharing their responses on social media. 

These guerrilla-style marke�ng tac�cs can help you stand out from the compe��on and create 
memorable experiences that resonate with poten�al clients. Just be sure to adhere to local regula�ons 
and obtain any necessary permits before implemen�ng these strategies. 



Rela�onship Building: 
• Client Apprecia�on Events: Organize events like happy hours, barbecues, or holiday par�es for 

past and current clients to show apprecia�on. 
• Personalized Follow-Ups: Send handwriten notes or personalized messages to clients on 

birthdays, anniversaries, or house anniversaries. 
• Local Partnerships: Collaborate with local businesses like interior designers, moving companies, 

or home improvement stores for mutual referrals. 
• Real Estate Seminars: Host educa�onal seminars or webinars for first-�me homebuyers, 

investors, or sellers. 
 
Technology Integra�on: 

• Drone Photography/Videos: Use drone footage to capture stunning aerial views of proper�es. 
• 3D Virtual Tours: Offer immersive 3D virtual tours of proper�es to give poten�al buyers a 

detailed look inside homes. 
• Augmented Reality (AR): Develop an AR app that allows poten�al buyers to visualize how their 

furniture would fit into a space. 
• Chatbots: Implement chatbots on your website or social media pla�orms to engage with visitors 

and answer common ques�ons instantly. 
• Virtual Reality (VR) Showings: Provide virtual reality headsets for clients to view proper�es 

remotely in a fully immersive experience. 
 
Educa�onal Content: 

• Real Estate Podcast: Start a podcast discussing various aspects of real estate, market trends, and 
advice for buyers and sellers. 

• Ebooks/Guides: Create downloadable ebooks or guides on topics like home buying/selling 
process, staging �ps, or investment strategies. 

• Webinars: Host regular webinars on topics relevant to your audience, invi�ng guest speakers 
when appropriate. 

• FAQ Videos: Produce short videos addressing frequently asked ques�ons about the real estate 
process or market trends. 

 
Unique Partnerships: 

• Local Celebri�es/Influencers: Partner with local celebri�es or influencers to promote your brand 
and lis�ngs on their social media channels. 

• Corporate Partnerships: Forge partnerships with corpora�ons to provide real estate services as 
part of their employee benefits package. 

• Home Service Providers: Collaborate with home service providers such as cleaners, landscapers, 
or interior decorators to offer package deals to clients. 

• Crea�ve Events: 
• Themed Open Houses: Host themed open houses such as "Wine & Cheese Night" or "Family Fun 

Day" to atract poten�al buyers. 
• Pop-Up Events: Set up temporary pop-up booths in high-traffic areas to showcase proper�es and 

offer free consulta�ons. 
• Real Estate Auc�ons: Network at real estate auc�ons for proper�es that are having auc�ons. You 

could develop rela�onships with investors, mortgage people, or the auc�oneer. 
 
Community Engagement: 

• Local Sponsorships: Sponsor local sports teams, school events, or community fes�vals to 
increase brand visibility. 

• Neighborhood Clean-Up Events: Organize or par�cipate in neighborhood clean-up events to 
show your commitment to the community. 

• Real Estate Workshops for Seniors: Host workshops specifically tailored to educate seniors about 
downsizing, re�rement communi�es, and reverse mortgages. 

 
 



Niche Marke�ng: 
• Luxury Property Magazine Features: Get featured in luxury property magazines or publica�ons to 

target high-net-worth individuals. 
• Military Reloca�on Services: Offer specialized services for military personnel and their families 

reloca�ng to or from your area. 
• Green/Sustainable Homes Promo�on: Highlight eco-friendly features and sustainability 

cer�fica�ons of proper�es to atract environmentally conscious buyers. 

 
**Now, let’s think a litle outside the box.** 
 
Podcast Prospec�ng: A BCP Course 
Unlock the poten�al of your podcast to atract and convert your ideal clients with Podcast Prospec�ng. 
In this innova�ve course, real estate agents will learn how to launch a podcast that goes beyond industry 
norms. Instead of featuring typical industry professionals such as lawyers, other agents, and mortgage 
experts, you'll invite your ideal clients as guests. By engaging them in insigh�ul conversa�ons about their 
experiences, needs, and aspira�ons, you'll build meaningful rela�onships and seamlessly transi�on them 
into a client or a mega-phone for your business. This course provides you with the tools and techniques 
to turn your podcast into a powerful prospec�ng and conversion tool, se�ng you apart in the 
compe��ve real estate market. Topics for your ideal clients (poten�al buyers and sellers) to talk about on 
your podcast: 
 
Reasons for Renters to Come on the Podcast: 
 
1. Discussing challenges and fears that hold them back from buying a home. 
2. Sharing their dream home wish list and what they look for in a future property. 
3. Talking about their experiences with different rental proper�es and landlords. 
4. Exploring financial hurdles and strategies for saving for a down payment. 
5. Discussing lifestyle factors that influence their decision to rent vs. buy. 
6. Sharing their experiences with local neighborhoods and what they look for in a community. 
7. Exploring the impact of credit scores on their home-buying journey. 
8. Discussing misconcep�ons about homeownership and the ren�ng market. 
9. Sharing their long-term goals and how they see homeownership fi�ng into their future. 
10. Discussing the benefits and drawbacks of ren�ng in the current market. 
 
Reasons for Current Homeowners to Come on the Podcast: 
 
1. Sharing their journey to homeownership and the lessons learned along the way. 
2. Discussing the financial aspects of buying a home and managing a mortgage. 
3. Talking about the home buying process and what they wish they knew beforehand. 
4. Sharing �ps on finding the right real estate agent and nego�a�ng deals. 
5. Discussing home maintenance and improvement projects they’ve undertaken. 
6. Exploring the emo�onal and psychological benefits of owning a home. 
7. Sharing stories about their community and why they chose their current neighborhood. 
8. Discussing the process of selling a home and what poten�al sellers should know. 
9. Sharing their experiences with home inspec�ons, appraisals, and closing processes. 
10. Exploring the impact of homeownership on their financial planning and future goals. 

 
Wants some topics that are not Real Estate Related ? 
 
Non-Real Estate Related Topics for Renters: 
 
1. Discussing their favorite local restaurants and hidden gems in the neighborhood. 
2. Sharing �ps on organizing and maximizing space in small apartments. 



3. Talking about their hobbies and how they pursue them in their rental space. 
4. Exploring their favorite local parks and outdoor ac�vi�es. 
5. Discussing their journey with pet ownership in rental proper�es. 
6. Sharing their experiences with local events and community ac�vi�es. 
7. Talking about their travel experiences and favorite des�na�ons. 
8. Exploring their favorite home-cooked recipes and cooking �ps. 
9. Discussing their fitness rou�nes and local gyms or fitness classes they enjoy. 
10. Sharing their experiences with local arts and cultural events. 
 
 
Non-Real Estate Related Topics for Homeowners: 
 
1. Sharing their gardening �ps and favorite plants to grow. 
2. Discussing their home DIY projects and crea�ve endeavors. 
3. Talking about their favorite local hiking trails and nature spots. 
4. Exploring their experiences with local schools and educa�onal ac�vi�es. 
5. Sharing their love for local sports teams and game day tradi�ons. 
6. Discussing their experiences hos�ng community events and gatherings. 
7. Talking about their favorite home decor trends and personal style. 
8. Exploring their interests in sustainable living and eco-friendly prac�ces. 
9. Sharing their favorite family tradi�ons and holiday celebra�ons. 
10. Discussing their involvement in local chari�es and volunteer work. 

 
WRITE A BOOK: A BCP Course 
Incorpora�ng book wri�ng and promo�on into your marke�ng style offers you a unique opportunity to 
showcase your exper�se, build credibility, and connect with your audience on a deeper level. Here’s how 
wri�ng a book can be seamlessly integrated into your marke�ng strategy: 
 
Showcasing Exper�se: 
 A book is a powerful tool to demonstrate exper�se in the real estate market, offering insights, advice, 
and personal stories that can help clients and peers understand the depth of the agent's knowledge. 
 
Press Releases and Media Coverage:  
Announcing the release of your book through press releases can garner local and industry-specific media 
coverage. Being featured in newspapers, online publica�ons, and interviews can significantly boost your 
profile. 
Digital Marke�ng:  
U�lizing social media, email newsleters, and a dedicated website for the book can atract aten�on 
without requiring constant social interac�on 
 
Content Crea�on: Sharing excerpts, infographics, and key insights from the book across various 
pla�orms allows for crea�ve marke�ng that resonates with different audiences.  
 
Speaking Engagements:  
Launching the book through webinars, virtual book tours, or speaking at industry conferences provides a 
structured social se�ng where you can shine. 
 
Offer as a Free Download or Bonus: 
Consider offering your book for free or as a bonus for a limited �me to new clients, or when someone 
signs up for your newsleter. This can be an effec�ve way to spread your knowledge and atract new 
clients. 
 
 
 
 



Engage with Local Community and Libraries: 
Donate copies of your book to local libraries or community centers and offer to host a talk or workshop 
based on your book’s topic. This approach helps build your local network and establish you as a go-to 
expert in real estate within your community. 
 
Solicit Reviews and Tes�monials: 
Encourage readers to leave reviews on pla�orms like Amazon, Goodreads, and your own website. 
Posi�ve reviews can enhance your reputa�on and make your book (and by extension, your services) 
more appealing to prospec�ve clients. 
 
Networking Opportuni�es:  
The book can open doors to new networking opportuni�es with peers, industry experts, and poten�al 
clients interested in the subject mater. You can leverage these opportuni�es in both one-on-one se�ngs 
and larger group interac�ons. 
 
Collabora�ons and Interviews:  
Collabora�ng with other professionals for interviews, podcasts, or joint promo�onal events related to 
the book can enhance visibility. This approach offers a mix of solo prepara�on and social interac�on. 
 
Customer Engagement: Offering signed copies, hos�ng Q&A sessions about the book, or running 
promo�ons can foster deeper connec�ons with clients. These ac�vi�es provide a mix of indirect and 
direct marke�ng, suitable for varying energy levels and social preferences. 

 
Leveraging the Book Long-term 
 

Evergreen Marke�ng Tool:  
A book is a long-las�ng asset that can con�nuously atract new clients and opportuni�es. It can be 
referenced in future marke�ng efforts, used in educa�onal material, or given as a gi� to clients and 
peers. 
 
Reputa�on Building:  
Being an author establishes a real estate agent as an authority in their field, enhancing their professional 
reputa�on. This recogni�on can lead to referrals, speaking opportuni�es, and other ventures that 
require a blend of introverted prepara�on and extroverted execu�on. 
Incorpora�ng a book into your marke�ng strategy allows for a comprehensive approach that aligns with 
your marke�ng style. It not only showcases your exper�se in a substan�ve way but also offers mul�ple 
avenues for promo�on that don't require overt self-promo�on. The key is to leverage the book to 
provide value, establish credibility, and subtly promote your real estate services. Wondering how you 
would market a book?  Visit BookMarke�ngQuiz.com to determine your book marke�ng style. 
 

                                                                                                

 
 
 
 
Create a Signature Talk: (Adjacent vs. Aligned): A BCP Course 
Cra�ing your signature talk with our course “From Ideas to Applause,” this is where your journey from a 
budding idea to a roaring standing ova�on begins. Whether you’re stepping onto the stage for the first 
�me, looking to impress clients, or needing to refine your public speaking prowess, this course is 
designed to transform your thoughts and experiences into a compelling narra�ve that cap�vates any 
audience. With a blend of expert guidance, prac�cal strategies, and interac�ve sessions, you’ll learn how 
to ar�culate your passion, connect with your audience, and deliver a talk that not only informs your 
audience but also inspires them to connect with you. If you’re an author and using your book as a key to 



open doors to talk about your business, “From Ideas to Applause” will assist in defining and wri�ng your 
Aligned or Adjacent Signature Talk.  Get ready to build the bridge from ideas to applause.  
 
Most agents are accustomed to giving "aligned" signature talks. Let's examine a typical talk for agents 
and then we will explore our innova�ve approach to help you stand out and create more opportuni�es 
to discuss your business. 
 
Real Estate Agent Aligned Signature Talk Example: 
 
"Finding Your Perfect Home: A Guide for First-Time Homebuyers" 
 

Target Audience: Young professionals, couples, and families looking to buy their first home in the 
community. 
How to Reach Them: Collaborate with local banks and credit unions to host informa�onal 

seminars, partner with first-�me homebuyer programs and community centers, and leverage social 
media to promote free workshops. Addi�onally, offer to speak at local colleges, workplace lunch-and-
learns, and community events where poten�al first-�me buyers are likely to atend. 
 
Here is a different approach: It is important to note that when crea�ng a signature talk as a Real Estate 
Agent, we suggest  the topic be Real Estate-adjacent and not directly about selling real estate. This can 
be a strategic way to build rela�onships with a  wider audience and establish exper�se within the 
community, without being too over the top and “sales-y.”  
 
Real Estate Agent Adjacent Signature Talk Example: 
 
The New Kid In Town: A talk for kids, teaching them the importance of making friends with the “new” 
kids in the community. As a local Agent, one of the most important (and concerning) things we hear 
parents express when moving to a new town is having their kids fit in to the school system. 
 Target Audience: Local kids in the community and their families 
 How To Reach Them: Reaching out to local schools, and local child focused groups like Boy/Girl 
scouts, camps, religious classes, and YMCA’s to give a talk on kindness and acceptance as a reminder that 
we should all try to be the person we needed when we were struggling. 
 
Here are five benefits of a Real Estate Agent using an adjacent signature talk instead of an aligned 
signature talk to reach poten�al clients: 
 
Broader Appeal: An adjacent signature talk can resonate with a wider range of audiences, not just those 
directly interested in the specific product or service being sold. This broader appeal increases the 
opportuni�es for engagement and connec�on. 
 
Building Rela�onships: By addressing topics that are indirectly related but s�ll relevant to the audience's 
interests, salespeople can build stronger, more personal rela�onships. This can foster trust and rapport, 
which are crucial for successful sales. 
 
Establishing Exper�se: Presen�ng on a variety of related subjects can posi�on the salesperson as a well-
rounded expert. This can enhance their credibility and make them a go-to resource for a broader array of 
needs. 
 
Engagement and Interest: Adjacent topics can o�en be more engaging and less sales-focused, which can 
capture the audience's interest more effec�vely. This can lead to higher atendance rates and more 
aten�ve audiences. 
 
Cross-Promo�onal Opportuni�es: Adjacent talks can create opportuni�es to collaborate with other 
professionals and organiza�ons. This can lead to cross-promo�onal opportuni�es, expanding the 
salesperson's network and reach. 
 



Differen�a�on: Offering unique and varied content can help a salesperson stand out from compe�tors 
who may be focusing solely on aligned talks. This differen�a�on can atract a more diverse audience and 
create a unique brand iden�ty. 

 
Create A ‘Lead Capture’ with QUIZZES:  
Quizzes can be engaging marke�ng tools that provide value to poten�al clients while capturing their 
contact informa�on. Create a personalized domain (like AgentMarke�ngQuiz.com), a QR code (for the 
back of your business card or placed in your marke�ng), or landing page on your website that you can 
funnel people to from your adver�sing. Once there, they complete a quiz and the results are provided to 
them in an email. You get their “opt-in” for your email contact list and build your email marke�ng. By 
offering valuable insights and personalized recommenda�ons through quizzes, real estate agents can 
atract poten�al clients, encourage engagement, and capture leads for further follow-up and nurturing. 
Here are some quiz topics that real estate agents could use to drive traffic and generate leads: 
 
"Is Now the Right Time for You to Move?" 
Ques�ons could cover financial stability, lifestyle changes, and future plans to help par�cipants 
determine if they're ready to buy or sell a home. Results could offer personalized insights and 
recommenda�ons based on quiz responses. 
 
"What Style of Home Matches Your Lifestyle?" 
This quiz could explore preferences in architecture, interior design, and neighborhood ameni�es to 
suggest the most suitable home styles. Results could include descrip�ons of recommended home styles 
and examples of proper�es that fit each style. 
 
"Find Your Perfect Neighborhood Quiz" 
Par�cipants could answer ques�ons about their preferences for schools, parks, restaurants, and 
commu�ng distance to iden�fy neighborhoods that align with their lifestyle and needs. 
Results could provide a list of recommended neighborhoods with key features and average home prices. 
 
"Home Buying Personality Quiz" 
This quiz could assess par�cipants' risk tolerance, investment goals, and preferred home features to help 
guide their home buying journey. Results could include personalized �ps for naviga�ng the home buying 
process and finding the right property. 
 
"DIY or Turnkey: Which Home Ownership Style Suits You?" 
Ques�ons could explore par�cipants' interest and ability in home renova�on, maintenance, and 
customiza�on to determine whether they're beter suited for move-in ready homes or fixer-uppers. 
Results could offer insights into the advantages and challenges of each home ownership style, along with 
�ps for success. 
 
"Your Dream Home Wish list Quiz" 
Par�cipants answer ques�ons about their must-have features, ameni�es, and preferences in a home to 
create a personalized dream home wish list. Results provide a customized list of proper�es that match 
the par�cipant's criteria, along with �ps for priori�zing their wish list. 
 
"Are You Ready to Become a Homeowner?" 
This quiz assesses par�cipants' financial readiness, credit score knowledge, and understanding of the 
home buying process to determine if they're prepared to take the leap into homeownership. 
Results offer ac�onable steps and resources to help par�cipants prepare for the home buying journey. 
 
"Which Home Renova�on Project Should You Tackle First Before You Sell?" 
Par�cipants answer ques�ons about their current home's condi�on, desired improvements, and budget 
to iden�fy the most impac�ul renova�on project for their property. Results include recommended 
renova�on projects, es�mated costs, and poten�al return on investment. 
 



"Find Your Ideal Investment Property Quiz" 
This quiz helps par�cipants explore different types of investment proper�es, such as rental units, fix-and-flips, 
or vaca�on rentals, based on their financial goals, risk tolerance, and market knowledge. 
Results offer insights into investment strategies, property management �ps, and poten�al risks and rewards. 
 
"The Ul�mate Homebuyer's Quiz" 
Comprehensive quiz covering all aspects of the home buying process, including financing op�ons, property 
search strategies, nego�a�on tac�cs, and closing procedures. 
Results provide a personalized roadmap for naviga�ng each stage of the home buying journey, along with 
recommended resources and next steps. 
 
"Your Home Selling Style Quiz" 
Par�cipants answer ques�ons about their mo�va�ons for selling, �meline, and preferences for marke�ng and 
staging their home to iden�fy their unique selling style. 
Results offer tailored recommenda�ons for op�mizing their home selling experience based on their 
personality and goals. 
 
"Discover Your Ideal Mortgage Quiz" 
Quiz par�cipants answer ques�ons about their financial situa�on, credit score, and long-term goals to 
determine the most suitable mortgage op�ons for their needs. 
Results provide insights into different types of mortgages, interest rates, and repayment terms, along with 
recommended lenders or mortgage brokers. 
 
"Your Moving Personality Quiz" 
This quiz assesses par�cipants' a�tudes towards moving, packing, and setling into a new home to help them 
prepare for a smooth transi�on. 
Results offer personalized �ps for reducing stress, organizing belongings, and adjus�ng to a new 
neighborhood. 
 
"The Home Safety Assessment Quiz" 
Par�cipants answer ques�ons about their home's safety features, emergency preparedness, and poten�al 
hazards to iden�fy areas for improvement and ensure a secure living environment. 
Results provide ac�onable recommenda�ons for enhancing home security, fire safety, and disaster 
preparedness. 
 
"The Homebuyer's Budge�ng Quiz" 
This quiz helps par�cipants evaluate their current spending habits, savings goals, and debt management 
strategies to create a realis�c budget for purchasing a home. 
Results offer personalized budge�ng �ps, savings strategies, and affordability calcula�ons to guide 
par�cipants in their home buying decision. 
 
These quiz ideas cover various aspects of the real estate journey, providing valuable insights and guidance to 
poten�al clients while also capturing leads for further engagement and follow-up. 
 
By combining tradi�onal marke�ng techniques with innova�ve, outside-the-box ideas, you can grow your business 
and atract more clients. U�lizing press releases, perfec�ng your 30-second elevator pitch, wri�ng a book, star�ng a 
podcast, and offering both aligned and adjacent signature talks can significantly enhance your marke�ng efforts. 
Embrace a diverse range of topics, engage with your community, and build stronger rela�onships to establish 
yourself as a trusted expert and create new opportuni�es for your business.  
 
Red Hilton    
SuccessCoach@BelmontCityPress.com 
About Red: With over 30 years of experience in real estate, marke�ng, coaching, and consul�ng, Red Hilton 
has dedicated her career to helping agents, from newcomers to seasoned professionals, thrive in the 
compe��ve real estate market. Red’s deep exper�se has culminated in the Success Coaching Program, now 
the exclusive Real Estate Coaching Program of eRealty Advisors. 
Are you ready to become the go-to expert in your market? To find out more about joining the eRealty 
Advisors Success Coaching Program, contact Red at SuccessCoach@BelmontCityPress.com to learn how she 
can help you establish credibility, brand your exper�se, simplify your life, and ul�mately gain more business. 
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