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Notices 

While Keller Williams Realty, Inc., (KWRI) has taken due care in the preparation of 

all course materials, we cannot guarantee their accuracy. KWRI makes no warranties 

either expressed or implied with regard to the information and programs presented 

in the course or in this manual.  

This manual and any course it’s used as a part of may contain hypothetical exercises 

that are designed to help you understand how Keller Williams Realty calculates 

profit sharing contributions and distributions under the MORE System, how Keller 

Williams Realty determines agents’ compensation under the Keller Williams 

Compensation System, and how other aspects of a Keller Williams Market Center’s 

financial results are determined and evaluated. Any exercises are entirely 

hypothetical. They are not intended to enable you to determine how much money 

you are likely to make as a Keller Williams Licensee or to predict the amount or 

range of sales or profits your Market Center is likely to achieve. KWRI therefore 

cautions you not to assume that the results of the exercises bear any relation to the 

financial performance you can expect as a Keller Williams Licensee and not to 

consider or rely on the results of the exercises in deciding whether to invest in a 

Keller Williams Market Center. If any part of this notice is unclear, please contact 

KWRI’s legal department. 

Materials based on the Recruit-Select-Train-Manage-Motivate™ (RSTMM™) system 

and the Winning Through Selection™ course have been licensed to Keller Williams 

Realty, Inc., by Corporate Consulting. KWRI has the exclusive right within the 

residential real estate industry to market and present material from RSTMM™, 

Winning Through Selection™, and any derivatives owned by or created in 

cooperation with Corporate Consulting. 

Material excerpted from The Millionaire Real Estate Agent appears courtesy of The 

McGraw-Hill Companies. The Millionaire Real Estate Agent is copyright © 2003–

2004 Rellek Publishing Partners, Ltd. 

Copyright notice 

All materials are copyright © 2014 Keller Williams Realty, Inc. 

No part of this publication and its associated materials may be reproduced or 

transmitted in any form or by any means without the prior permission of Keller 

Williams Realty, Inc. 
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Note 

The concepts outlined in this Regional Leadership Manual are further 

explained and expanded in regular Regional Leadership meetings coordinated 

by KWRI. Regional Leadership teams are responsible for participating in 

these meetings for a complete understanding of the evolving systems and 

models used to lead and grow our system. 
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Regional Leadership – Growth, 

Opportunity, and Responsibility 

The Tip of the SpearThe Tip of the SpearThe Tip of the SpearThe Tip of the Spear    

For Keller Williams Realty, succeeding through others is the highest form of 

success we can imagine. Our goal is to create unimaginable growth and 

opportunity, both professionally and personally, for the people that have 

joined our family. 

Regional Representatives are the drivers of our success, and their leadership 

has an incalculable impact on the lives of everyone in our system. They are 

the key players in enriching the lives of our associates, by pushing our 

systems and models and steadfastly finding new opportunities for our people. 

Regional leadership is the tip of the spear in our system. You as Regional 

leaders have a tremendous opportunity to provide opportunity, for which 

there is no limitation. We will never reach our potential because our potential 

is limitless. 
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Regional Leadership Model 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  



8 Regional Leadership Manual – v1114.1 © 2014 Keller Williams Realty, Inc. 

Notes 

 

 

 

  



 Regional Leadership Manual – v1114.1 © 2014 Keller Williams Realty, Inc. 9 

How Regional Leadership Is 

Evaluated 

Regional Director Areas of AccountabilityRegional Director Areas of AccountabilityRegional Director Areas of AccountabilityRegional Director Areas of Accountability    

1.1.1.1. AgAgAgAgent Countent Countent Countent Count    

• Gross recruiting numbers of associates 
in the existing Market Centers in the 
Region are increasing. 

• Market Centers implement retention 
systems to increase net associates as 
well. 

• New Market Centers 

2.2.2.2. Owner ProfitOwner ProfitOwner ProfitOwner Profit    
• Increased agent count and productivity 
results in increased Owner Profits. 

3.3.3.3. RoyaltyRoyaltyRoyaltyRoyalty    
• Agent count and productivity in the 
Region is increasing, which results in 
increased Royalty. 

4.4.4.4. CommitmentCommitmentCommitmentCommitment    

• Commitment issues in the Region are 
decreasing to a minimal amount, 
meaning that models and systems are 
being utilized and making the Market 
Centers, Region, and KWRI stronger. 

5.5.5.5. CultureCultureCultureCulture    

• Foster a culture of abundance by 
driving opportunities for our people. 

• Market Center leadership and associates 
embrace the culture and treat each 
other, and others, well. 

• Regional leadership communicates 
“carefrontationally” leading their 
Market Centers to operate using our 
models and systems at the highest level. 
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Regional Operating Principal  

Job Profile 
Job Standards 

1. Primary Objectives – What are the major objectives or outcomes to be accomplished 
by the person in this job? 

• Exercise accountability and support for Regional Director 

• Assure that Regional Director maintains a tight fiscal policy in 
order to maximize profit 

• Review profit and loss with Regional Director monthly 

• Review and approve budget annually and update semi-annually 

• Review plans and programs for growth with Regional Director 

• Assure that the Region maintains the highest ethical standards and 
levels of professional performance 

 

2. Regular Work Activities – What are the most frequent and most essential work 
activities in this job? 

• Talent Search  

• Use RSTLM process to select and retain Regional Director when 
appropriate 

• Ensure Regional Director follows RSTLM and lead generation 
strategy to bring in new Operating Principal candidates 

• Approve prospective Operating Principal candidates proposed by 
Regional Director 

• Approve new Market Center opportunities within the Region  

• Maintain direct and open communication with the  
Regional Director 

• Stay abreast of changes and trends within the Region and within 
the industry 

• Review finances frequently to keep awareness of Regional 
profitability 

• Hold regular accountability sessions with Regional Director 

• Establish goals, plans, and budgets with the Regional Director and 
track progress regularly 

 

3. Management Responsibilities – How many people and which roles will be 
directly managed by this person? 

• Regional Director 
 

4. Key Skills – What behavioral traits, attitudes, and skills are required? 

• Strong leadership, management, and financial skills 

• Goal setting, planning, and accountability skills 

• Problem-solving skills 
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5. People Contacts and Interactions – What are the primary people contacts in 
this job (who, why, and how often)? 

• Regional Director – daily 

• OP Masterminds at the Local, Regional, and International level  

• Assist new Operating Principals in the Region with sharing 
experiences  

• Other owners at regularly called meetings by KWRI– monthly, 
quarterly, or annually 

 

6. Compensation – Fill in as appropriate for your organizational structure. 

 

Job Requirements 

Experience, Training, and Education – What prior work and life experience will 

help the person in this role succeed? (Education, industry-specific, sales, administrative, 

management, customer-service) 

• Residential real estate experience, knowledge, and skill with above-
average sales success  

• Strong financial background running successful business 

• A track record of success 

• A history of involvement as a leader 

• Experience in management of a team or staff 
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Regional Director Job Profile 
Job Standards 

1. Primary Objectives – What are the major objectives or outcomes to be 
accomplished by the person in this job? 

• Grow the Region 

• Increase Agent count  

• Increase Market Center count 

• Increase GCI 

• Increase Owner Profit  

• Increase Profit Share  

• Increase Royalty 
2. Regular Work Activities – What are the most frequent and most essential 

work activities in this job? 

• Talent search 

• Lead the Region in Mission, Vision, Values, Beliefs, and 
Perspective 

• Promote KWU and KW MAPS programs to train and 
support the Market Centers 

• Use the RSTLM process to select the right  
Operating Principals 

• Oversee the creation and implementation of goals, plans and 
budgets 

• Solve problems and exploit opportunities! 
3. Management Responsibilities – How many people and which roles will 

be directly managed by this person? 

• Area Director(s) (if any) 

• Regional Operations Manager 
4. Key Skills – What behavioral traits, attitudes, and skills are required? 

• Driven to build the Region, fast, solid, and profitable 

• Extraordinary people skills 

• Leadership, management, and team-building skills 

• Commitment to models and systems 

• Business-savvy 

• Problem-solving skills 

• Results-oriented 

• Training Skills 

• Consulting Skills 

• Self-directed and lifelong learner 

• Authentic 

• Passionate 

• High integrity 

• Managerial courage 

• Steward of the quality of the Region 

• Master of RSTLM (Recruit-Select-Train-Lead-Motivate) 
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5. People Contacts and Interactions – What are the primary people 
contacts in this job (who, why, and how often)? 

• Area Director(s) (if any) – daily 

• Regional Operations Manager – daily 

• Operating Principals in the Region – weekly, monthly 
6. Compensation – Fill in as appropriate for your organizational structure. 

 

Job Requirements 

Experience, Training, and Education – What prior work and life 

experience will help the person in this role succeed? (Education, industry-specific, sales, 

administrative, management, customer-service) 

• Strong track record in residential real estate sales 

• Strong track record in residential real estate management 

• Superior knowledge and implementation of the KW business 
models, systems, and culture—walks the talk 

• Highly successful KW OP or TL 

• Background in training is a plus 

 

 

 

 

 

 

  



14 Regional Leadership Manual – v1114.1 © 2014 Keller Williams Realty, Inc. 

Area Director Job Profile 
Job Standards 

1. Primary Objectives – What are the major objectives or outcomes to be 
accomplished by the person in this job? 

• Increase Agent count  

• Increase Market Center count 

• Increase GCI 

• Increase Owner Profit  

• Increase Profit Share  

• Increase Royalty 
2. Regular Work Activities – What are the most frequent and most essential 

work activities in this job? 

• Talent search 

• Lead the Region in Mission, Vision, Values, Beliefs, and 
Perspective 

• Promote KWU and KW MAPS programs to train and 
support the Market Centers 

• Use the RSTLM process to select the right Operating 
Principals 

• Oversee the creation and implementation of goals, plans and 
budgets 

• Solve problems and exploit opportunities! 
3. Management Responsibilities – How many people and which roles will 

be directly managed by this person? 

• Regional Operations Manager (if delegated by Regional 
Director) 

4. Key Skills – What behavioral traits, attitudes, and skills are required? 

• Driven to build the Region, fast, solid, and profitable 

• Extraordinary people skills 

• Leadership, management, and team-building skills 

• Commitment to models and systems 

• Business-savvy 

• Problem-solving skills 

• Results-oriented 

• Training Skills 

• Consulting Skills 

• Self-directed and lifelong learner 

• Authentic 

• Passionate 

• High integrity 

• Managerial courage 

• Steward of the quality of the Region 

• Master of RSTLM (Recruit-Select-Train-Lead-Motivate) 
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5. People Contacts and Interactions – What are the primary people 
contacts in this job (who, why, and how often)? 

• Regional Operations Manager – daily 

• Operating Principals in the Region – weekly, monthly 
6. Compensation – Fill in as appropriate for your organizational structure. 

 

Job Requirements 

Experience, Training, and Education – What prior work and life 

experience will help the person in this role succeed? (Education, industry-specific, sales, 

administrative, management, customer-service) 

• Strong track record in residential real estate sales 

• Strong track record in residential real estate management 

• Superior knowledge and implementation of the KW business 
models, systems, and culture—walks the talk 

• Highly successful KW OP or TL 

• Background in training is a plus 
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Regional Operations Manager Job 

Profile 
Job Standards 

1. Primary Objectives – What are the major objectives or outcomes to be 
accomplished by the person in this job? 

Support recruiting, increase retention, and drive productivity 

through the implementation of powerful and purposeful 

Regional systems 

• Be an ambassador for KW and the Region to the Market 
Centers and associates 

• Support growth in the Region by creating and refining 
powerful systems for lead generation, cultivation, and 
Recruit-Selecting the very best Market Center Operating 
Principals and their core groups 

• Support the launching Market Centers in the Region by 
creating and refining powerful systems for training MC 
leadership on MC processes and procedures 

• Develop and implement a world-class and profitable training 
program at the Regional level 

• Prepare Regional budgets and manage expenses 
2. Regular Work Activities – What are the most frequent and most essential 

work activities in this job? 

• Learn the KW models and systems for agents, Market 
Centers, and Regions 

• Events management including: OP/Team Leader Meetings, 
Regional ALC Meeting/Retreat, KWU Events, RED Day, 
Calendar of Events and Regional Leadership and Culture 
Summit 

• Supports Launch campaigns 

• Attends all KW events 

• Prepares Regional Leadership meeting agendas, meeting 
room, materials, and fosters full attendance and participation 

• Ensures that all events are profitable by reviewing event 
budgets, tracking forms, and controlling costs 

• Researches and strategizes how to make the Region stronger 
and more profitable 

• Assists OPs, TLs, MCAs, and RD with questions and needs 
regarding recruiting, training, and budgeting efforts 

• Supports Regional Leadership with franchise growth and 
other goals 

• Screens recruiting candidates, schedules recruiting 
appointments, supports recruiting presentations, and follows 
up with potential candidates 
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• Maintains recruiting database and recruiting packets 

• Creates newsletter and reports 

• Maintains communications via mail, email, fax, and voice mail 

• Responsible for new projects/systems development 

• Maintains all computer data 

• Follows up with real estate referrals 

• Oversees the duties and responsibilities of the Regional MCA 
and Regional staff 

• Drives the implementation of “standards and process” 
3. Management Responsibilities – How many people and which roles will 

be directly managed by this person? 

• Regional MCA 

• Regional staff 
4. Key Skills – What behavioral traits, attitudes, and skills are required? 

• Administrative skills 

• Negotiation skills 

• Leadership, management and team- building skills 

• Results-oriented, problem-solving skills 

• Organizational capabilities 

• People skills 

• Self-directed and lifelong learner 
5. People Contacts and Interactions – What are the primary people 

contacts in this job (who, why, and how often)? 

• Regional Director and Area Director – daily 

• Market Center leadership – weekly and as needed 

• RMCA and Regional staff – daily and as needed 

• KWRI – as needed  
6. Compensation – Fill in as appropriate for your organizational structure. 

 

Job Experience 

Experience, Training, and Education – What prior work and life experience 

will help the person in this role succeed? (Education, industry-specific, sales, administrative, 

management, customer-service) 

• Knowledge of Real Estate practices, including applicable state 
and local laws and regulations 

• Track record in Events management 

• Experience in start-up business operations 

• Experience in creating business systems 

• Knowledge of basic business software  
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Regional MCA Job Description 
• Provides support to MCAs 

• Attends meetings of the MCAs in the Region to discuss MCA 
issues 

• Implements and maintains KW system to track Regional 
numbers and reports 

• Assists Region to develop annual goals and budgets for the 
Region and MCs 

• Conducts quarterly Regional MCA Meetings 

• Coordinates annual MCA training 

• Assists Market Centers that have an MCA vacancy or absence 

• Interviews MCA candidates 

• Works with new MCAs on one-on-one basis 

• Financial reviews of MCs and ensures that reconciliation is 
completed monthly 

• Pulls monthly numbers and highlights accounts that are 
overbudget and investigates budget variances from previous 
month transmittal 

• Trending reports – tracks key numbers 

• Monitors and supports launching Market Centers in setup and 
utilization of KW systems 
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Market Center Key Responsibilities 
 

OPOPOPOP    Team LeaderTeam LeaderTeam LeaderTeam Leader    MCAMCAMCAMCA    

Key Responsibilities: 

1. Talent search. 
2. Drive the creation of goals, 
plans, and budgets. 

3. Use the RSTLM process to 
select the right Team 

Leader. 

4. Track progress to goals, 
plans, and budgets with the 

Team Leader. 

5. Hold Team Leader 
accountable. 

6. Train and consult  
Team Leader. 

7. Build bench strength. 

 

 

Vision 

Capital 

Accountability 

Key Responsibilities: 

1. Grow the  
Market Center. 

2. Talent search. 
3. Recruit, train, and consult 
associates. 

4. Lead team meetings. 
5. Use the RSTLM process to 
select the right MCA.  

6. Action focus train MCA. 
7. Lead MCA to professional 
and positive results. 

8. Hold MCA accountable. 
9. Implement KWU in the 
Market Center. 

10. Profitability. 

 

 

Recruit 

Train 

Consult 

Key Responsibilities: 

1. Show value in the Market Center 
by using the Value tools. 

2. Keep the Market Center’s 
books. 

3. Action-Train/Lead the staff and 
hold them accountable.  

4. Maintain accounting, agent, 
employee, and contract files. 

5. Help keep office and Team 
Leader on track and productive. 

6. Tools updated and used 
consistently. 

7. Market Center office 
management. 

8. Assist Team Leader with 
agent/employee orientation and 

training. 

9. Provide computer services as 
needed for all systems.  

Manage Office Systems 

Retention 

Accountable for achieving 

these results: 

• Profitable and Profit 

Sharing Market Center 

• 100K-plus profit 

• Developing and retaining a 

great TL 

• Holding TL accountable to 

activities that lead to results. 

Accountable for achieving 

these results: 

• Profitable and Profit 

Sharing Market Center 

• 200-plus associates 

• Expense management 

• Productivity 

• Sales volume 

• Highly functional ALC 

• Tools are being used 

Accountable for achieving these 

results: 

• On-time transmittal 

• Zero AR balance  

• Prompt and accurate entry of 

listings, DAs, contracts, etc.  

• Facilities overview 
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Lead the Region Using KW Systems 

Basics of Regional OperationsBasics of Regional OperationsBasics of Regional OperationsBasics of Regional Operations    

1. Hire talent. Run with fewer staff. 
2. Develop and empower self-managed people. 
3. Build teamwork and synergy. 
4. Focus on models and systems that lead to results, and hold people 
accountable. 

5. Measure all important outcomes and provide consistent feedback. 
6. Educate everyone about each person’s primary responsibilities. 
7. Focus on the “Big Rocks”—the 20 percent that leads to 80 percent 
of the results. 

8. Establish, protect, and enhance a “Productivity Specific 
Environment.” 

9. Recruit owners and staff who are “learning based” and committed to 
mastery. 

10. Encourage progress and celebrate success! 
11. “Walk the Talk” at the highest level. 
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Online Goal Setting 
Regional leadership establishes and maintains an opportunity and 

accountability mindset across the system. The first step in accountability is 

goal setting. OPs should submit their goals for the year to the Region by 

November 15. Once approved by the Region, the Market Center should 

enter their goals for the year into the KW Intranet by December 10. This will 

provide you with several monthly reports, including the Vital Signs (see 

“Tracking Your Region with KW Reports”), which you can use to consult. 

 

 

 

 

 

 

 

 

The Goals section of the KW Intranet allows you to: 

• Enter and track your Recruiting goals. 

• Enter and track your Production goals. 

• Enter and track your Financial goals. 

• Enter and track your Assumptions about your goals. 

How to Enter Numbers  

All Regions must submit their annual Recruiting, Production, and Financial 

Goals to the KW Intranet by December 10th annually per the Regional 

Representative Agreement. 

• Goal Entry only accepts positive whole numbers, so please do not 

enter decimals or negative numbers. 

• Please do not enter non-numeric values in each field (such as “$” or 

“,” or “.”). 

Moving between fields requires using the Tab Key. Using the Enter key will 

take you out of the field and you will have to reselect the field you want. 

 

  

2015 Goal Entry For: 
2013 

2014 

2015 
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Save vs. Submit  

IMPORTANT NOTE: You should “Save” your work every ten 

minutes. 

The Save button stores your Goals (Recruiting, Production, Financial) 

and Assumptions locally. This allows you to tackle the task of entering your 

goals over a series of days, prior to submitting them for review by the KWRI 

executive staff. 

When you have finished entering all of your goals, click Submit. 

The Submit button sends your finalized Goals (Recruiting, Production, 

Financial) and Assumptions to KWRI for review. Once you Submit 

Completed Goals, the Save feature is no longer an option. 

Logging into the Intranet Goal Entry Site  

1. Go to http://intranet.kw.com/webmore/ 
2. Enter your Username and Password, and select Goals (If you select 
Intranet from the Login page, you will have to logout and try again). 

3. Verify that the role displayed is Regional Director. 

 

 

 

 

 

 

 

 

4. You can upload your goals from your Forecast Spreadsheet. 

The Market Center Forecast Model and Instruction Guide is 

now available on the Regional Intranet. 

 

  

2015 Goal Entry For: 
2013 

2014 

2015 
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To access the Forecast Model information, follow the steps below:  

1. Log in to http://intranet.kw.com  
2. Select the Resources tab.  
3. Select Documents on the left sidebar.  
4. Select Software under Documents. You will then see link to the 
new Forecast Materials in the middle of the page.  

5. Right-click on the particular link and select Save target as to save 
any of the files that are listed  

6. Determine the folder (i.e., Desktop) where you would like to place 
the file and select Save. 

7. You may then open the file from the folder selected.  
8. Once opened the Forecast Model and/or Instructions can be used as 
needed or printed out.  

It is important that you read the Market Center Forecasting 

Instructions first. This is a step-by-step guide on how to set up and use the 

forecast spreadsheet as well as additional information on how to upload your 

forecasting numbers into the online Goals tool. Goals may only be 

uploaded upon initial creation for each year. Subsequent changes and 

updates will be handled through the goals application (see below). 

or 

You can enter goals directly on the screen (see the following pages). 
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Entering Your Regional Recruiting Goals for the Year  

1. Click on the Recruiting button and, in the resulting screen, enter your 
Regional goals for:  

• Beginning Agent Count — as of January 1 

• Agents Added — Number of agents recruited and sponsored 

into your Region for each month 

• Agents Removed — Number of agents removed from your 

Market Centers for each month  

• Beginning Contributing Agent Count — The total number of 

contributing agents in a Market Center at the beginning of a given 

period  

• Contributing Agents Added — Number of contributing agents 

added to your Market Centers during a given period 

• Contributing Agents Removed — Number of contributing agents 

removed from your Market Centers during a given period 

Be sure to add the information for agents added and agents removed for 

EVERY month. You will notice that the Net Agent Change and Active 

Agent Count are automatically calculated for you. 

 

 

 

 

 

 

 

 

 

2. Click Save after you have entered all your Regional Recruiting 
Goals. 

  

2013 

2014 

2015 

2015 Goal Entry For: 
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Entering Your Regional Production Goals for the Year  

1. Click on the Production button and, in the resulting screen, enter 
your Region goals for:  

• Market Centers Added – The number of new Market Centers 

added each month along with the compiled goals from your  

Market Centers for the categories listed below. 

o Listings Taken – Number of listing contracts entered into 

with sellers during each month 

o Listings Taken Volume – Total initial listing price for all 

listings taken during each month  

o Listings Sold – Number of listings that go to sales contract 

and then to a completed closing 

o Listings Sold Volume – Total of the final sales prices of the 

listings sold during each month 

o Contracts Written – Number of real estate contracts that are 

entered into and approved by both a buyer and a seller 

o Contracts Written Volume – Total of the agreed upon sales 

price for all contracts written during each month 

o Contracts Closed – Number of real estate contracts that are 

completed—monies dispersed and ownership changed 

o Contracts Closed Volume – Total of the final sales prices of 

all contracts closed during each month  

o Cappers – An individual who produces sufficient GCI and 

contributes enough Company Dollar to the Market Center to 

satisfy his/her annual commission Cap requirement. At their 

anniversary date, the associate starts over. 

o Producing Agents – Number of contributing agents who 

had at least one contract written in a given period. 

o Listing Agents – Number of contributing agents who had at 

least one new listing in KWLS in a given period. 

Be sure to add the information in each 

category for EVERY month for the year. 

You will notice that the Totals are 

automatically calculated for you. 

Click Save after you entered all your 

Regional Production Goals. 

 

 

 

  

2015 Goal Entry For: 
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28 Regional Leadership Manual – v1114.1 © 2014 Keller Williams Realty, Inc. 

Entering Your Regional Financial Goals for the Year  

1. Click on the Financial button and, in the resulting screen, enter your 
Regional goals for the following. Where the instructions refer to 

“Market Center,” your entries will reflect a total of the Market 

Centers in your Region.  

• Paid Volume – Closed Volume on which company dollar is 

collected  

• GCI – Gross Commission Income - Commission Revenue plus 

bonuses minus referrals minus concessions  

• Company Dollar – Amount of Gross Commission Income 

(GCI) that is paid to the Market Centers  

• Approved Expenses – Market Centers’ operating expenses, as 

allowed by KW guidelines prior to calculation of KW Profit 

Sharing 

• Profit Share – Amount of Market Center profit that is sent to 

KWRI for distribution to the Profit Share Tree  

• Franchise Royalty – 6 percent of GCI up to $3,000 per year  

• Owners Profit – Market Center Owner’s pre-tax net income 

after operating expenses and Profit Sharing for that time period 

• True Expense – Grand Total Operating Expenses minus 

Federal taxes minus Other Total Inside Income is considered 

True Expense 

• Outside Income – Total of Outside Income in a Market Center 

during a given period 

Be sure to add the information in each category for EVERY month of the 

year. You will notice that the totals are automatically calculated for you. 

2. Click Save after you have entered all your Financial Goals. 
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Enter Your Assumptions for the Year  

1. Click on the Assumptions button and, in the resulting screen, there 
is only one field. In this field, you can make notes about why your 

goals have been set at these levels.  

For example, if you know that there is a large corporation moving to 

an area, and predictions are that new home sales will increase by 15 

percent over the next year to accommodate relocations, that may 

have influenced your decision to increase your production goals by 

15 percent. By making notes accordingly in Goal Entry, you will be 

reminded of this assumption if you want to remember at a later date. 

Please note that this Assumptions screen will only appear the first 

time you enter goals into the Goal Entry system, save them, and 

submit them. We will explain more about this later. 

 

 

 

 

 

 

 

 

 

2. Click Save after you have entered your Assumptions. 

 

  

2015 Goal Entry For: 
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Submitting Your Goals for the Year  

Click the Submit completed goals button. 

 

 

 

 

 

 

 

 

 

Please note that even though you have entered your initial goals and 

submitted them, you will be able to change your goals and resubmit them, as 

necessary. 
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Updating Your Goals for the Year  

1. Even though you have entered your initial goals and submitted them, 
you will be able to change your goals and submit them again. After 

initial goal entry and submission, you will notice that a Reasons 

button has replaced the Assumptions button.  

Enter your new set of goals. 

 

 

 

 

 

 

 

 

 

2. Click on the Reasons button and enter a description of why you 
changed your goals. (This information will be sent to the KWRI 

Executive staff with the new goals you entered after you resubmit 

them.)  

3. Click on Re-submit changed goals. Your new goals and reasons 
for the changes will appear in an Executive goal tracking report. 
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Viewing Updated Goals for the Year  

After you have resubmitted changed goals, you can view all the changes you 

have made to your goals. Click on Changes for a complete record of 

changes to your goals. 
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Chapter Chapter Chapter Chapter 2222: : : :     
Grow Your RegionGrow Your RegionGrow Your RegionGrow Your Region    

 

 

1. Growth Within Existing Opportunities  

– The Growth Initiative 

2. Growth from New Opportunities  

– Developing New Market Centers 
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Notes 
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What Is the Growth Initiative? 
Designed to help Market Center leadership increase agent count through 

recruiting and retention systems, the Growth Initiative harnesses the power 

and synergy of proven tools to provide accountability around the activities 

that drive ongoing, sustainable growth.  

Truth 
Accountability should be based on activities and evidence, 

not emotions. 

TheTheTheThe    Growth Initiative ToolsGrowth Initiative ToolsGrowth Initiative ToolsGrowth Initiative Tools    

The Growth Initiative tools are all interconnected—their power is 

maximized when each one is used to build upon and support and strengthen 

the others.  

 

Explain the Growth Initiative Tools! 
The following pages provide content that may be used to 
have a dialogue with Market Center leadership in your 
Region to help them understand the opportunity provided 

by the Growth Initiative tools. 
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Lead Generation Tools 

Lead generation tools provide resources for achieving gross recruiting goals. 

Cap Management  

Your visionary tool. It sets the stage for how many Cappers you 

must have and when you must have them to have stable, 

predictable profitability.  

Gross Goals  

Together with Cap Management, Gross Goals create a strategy 

for the overall recruiting numbers necessary to hit Market 

Center goals, giving you gross goals for both the number of 

recruits and agent mix (Cappers and non-Cappers). 

Pipeline  

Your Pipeline Report allows you to easily tell whether the 

recruiting activities of the Market Center are supporting your 

gross recruiting goals and where you need to focus your lead 

generation efforts. 

 

APPOINTMENTS and GROSS  
are tied together 

For gross recruits to go up, we must increase the number 
of appointments. 

 

 

  



 Regional Leadership Manual – v1114.1 © 2014 Keller Williams Realty, Inc. 37 

Value Tools  

Value tools take us from gross recruit goals to net recruit goals.  

The Language of Real Estate (LORE)  

LORE attracts agents, especially Cappers, to your Market 

Center by providing evidence that we can help their business. 

This focus on Cappers is important because of a simple, 

natural law: your Market Center will have higher retention 

rates with Cappers than with rookie agents. Also, if you have a 

Market Center full of Cappers, other associates will be more 

likely to stay with you because associates want to be around 

successful associates. A focus on bringing in Cappers is a focus on 

growing your net recruiting. 

  

Training and Tracking (T2)  

T2 allows you to further demonstrate the value of training at 

the Market Center by linking the Keller Williams University 

training classes and Keller Williams Regional events to the 

production of the agents who attended. This provides 

evidence that Keller Williams leads to higher levels of 

production both for existing agents and potential recruits, 

leading to greater net numbers. 

 

Trend Tool  

The Multi-Year Trends tool tells you how your Market Center 

is doing in creating value for your agents across a variety of 

metrics. It’s a measuring stick for how your Market Center is 

improving compared to its own performance, the Region’s 

performance, and Keller Williams Realty’s performance. 
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The Wall of Value 

When net goes up, profit goes up.  

NET and PROFIT are tied together 

For profit to go up, we must create and communicate  
our value in order to net recruits. 

 

 

 

 

 

 

 

 

 

 

 

 

 

The “Wall of Value” works two ways: if you do show value, the wall is like a 

fortress that protects your net and your profitability. If you are not showing 

value, the wall actually works against you—it repels net and repels profit. The 

tools that communicate value are LORE, T2, and the Trend Tool. 
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Daily Company Dollar (Daily Co$) 

Finally, from our net goals value tools, we move to Daily Co$, which helps 

Market Centers answer the very fundamental business question: “Is our 

business improving?” 

Daily Company Dollar Tool (Daily Co$) 

A daily focus on profitability leads to a greater 

comprehension of which parts of the Growth Initiative could 

be better implemented and improved in the Market Center. If 

you are not seeing the results you want from Daily Co$, go 

back through your tools and refine your systems around 

implementing them. And when you do see the Daily Co$ you 

want, it’s time to raise the bar and grow to new heights.  

Implementing the Growth Initiative 
Regional leadership supercharges the growth goals of their Market Centers by 

providing Growth Initiative training, tools, and resources to Market Center 

leadership, and then holding them accountable to real achievement through 

their sustained activities. 

 

Get the Growth Initiative Tools! 

You can easily access all of the Growth Initiative tools on 
MyKW! Just go to mykw.kw.com, sign in, and click on Growth 
Initiative in the Quick Links area at the bottom right of  

the page. 

 

 

 

 

 

 

  



40 Regional Leadership Manual – v1114.1 © 2014 Keller Williams Realty, Inc. 

Notes 
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Cap ManagementCap ManagementCap ManagementCap Management    

Where are we? Cap Management is the first of the Growth Initiative lead 

generation tools. 

 

 

 

 

 

 

 

Overview 

Cap Management is #16 in the KW Economic Fundamentals. It is a vision 

tool that sets the goal for the Cappers needed to ensure profitability in a 

Market Center. It is a monthly goal-setting tool created at the Market Center 

that allows Market Center leadership to focus on what months they need to 

add capping agents to the office. Cap Management has two significant 

benefits: 

• A cash flow game plan for creating stable, predictable profitability 

to avoid the “cash flow rollercoaster.” 

• A unique advantage that helps bring Cappers into the  

Market Center. 

 

Implement Cap Management! 
The following pages provide content that may be used to 
have a dialogue with Market Center leadership in your 
Region to help them implement Cap Management. 

 

 

  

YOU 

ARE 

HERE 
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What Is Cap Management? 

Think of Cap Management as your vision tool for a revenue strategy for the 

Market Center. It is about being in culture because culture is running 

profitable businesses. The Keller Williams model is that Cappers must take 

care of expenses. To determine how many Cappers are needed to cover 

expenses, we divide the annual amount of expenses in a Market Center by 

the amount of that Market Center’s Cap. For example: 

Market Center expenses = $43,000 per month X 12 months = $516,000 
for the year 

Cap = $18,000 

$516,000 in expenses ÷ $18,000 Cap = 29 Cappers 

But this only tells us how many Cappers we need to be profitable for the 
year. It doesn’t tell us what’s necessary to be profitable in any given month. 
Because our business can be seasonal, it’s important to understand what our 
needs are on a monthly basis to insulate ourselves from this seasonality and 
ensure profitability year-round.   

Look at most Market Centers’ Owner Profits throughout a given year. What 

you’ll see is that as we come off the second and third quarters of the year and 

move into the fourth quarter of the year and the first quarter of the next year, 

owner profit drops. In fact, the average drop for Keller Williams Realty from 

August to September is –39 percent; from August to November it is more 

than –50 percent.  
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Question: Is that something we need to accept or need to change? 

Of course we need to change it. But it’s not enough to say we won’t accept 

that as a fate. We have to have a strategy to change it. And we have to work 

with our Market Center leadership to make sure we have buy-in from them 

and are working from the same strategy. This is what Cap Management does. 

How Do We Use Cap Management? 

Normally, an agent’s Cap resets on the agent’s anniversary date (the date they 

joined Keller Williams). When an agent joins they start paying Company 

Dollar immediately until they hit the Cap, at which point they stop paying 

Company Dollar until their anniversary date comes again—at that point the 

Cap resets and they begin paying Company Dollar until they Cap again.  

In Cap Management, the OP, TL, and MCA first plot out on the Cap 

Management Report which months the existing capping agents in the Market 

Center Cap reset dates occur. It’s hard to predict when Capping agents will 

actually cap, so in Cap Management we just assume that the resetting 

Cappers will cap in one month for the calculation; in reality the law of 

averages will apply and actual times of capping among your Cappers will 

overlap to average out. 

What we are looking for is enough resetting Cappers in a given month that 

their Company Dollar could cover the monthly expenses. So if you divide 

your monthly expenses by the Cap amount, that is how many agents you 

would need to have their Cap reset date occur in that month. In our example: 

Market Center expenses = $43,000 per month 

Cap = $18,000 

$43,000 in expenses ÷ $18,000 Cap = 3 Cappers 

needed who have their reset date in that month. 

When you look at your calendar of Cap reset dates for your Cappers, you 

may have months where you do not have Cappers resetting. This is your 

opportunity to find new Cappers and plug those holes to ensure those 

months are profitable. You would prefer to find agents who are ready to join 

in that month and begin paying right away. But if you have an agent ready to 

join in a highly profitable month, you may arrange it so that they begin 

paying Company Dollar to their Cap in the month you need.  
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Positioning Cap Management to Agents 

This is a win-win for the Market Center and the agent. The Market Center 

gets a cap where it needs one, and the agent gets to keep the Company 

Dollar for a time period after they join. From then on out, that month will be 

the date their Cap resets, instead of their anniversary date. Use this easy 

script when recruiting: 

 

“We believe in win-win. I’d like to explore this with you. 
We’re winning if you join our Market Center, and I want to 
show you how you could win. 

We’re in August. If you could come over by the end of next 
month, you wouldn’t have to pay any Company Dollar until 
November. You’d be at 100 percent, except for Royalty, until 
November 1. It could help you make the transition, and it 
would help the Market Center add Company Dollar to a 
month in which we need it for our business.” 

 

Stay on Track with Guardrails 

It is important to follow a few vital “guardrails” that we can never violate to 

make sure we don’t go off track:  

1. The anniversary date will not move—that will always be the date they 
joined Keller Williams Realty and it does not change.  
 

2. Existing Keller Williams Cappers are not moved around; Cap 
Management applies only to new capping agents. 
 

3. Agents continue to pay toward their Franchise Royalty Cap from the 
moment they join. 
 

4. The agent’s Cap start date is only moved with OP approval and the 
length approved by the OP. 
 

 

 

 

 

  

Script 
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Cap Management Is Never Complete 

Cap Management is not a “set it and forget it” kind of tool—it requires year-

round monitoring.  

•••• Make sure you are keeping track weekly of when your Cappers are 
actually capping, because they may be capping sooner than you think!  
 

•••• Add new Cappers to months you had previously cap managed if you 
have Cappers who leave or have an “off” year in terms of their 
production.  
 

•••• Keep a constant vigil over your expenses: if expenses go up, your 
Cap Management strategy will need to adjust accordingly. 

 

Winterizing Your Market Center 

Production is slow in most markets at certain predictable times of the year. 

These can be slow months for both agents and the office. Even capping 

agents can have slow months during this time. Because of this, it’s good to 

have more Cappers than you might actually need to make sure that your 

Market Center is covered no matter the market condition. We call this 

“winterizing your Market Center.” What is a good rule of thumb?—Adding 

two more Cappers in those seasonally slow months. 

Another important element of Cap Management is the awareness it gives you 

of your existing Cappers’ Cap reset dates. This can greatly help your 

retention. If a Capper leaves a Market Center, they are more likely to leave at 

their anniversary date when they begin paying Company Dollar again. By 

tracking their Cap reset dates, the Team Leader can then make sure that they 

are in communication and demonstrate the value of the Market Center for 

these existing Cappers. 
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Cap Management and the Pipeline Tool 

In determining when you will add recruits to your Cap 

Management strategy, remember that whatever activities we take 

now will impact us 90 days from now. So as we look at Cap 

Management, the recruits we’re talking to today are really going to 

fill the gaps in our Cap Management after 90 days from now.  

Because of that, you can use the Pipeline tool as a tracking tool to make sure 

you are on track for your Cap Management. If you don’t have the number of 

Cappers at the appropriate level in your pipeline for 30, 60, and 90 days, then 

you won’t be able to fill the gaps in your Cap Management strategy for those 

months. 

One easy way to jump recruits ahead on the Pipeline tool is to drive Cappers 

to Mega Camp! (One Growth Initiative member tracked his numbers and 

had an 85 percent conversion rate for recruits joining Keller Williams Realty 

if they go to Mega Camp). Imagine what having recruits ready to join in 

September would do for your ability to add Cappers in the slower months at 

the end and beginning of the year! 

In addition to sharing this with your Market Center leadership, agents, and 

recruits, one great idea is to talk about this at every investor meeting to: 

1. Predict what your profit is going to be  
2. Have everyone speaking the same language  
3. Enlist their help in hitting the goals  

Communicating this to everyone allows you to walk your talk of profitability 

in your offices! 
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Cap Management Tool (Sample) 
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Notes 

 

 

 

 

 

 

 

 

     



 Regional Leadership Manual – v1114.1 © 2014 Keller Williams Realty, Inc. 49 

Gross GoalsGross GoalsGross GoalsGross Goals    

Where are we? Gross Goals is the second of the Growth Initiative lead 

generation tools. 

 

 

 

 

 

 

 

 

Overview 

Gross Goals is a monthly goal setting and vision tool that calculates the 

recruits the Market Center needs to grow and ensure profitability. This tool 

benefits Market Center leadership by allowing them to: 

• Keep focused on the necessary gross recruiting goals  
• Overcome the backsliding force of attrition 
• Set the Market Center up for profitability   

 

Implement Gross Goals! 
The following pages provide content that may be used to 
have a dialogue with Market Center leadership in your 

Region to help them implement Gross Goals. 
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What Is Gross Goals? 

Gross Goals is a simple step-by-step spreadsheet that walks you through the 

process of determining your adjusted gross recruiting goals. The worksheet 

helps you calculate: 

1. Current agent count 
2. Monthly breakeven recruits (agents you can expect to lose in a given 
month) 

3. Monthly net agent goal (agents you need to grow by each month 
above breakeven) 

4. Monthly total gross (monthly breakeven recruits plus monthly net 
agent goal) 

5. Adjusted monthly total gross (factoring in your actual performance 
year-to-date) 

Remember, your gross goal is about cash flow; your net recruiting number is 

about profitability. By bringing in more agents, you are creating the 

opportunity for bigger gross revenue. But it’s the number of agents you 

actually keep that will ultimately define your profitability. The two are linked: 

you can’t have positive growth without gross. If we are being real, you can’t 

even maintain where you are now without gross. 

Unfortunately, your Market Center will experience attrition; agents leave for a 

variety of reasons. Steve Murray with REAL Trends tells us the U.S. industry 

attrition rate is 30 percent. What this tells us is that we need to factor this 

attrition rate into our gross goals to make sure that our Gross Goal is 

realistic. Once you have factored for the attrition that exists in your gross 

numbers, you can then work on the value you add to those agents to make 

sure your net improves. It starts with gross. 
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How Do We Use Gross Goals? 

This is a tool that the OP, TL, and MCA will update each month so that they 

can understand performance and how it’s affecting the goal. The template is 

easy to use and does the calculations for you if you simply update the 

appropriate numbers in yellow each month.  

Here are some quick definitions to help in filling out the worksheet: 

• Market Center Agent Count—Agent count at beginning of the year 
(this doesn’t change month to month; once it’s been filled in at the 

beginning of the year, leave that number in place) 

• End of Year Net Agent Goal—Number of agents you want to 
grow by (e.g., Total End of Year Agent Count minus Beginning of 

Year Agent Count) 

• YTD Net Agents—Number of agents you’ve added (Current Total 
Agent Count minus Beginning of Year Agent Count) 

Each month, the “New Adjusted Gross Monthly Recruiting Goal” will tell 

you what your gross recruiting goal is for the next month. If you are behind 

on your numbers, your adjusted goal goes up and you will notice the box also 

turns red; if you are on track, the number will remain the same or go down 

and the box will turn green. If you are on track and hitting your goals, it gives 

Market Center leadership the opportunity each month to consider whether 

it’s time to raise the goal. 

Focus on the Activities 

Truth: Never focus energy on the result; focus on the activities that cause 

the result! 

When you update your Gross Goals worksheet, if a TL ever gets behind in 

their gross goals, there’s a risk that the New Adjusted goal could start to feel 

insurmountable and discouraging to the TL. But we can’t focus on that. To 

bring about change, we’ve got to focus on the activities that are not 

happening that create the challenge. What you are likely to find in this 

situation is that the TL is simply not Doing the Two (two recruiting 

appointments each day). So instead of focusing on the New Adjusted goal, 

make sure the TL and the Market Center staff are all focused on the TL 

Doing the Two! By Doing the Two, the TL will naturally get back on track toward 

the goal.   

Remember, we track these things not to beat anyone up over missed goals. 

As John Davis stresses, “There is no stick in the Growth Initiative; there is 

only sugar.” So instead of blindsiding the TL with what they did wrong, we 

are letting the numbers do the heavy lifting to point out what’s not 

happening and what we need to go do about it.  
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And this accountability to the activities that drive the results for the gross 

goals is huge. Look at your Company Dollar per agent. For every gross 

recruit you bring into the business, you are adding that much new revenue on 

average to your business (by the way, for every agent that leaves, you are 

losing that much revenue). Now, compare your Company Dollar per agent to 

your Cap and that is the potential room for improvement you have! So when 

you look at your Gross Goals worksheet, think about it in terms of Company 

Dollar. If your Cap is $20,000, then for every gross goal you hit each month, 

multiply that number by $20,000 and potentially, that is the opportunity for 

monthly gain in Company Dollar for your Market Center! And everyone 

benefits from that gain: 

• Market Center investors gain profit. 

• TLs and MCAs achieve their financial goals and get the positive 

energy and momentum. 

• Agents in the Market Center get energized by the growth and have 

greater opportunities for cross-sales, Profit Share, and Growth Share.  

Explaining the benefits to everyone in the Market Center then gives you a 

platform to be able to share your gross goals with the investors, staff, ALC, 

and agents. If they know the goals and the benefit, you are increasing their 

synergy with the Market Center in hitting those goals and increasing 

everyone’s energy when you do hit them! 

Tying It All Together 

Truth: The Growth Initiative tools work together as  

one thought process to grow your Market Center! 

Once we understand the goal for gross, then we can factor in our Cap 

Management tool to figure out how many of those gross recruits need to be 

Cappers, and we can look at your Pipeline tool to see what activities need to 

happen for you to stay on track to hit both your gross and Capper numbers.  

The Pipeline tool will correlate to the Gross Goal number. For example, if 

the Gross Goal is 10, then the Pipeline should reflect that we have a 

minimum 10–12 per month scheduled to join us (i.e., 10–12 “10s,” 10–12 

“9s,” 10–12 “8s,” etc.). Now, if we have fallout (and we do), by having more 

than 10 at each level, we will still hit our goal. In that respect, this Gross 

Goal becomes a minimum standard for the Pipeline tool. And inside that 

standard is your standard of productivity required by your Cap Management 

strategy (e.g., 2 Cappers, 2 Half-Cappers, etc.). As you grow the number of 

productive agents in your Market Center, you will naturally see the increase 

show up in Training Tracking and LORE, which you can then share to drive 

more recruiting. This is the virtuous circle of growth!  
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Gross Goals Worksheet (Sample) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

DATE: # Months Remaining 6

MARKET CENTER: 

ATTRITION CALCUATION (based on full year)

MC Agent Count: 

Attrition 30%: 

42 (rounded up)

4 Minimum Gross per month just ot stay even 

NET AGENT CALCULATION (based on full year)

60

60 (rounded up)

5 Minimum net per month to stay on track for your end of year goal

9 Your Gross recruiting per month required to GROW!

(Not to stay even, but to GROW!!!)

ADJUSTED MONTHLY RECRUITING GOALS 

21 YTD NET AGENTS 

39 Net balance to achieve your year end goal

6 # of months left for recruiting

7 Adjusted monthly net recruiting goal

5 Adjusted monthy attrition rate

12 NEW ADJUSTED Gross monthly Recuiting Goal

(Cell turns green if you are on track for End of Year Net Agent Goal - turns red if you are behind)

July 1, 2014

EXAMPLE

2014 Market Center Gross Goals

Attrition loss ÷ 12=

       Insert your YTD Net Agent Count HERE

***Enter data in the yellow highlighted cells***

140

42

4

End of Year Net Agent Goal ÷ 12 = 5

End of Year Net Agent Goal        Insert your Net Agent Goal HERE

       Inset your December 2013 agent count HERE

(Use this section to track progress from February-December)
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Notes 
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Pipeline Pipeline Pipeline Pipeline ToolToolToolTool    

Where are we? The Pipeline tool is the third of the Growth Initiative lead 

generation tools. 

 

 

 

 

 

 

 

 

Overview 

The Pipeline tool is a weekly report that allows Market Center leadership to 

see a list of potential recruits for the office and gives them a measurement of 

how soon they can expect those recruits to join. This benefits: 

• The OP when coaching their Team Leader to the goals they’ve set 
together  

• The Team Leader when focusing each day on who they need to 
contact and what needs to be done on an individual basis to move 

recruits through the recruiting pipeline  

• The MCA when ensuring a smooth transition for the agents  

 

Implement the Pipeline Tool! 
The following pages provide content that may be used to 
have a dialogue with Market Center leadership in your 
Region to help them implement the Pipeline tool. 

  

YOU 

ARE 

HERE 
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What is the Pipeline tool? 

The Gross Goals worksheet tells us what we need to stay on track to grow; it 

is a global tool. Cap Management is a drill-down tool that focuses on how 

many of those gross agents need to be Cappers. It’s not quality or quantity: 

it’s both. With our Gross Goals and Cap Management strategy in place, then 

we can drill down into the Pipeline tool to see if we’ve got the people in our 

recruiting pipeline to make those goals happen. 

Think of the Pipeline tool as the evidence of appointments. With the concept of 

“accountability,” we know that instead of holding our people accountable to 

results, it’s far more productive to hold them accountable to the activities. In 

recruiting, appointments are the activities! In that respect, the Pipeline tool 

allows for positive accountability for the TL and OP to the activities that 

drive recruiting to hit their goals. 

Look at your Market Center’s financial trends year-over-year and look 90 

days out. Can you use more owner profit in those upcoming months? We 

know Cap Management can eliminate seasonality, but only if you have people 

joining you in those months.  

 

Question: How could you know who will join your  

Market Center 30, 60, 90 days from now? 

 

While there is no crystal ball that allows you to see the future, the Pipeline 

tool is the closest thing to it. The Pipeline tool is a simple list of the recruits 

the TL has had an appointment with, any notes that are important about the 

recruit, and a numeric ranking showing when they are likely to join the 

Market Center: 

10 = Coming this month 

 9 = 30 days out 

 8 = 60 days out 

 7 = 90 days out 

 6 = Good meeting 

 5 or less = Appointment 

 

 

  

The 7s and above on 

your Pipeline tool 

represent your 

opportunities to hit 

your Gross Goals and 

Cap Management goals. 
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How do we use the Pipeline tool? 

It’s a simple equation. If our Gross Goals worksheet says we need X gross 

agents per month, we can see if our Pipeline tool gives us X gross each 

month for the next 90 days: 

• Do I have X number of agents that are 10s for this month? 

• Do I have X number of agents that are 9s for next month? 

… And so on 90 days out  

And whatever your Cap Management goals are for the next 30, 60, and 90 

days, you will also need to see that many Cappers on the Pipeline tool at the 

appropriate level.  

The Pipeline tool can bring great clarity to your recruiting efforts. If you have 

the gross and Capper recruits you need in your pipeline to hit your goals, 

awesome, you’re doing it! Now, maybe it’s time to think about raising those 

goals! And if you don’t have the people you need in your pipeline, the great 

thing is that now we know that we need to: 

• Add leads to our pipeline 

• Work on moving the existing leads along the pipeline (i.e., 

from 6s to 7s; 7s to 8s; 8s to 9s; and 9s to 10s) 

Updating and understanding what this Pipeline tool is telling us is a daily 

habit for the Team Leader. If the TL is scrambling to get the report ready 

just because the meeting with the OP is coming up, they will miss the focus 

that this tool can bring to their daily activities. The very best TLs make it a 

point to start the day with this report so they stay on track!  
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Leverage 

The Pipeline tool can create leverage if you are implementing the tool with 

the whole Market Center staff, because it creates a system of follow-up that 

is not dependent on the Team Leader. 

Think about it like this: what’s the difference between adding 5 agents per 

month and 15 agents per month? The answer is the systems that support the 

transition of those agents into the Market Center. Remember, productive 

agents typically join after the end of the month because they are closing out 

listings at their former company. Without great systems, having all those 

recruits join at once (especially since the beginning of the month is 

transmittal) can create havoc for the office staff and negative feeling about 

the Market Center from the new recruits.  
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Question: What is your system for onboarding agents and how many 

recruits would it support in a way we would be proud to have new 

recruits go through it? 

To grow your system to be able to support massive growth, the Team Leader 

can use the Pipeline tool to help the MCA understand who’s coming down 

the pipe and when. If the Team Leader properly empowers the MCA, they 

can easily create a great system to take care of these incoming agents.  

When the Team Leader and MCA both understand who on the Pipeline 

Report is a 7 or above, this allows MCAs to build a solid 90-day plan for 

onboarding those agents. For any 9s and 10s, the MCAs can call those agents 

and walk them through the transition plan to set expectations and give those 

agents “white glove” support. As agents actually join the office, MCAs 

should have initial weekly calls for the incoming agents to make sure they are 

getting questions answered, and once the agent is up and running, the MCA 

can taper off the calls.  

Once the system is in place, having a successful handoff from the TL to the 

MCA for onboarding is simply a matter of making sure that the recruit 

doesn’t feel abandoned by the TL in the transition handoff. That’s done by 

having the TL set expectations with the agents that the MCA “… Is amazing 

and the best person to make sure your transition is smooth and get you up 

and running with us ...” Ongoing, the MCA will communicate any issues or 

challenges they are seeing with any particular incoming agents to the TL, so 

the TL can help when needed. 

By working the Pipeline tool to create this teamwork, it can change the 

energy in your Market Centers:  

1. The TL is spending less time on the details of onboarding agents. 
This means happy Team Leaders! 

2. The TL is focusing on recruiting and hitting their goals at higher and 
higher levels. This creates profit and Profit Share in the Market 

Center. This means happy owners, agents, and Market Center staff! 

3. The incoming agents are getting the proper attention from the people 
who will follow through on the details. This means happy recruits! 
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Consulting to the Tool 

When dialoguing about the recruits on the list, the tool provides clarity and 

keeps the focus on evidence (numbers) and activities, rather than emotions.  

Powerful questions to ask during the consultation: 

• This person was an 8 last week; are they still an 8 this week? Why do 

we think that? 

• How could we create urgency in this person who is an 8 (or 7 or 6) to 

get them over sooner? 

• Given the notes/hot buttons, what’s going on with the person and 

what is the best next step the TL should focus on? 

• Are any of the 9s or 10s at risk? Why and how can we address that? 

• Is there someone on this list that isn’t coming that we need to 

remove? 

• Is everyone on the list on an appropriate marketing and action plan?  

 

Truth: The Growth Initiative tools are never punitive; 

they are always supportive. 

Remember, there is no stick in the Growth Initiative; only sugar! The 

Pipeline tool is not a micromanagement tool, and it shouldn’t be used as one. 

It’s designed to allow Market Center leadership to talk about the real 

challenges (objections, contingencies, etc.) the TL is facing in getting recruits 

into the Market Center, and how the OP and MCA can help them overcome 

those challenges. Together everyone achieves more! 
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Pipeline Tool (Sample) 
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Notes 
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Language of Real EstateLanguage of Real EstateLanguage of Real EstateLanguage of Real Estate    

Where are we? LORE is the first of the Growth Initiative value tools. 

 

 

 

 

 

 

 

 

 

Overview 

LORE is a communication tool that presents our value. It is a monthly 

report created at the Market Center that allows the Market Center leadership 

to highlight the Market Center’s improvement in eight key goal categories. 

Benefits to the Market Center include: 

• An appointment setting and conversion tool that provides 
evidence that the Keller Williams value proposition will help a recruit 

grow their business. 

• A focus tool that points out where the Market Center is weak and 
should focus its training efforts. 

 

Implement the Language of Real Estate! 
The following pages provide content that may be used to 
have a dialogue with Market Center leadership in your 

Region to help them implement the  
Language of Real Estate. 

 

 

  

YOU 

ARE 

HERE 
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What is the LORE? 

The Language of Real Estate is a monthly report that shows how your 

Market Center is doing for eight key numbers in our industry: 

1. Closed Units 
2. Closed Sales Volume 
3. Listings Taken 
4. Listings Taken Volume 
5. Listings Sold 
6. Listings Sold Volume 
7. Contracts Written 
8. Contracts Written Volume 

The tool itself is a simple spreadsheet prepared monthly by the Market 

Center leadership that allows you to quickly calculate the percentage 

improvement for your Market Center for all eight categories month to 

month. If you don’t have an easily accessible central source for market data, 

look at third party portals, talk to friendly local brokers, and use other 

sources to find out what’s going on in the market. You can also compare 

how your Market Center results for these eight numbers compare to your 

Region’s numbers, Keller Williams Realty’s numbers, or just use your Market 

Center numbers by themselves. 
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How do we use LORE? 

The LORE tool gives you a comparison that will tell us two distinct stories 

that we can use to grow our Market Center: 

1. The Value – the story we can share externally about the successes 
our agents are experiencing 

2. The Opportunity – the story about how we can improve the 
successes our agents are experiencing 

The goal is to communicate both stories properly with all appropriate 

audiences, so that your value story will attract top agents, and your 

opportunity story will unite the Market Center to create an even BIGGER 

value story in the future.  

Evidence of Benefit 

Remember, to increase net, you must create and communicate value. With 

the information from LORE in hand, you have a system to be able to tell the 

value story of your Keller Williams Market Center’s value proposition in a 

more powerful way. 

Truth: Top producers speak a different language from other agents:  

it’s the language of numbers. 

LORE gives you a system that immediately makes the Team Leader credible 

in the eyes of top agents because now Team Leaders can speak the same 

language as the top producers in a powerful way. 

Top producers are competitive and want to win, so they will be very 

interested to hear what you can do for their numbers. For a top producer, 

there are two ways that joining a new company could increase their bottom-

line: 1) they can get a better split than they currently have; or 2) their new 

company can help them grow their productivity.  

Although we have a great compensation structure, we don’t compete on 

commission splits. So you won’t be the cheapest deal in town—and you 

shouldn’t try to be! While some brokers will foolishly put themselves out of 

business competing on splits, Keller Williams gives you a vehicle to compete 

on the value we bring in building an associate’s business. And LORE gives 

you the evidence of that value proposition that you can recruit to. It also puts 

your compensation structure in the context of the value you provide them in 

helping them build their business. 
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LORE in Recruiting 

Just as we tell real estate agents to be the local real estate economist of choice 

for their customers, your Market Center can become the real estate expert for 

agents in the market. When agents hear you speak this language and see the 

demonstrated proof that what you are doing in your Market Center is 

increasing these numbers, your Market Center will be seen as a credible 

home for top producers and your Market Center will become the real estate 

economist of choice for agents. 

Truth: LORE is about creating curiosity. 

LORE creates a different narrative. Where our competitors will try to paint 

your Market Center as a “cult” or new agent training school, LORE presents 

overwhelming evidence that we are a culture of abundant production. When 

you are speaking LORE to a potential recruit, they are inspired to ask these 

two questions:  

1. What are you doing in your Market Center that is leading to such 
dramatically different results for your agents?  

2. How can I be a part of it! 

Quality and Quantity 

Recruiting is not just about quantity or quality of recruits—it’s both! And the 

quality will show up in the quantity, if we are purposeful about going after 

Cappers. LORE goes hand-in-hand with Cap Management because in order 

to recruit Cappers, we have to set appointments with Cappers. In order to set 

appointments with Cappers, we have to call Cappers. And in order to call 

Cappers, we want to have something powerful to share so we can come from 

contribution. 

Think of it like this: if a top businessperson in your market called and said 

they would like to speak with you, you would take the meeting because you 

know it could lead to opportunities for you. By using LORE, you can 

demonstrate that meeting with you is of value to a top-producing agent and 

could lead to bigger opportunities for them.  

While not all recruits will join after your first recruiting appointment with 

them, LORE gives you a reason to talk with top talent each month because 

top talent never gets tired of hearing what’s succeeding in the market. 
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Tell Everyone 

LORE allows you to highlight what is going well in the Market Center, but 

not all of your numbers matter and not all of them will be bright spots for 

your Market Center. In your recruiting, focus on the positive numbers and 

build a compelling story around them. Once you do, get the word out 

everywhere: 

• On recruiting calls 

• In recruiting appointments 

• On social media sites 

• On a wall in your Market Center (training room, TL’s office, etc.) 

• At Market Center sales meetings  

• At Market Center staff meetings 

• At Market Center investor meetings 

Use LORE on your recruiting calls to demonstrate that a meeting with you is 

worth their time. And once you set an appointment, LORE becomes a great 

conversion tool to once again provide proof that Keller Williams could help 

them. 

Truth: By focusing on the top agents and using LORE,  

you will automatically attract other Cappers/agents! 

Top agents talk with other top agents. By sharing what’s going on in your 

Market Center with top-producing agents, they will share that narrative with 

others and spread the word about your office. It's a tool that provides great 

leverage for growth!  
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LORE in Your Market Center 

LORE will work its way into many aspects of your Market Center’s day-to-
day business. LORE helps: 

���� The Team Leader with their confidence in the value they bring to any 
agent, which means they will make the calls and set the 

appointments. 

 

���� Create curiosity in the minds of recruits when you present the 
evidence; this leads them to agree to the appointment and join.  

 

���� Market Center leaders truly understand their business, especially in 
the context of the market. 

 

���� Your Market Center investors understand the health of the business 
and how they can help the Market Center leaders. 

 

���� Your agents’ local sales business because it gives them the 
opportunity to become what Gary Keller calls the local real estate 

economist of choice and convince buyers and sellers that they are the 

experts to work with. 

 

���� Your Director of First Impressions delivers a better script. Before 
LORE a Director of First Impressions might answer the phone, “It’s 

a great day at Keller Williams. How may I help you?” But with 

LORE, now they can say something like, “It’s a great day at Keller 

Williams. We’re outpacing the market by 50 percent in listings taken. 

How may I help you?” This is a powerful message for outside agents 

and customers to hear when they call. 

 

���� Your Market Center training by giving you a snapshot of what your 
upcoming training calendar should focus on. If you are weak in 

certain areas (e.g., listings taken), you now know that you need to 

focus on that in your training (e.g., Win with Sellers).  

 

���� Your Market Center leadership retention because the more we get 
people engaged in our Keller Williams tools, the more likely they are 

to stay with us. The Millionaire Real Estate Agent is one such Keller 

Williams tool for agents; they won’t have that anywhere else. The 

Growth Initiative is a great retention piece for talented Market Center 

leaders. It gives us a common language and gives us the tools we 

need to be highly successful at what we do. And both of these create 

positive magnets that attract and keep top talent on our Market 

Center teams. 
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Language of Real Estate – Step 1 (Sample) 
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Language of Real Estate – Step 2 (Sample) 

 

 

 

 

 

 

 

 

 

  

O
ri

g
in

a
l A

m
o

u
n

t
N

e
w

 A
m

o
u

n
t

Fi
n

d
 t

h
e

 C
h

a
n

g
e

. 

Su
b

tr
a

ct
 t

h
e

 N
e

w
 

A
m

o
u

n
t 

fr
o

m
 t

h
e

 

O
ri

g
in

a
l A

m
o

u
n

t

Fi
n

d
 t

h
e

 %
 D

if
fe

re
n

ce
. 

D
iv

id
e

 t
h

e
 C

h
a

n
g

e
 b

y 

th
e

 O
ri

gi
n

a
l A

m
o

u
n

t.
 

M
u

lt
ip

ly
 b

y 
1

0
0

.

T
o

ta
l L

a
st

 M
o

n
th

T
o

ta
l T

h
is

 M
o

n
th

C
h

a
n

g
e

 =
 

N
e

w
 A

m
o

u
n

t 
–

 O
ri

g
in

a
l 

A
m

o
u

n
t

C
h

a
n

ge
/

O
ri

g
in

a
l A

m
o

u
n

t 
*

 1
0

0

E
xa

m
p

le
 1

2
5

0
2

6
5

1
5

1
5

/2
5

0
 =

 .
0

6

.0
6

 *
1

0
0

 =
 6

%

E
xa

m
p

le
 2

3
0

0
2

6
5

-3
5

-3
5

/3
0

0
=

 -
0

.1
2

-0
.1

2
*

1
0

0
=

 -
1

2
%

C
lo

se
d

 U
n

it
s

2
5

0
2

7
5

2
5

1
0

C
lo

se
d

 S
a

le
s 

V
o

lu
m

e
3

0
0

,0
0

0
2

6
0

,0
0

0
-4

0
,0

0
0

-1
3

Li
st

in
g

s 
T

a
ke

n
3

0
0

3
2

5
2

5
8

Li
st

in
gs

 T
a

k
e

n
 V

o
lu

m
e

2
5

0
,0

0
0

2
7

5
,0

0
0

2
5

,0
0

0
1

0

Li
st

in
g

s 
So

ld
1

0
0

1
3

0
3

0
3

0

Li
st

in
gs

 S
o

ld
 V

o
lu

m
e

1
,0

0
0

,0
0

0
1

,5
0

0
,0

0
0

5
0

0
,0

0
0

5
0

C
o

n
tr

a
ct

s 
W

ri
tt

e
n

2
5

1
0

0
7

5
3

0
0

C
o

n
tr

a
c

ts
 W

ri
tt

e
n

 V
o

lu
m

e
6

0
0

,0
0

0
6

3
5

,0
0

0
3

5
,0

0
0

6

N
o

te
: 

R
e

p
la

ce
 t

h
e

 n
u

m
b

e
rs

 in
 r

e
d

 w
it

h
 y

o
u

r 
M

a
rk

e
t 

C
e

n
te

r'
s 

n
u

m
b

e
rs

 f
o

r 
la

st
 m

o
n

th
 a

n
d

 t
h

is
 m

o
n

th
.

(T
h

e
se

 n
u

m
b

e
rs

 a
re

 ju
st

 p
la

ce
 h

o
ld

e
rs

)

Fo
rm

u
la

S
te

p
 2

: 
F

in
d

 t
h

e
 M

o
n

th
 o

ve
r 

M
o

n
th

 C
h

a
n

g
e

 f
ro

m
 y

o
u

r 
M

u
lt

i-
Y

e
a

r 
T

re
n

d
 R

e
p

o
rt

Fi
n

d
 y

o
u

r 
M

a
rk

e
t 

C
e

n
te

r'
s 

M
u

lt
i-

Y
e

a
r 

T
re

n
d

 r
e

p
o

rt
 o

n
 m

yk
w

.k
w

.c
o

m
. 

C
lic

k 
R

e
p

o
rt

s,
 t

h
e

n
 M

a
rk

e
t 

C
e

n
te

r.



 Regional Leadership Manual – v1114.1 © 2014 Keller Williams Realty, Inc. 71 

Language of Real Estate – Step 3 (Sample) 
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Language of Real Estate – Step 4 (Sample) 
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Step 4: Develop Your Talking Points
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Training TrackingTraining TrackingTraining TrackingTraining Tracking    

Where are we? T2 is the second of the Growth Initiative value tools. 

 

 

 

 

 

 

 

 

Overview 

T2 is a tracking tool meant to help communicate the value of your Market 

Center’s training. It allows the Market Center to compare productivity to 

training attendance to show how much agents who attend training increase 

their production. When agents can hear exactly how training has helped with 

other agents’ production and their business, the Market Center has the 

following benefits: 

• A standards and expectations setting tool about the training your 
agents will attend both as they join and ongoing in their careers; 

• An attendance booster for your training to further increase 
production for more and more of your agents; 

• A recruiting tool to provide evidence of benefit for our training; and 
• A retention tool for agents who understand the value Keller 
Williams has provided their business. 

Implement the Training Tracking! 
The following pages provide content that may be used to 
have a dialogue with Market Center leadership in your 
Region to help them implement Training Tracking. 

 

 

  

YOU 

ARE 

HERE 
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What is T2? 

T2 validates and builds our value proposition. It is a simple spreadsheet that 

the Market Center will use to track who has attended training and then 

compare the productivity of those training agents to the agents that haven’t 

gone to training.   

Like LORE, T2 will tell us two distinct stories that we can use to grow our 

Market Center: 

1. The Value – the story we can share externally about the successes 
our agents are experiencing 

2. The Opportunity – the story about how we can improve the 
successes our agents are experiencing 

The goal is to communicate both stories properly with all appropriate 

audiences, so that your value story will attract top agents, and your 

opportunity story will unite the Market Center to create an even BIGGER 

value story in the future.  
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How do we use T2? 

Implementing training tracking is a simple five-step process. 

Implement Training 

Truth: It’s not “build it and they will come,” but rather  

“provide and prove value, and they will come.” 

Many Market Centers struggle with the challenge of too few agents attending 

their training. Usually this boils down to one of three issues:  

1. The training being offered doesn’t show value;  

2. Agents don’t see the value; or  

3. Both!  

Communicating an awesome training calendar is definitely the easier of the 

two challenges. But first it has to be valuable and dollar-productive. Not 

having a world-class training calendar can be a combination of several 

factors. For instance, is the calendar offering training at all levels such that 

we are inspiring the top level of agents and providing them value? Or is the 

training addressing the specific needs in the Market Center?  

How can we fix this? Look at your training calendar and consider two things 

with your Market Center leadership, investors, and ALC: 

1. How is our current training calendar driving (or not driving) the 
results we are (or are not) currently experiencing?  

2. If we want a more effective training that drives better results, what 
are we going to do differently? 

Implementing a more effective training calendar is not about having 9,000 

classes in your Market Center each month. It’s about the effectiveness of the 

training you do have.  

To construct your training calendar in a simple yet purposeful way, make 

sure that each month your Market Center calendar includes the following: 

� One major Keller Williams training event each week  
 

� An Ignite session every single day (follow the course format!) 
 

� Dynamic, eventful team meeting each month with a powerful training 
moment 

 

� An ALC meeting each month with a training component for top 
producers—this brings people into the ALC meeting because they 

want to learn what the top people are learning 

Step  

1 
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To be purposeful about the training you have, aim it at your Market Center’s 

challenges. Look at your LORE tool and Trend tool. Any weaknesses you 

have today (e.g., low listings taken or contracts written) are going to show up 

30, 60, and 90 days from now in terms of Market Center and agents’ closed 

production and profitability. Likewise, any changes you implement today 

won’t show results for 90 days. So if the Market Center is light on listings 

taken in the current month, you know you need to focus your training efforts 

now on listings (e.g., Win with Sellers) to make sure that 90 days from now 

you see that trend go up. If you can proactively tie your training to where you 

are struggling, your training can help to turn the productivity roller coaster 

into a smooth, ongoing ascent. 

Once your training calendar is set, it should be sent out no later than the 20th 

of the preceding month to allow your agents and recruits to make the 

training part of their calendar! 
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Take Attendance 

Truth: Everybody wants to be counted! 

Just by setting the expectation that your Market Center leadership cares 

enough to take attendance on who is showing up to the training, agents will 

start attending more. And by taking attendance, you can then see what results 

those people who are attending are seeing in their productivity. Done well, 

this is a good self-management tool for the agents to show up—it sets an 

expectation that everyone is expected in the training and the training actually 

delivers value. 

As an example of just how dramatic the results can be, when the Arlington, 

Texas, Market Center began tracking their training, they saw that the 32 

percent of their agents who were actually attending training were generating 

70 percent of the GCI in the Market Center. When the Market Center 

leadership shared this with their agents at the sales meeting, it drove 

attendance to their training in a big way. And it wasn’t just the new agents 

that began coming; their results actually prompted one of the biggest top 

producers in the Market Center (who wasn’t in the training group) to 

immediately begin attending the training.  

For T2 attendance, we are only looking at KWU training and events (not 

industry training offered to our agents). The goal is to demonstrate the value 

of being with Keller Williams, so instead of tracking training they could get 

anywhere, we want to focus our efforts to track: 

• KWRI training (Mega Camp, Family Reunion, etc.) 

• KW MAPS Coaching 

• Keller Williams Regional KWU training 

• Market Center KWU training (including Market Center team meeting 

and ALC meeting) 

 

 

 

  

Step  

2 
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Convert to a Spreadsheet 

After every class, the MCA will make sure that the sign-up sheet is converted 

to a simple spreadsheet. Be accurate with your attendance taking! Mark a one 

(1) in the cell underneath the training class if the agent attended that class.  

 

Pull the Numbers 

The MCA will take this spreadsheet and create the T2 productivity 

comparison immediately on a monthly basis. It’s important to start 

immediately tracking your training with this tool and do it each month! Don’t 

wait until you’ve reengineered your calendar, etc. After 90 days, you will see a 

clear pattern emerging about how effective the training is, but some patterns 

will become apparent even sooner.  

The pattern you are most interested in are what has happened between two 

specific groups of agents: 1) those who attended two training classes per 

month; and 2) those who didn’t. These will be your two groups for 

comparison. With these two groups, you will then look at the GCI and/or 

closed units of the group that attended training versus the group that didn’t 

attend training. What differences do you see in the numbers for each group? 

And what does that tell you about the success of the training agents versus 

those who don’t train?  

 

 

 

 

 

  

Step  

3 

Step  

4 
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Communicate the Numbers 

Once you’ve done the comparisons, instead of just communicating the 

numbers haphazardly, the goal is to be purposeful in how we communicate 

the story of the numbers. Each month the OP, TL, and MCA will have their 

after-transmittal meeting to go through the Growth Initiative tools, including 

the T2. This is the leadership’s opportunity to uncover the stories (value and 

opportunity) the numbers are telling them.  

From there the Market Center leadership will take those stories to the staff in 

the staff meeting. After the staff understands the numbers and can 

communicate the stories, the Market Center leadership will take the value 

story to the agents in the Market Center through the ALC meetings and the 

team meetings. Once the agents in your Market Center are energized with 

this story, they will be excited to help the Market Center share those stories 

with non-Keller Williams agents through a variety of channels: 

• Social media 

• 33 Touches 

• Recruiting calls 

• Recruiting appointments 

• And any other way you or your agents communicate with other 

agents! 

The goal is to communicate the value story in a way that lets the numbers do 

the heavy lifting. This will point to an undeniable path for your agents to be 

more successful. As your agents choose to take this path, their successes will 

lead to a process of continual improvement of the evidence of the value you 

offer. The way to illuminate this path and to turn this report into a tool is to 

communicate the successes to everyone. This path will actually help to set a 

bar that all agents see as a possibility for achievement in your Market Center. 

This in turn becomes a standard that the TL can recruit to! 

In the TL’s recruiting conversations, T2 allows you to have more powerful 

LORE conversations with top agents. It allows you to share both how the 

Market Center is outpacing the market (LORE) and why (T2). This gets 

recruits excited about coming into our training, which will allow them to 

experience how Keller Williams will help them first-hand. This makes the 

TL’s job much easier. And T2 is also a good retention tool for your MCA, 

because it allows you to see who is not engaging. This gives the MCA a 

guidepost as to who they need to focus on in their retention efforts. 

 

 

 

  

Step  

5
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Questions to Consider 

Truth: It’s a growth process. 

Don’t beat yourself up if your numbers aren’t all awesome right from the 

start. As you demonstrate that you are providing real value, more and more 

people will come and your numbers will go up. And if you are experiencing 

low results, figure out why your training isn’t leading to production and fix it.  

In looking at how you can improve on your T2 results, consider the following 

with your Market Center leadership, investors, and ALC: 

1. Are classes growing (at a rate that is outpacing your Market Center 
agent count growth)? Why or why not? 

 

2. What do our training attendance numbers this month (which are a 
lead indicator of our Market Center’s future success!) tell us about the 

effectiveness of our training? 

 

3. How effective is our messaging around training? Does it prove the 
value?  

 

4. Is our training action based and does it give agents the steps and 
motivation to implement? 

 

5. Are we focusing on new agent training or do we have training for all 
levels? (again, it’s not about having lots and lots of training; just be 

purposeful about the variety!) 

 

6. How does the training we offer highlight the benefit of being with 
Keller Williams? Are we teaching KWU training or are we leveraging 

too much industry training they could get anywhere?  

 

7. Are our trainers living up to our standards of being both credible on 
the topic and a great trainer? (remember, just because an agent is 

good at something doesn’t mean they are good trainers)  

 

8. Are our trainers living up to our standards of teaching the materials, 
versus “teaching by war stories?” 

 

9. Is our training aimed at the productivity challenges of the Market 
Center? (let LORE and Trend guide the way) 
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Training Tracking Spreadsheet (Sample) 
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Notes 
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TrendTrendTrendTrend    

Where are we? The Trend tool is the final Growth Initiative value tool. 

 

 

 

 

 

 

 

 

Overview 

The Multi-Year Trends tool (“Trend”) is both a value and vision tool, 

allowing the Market Center to focus on: 

• The value the Market Center has provided agents in the last 90 days 
• What the next 90 days are going to look like for the agents and the 
Market Center  

• Where the Market Center needs to focus now to improve those 
results for the agents and the Market Center in the next 90 days 

 

Implement the Trend Tool! 
The following pages provide content that may be used to 
have a dialogue with Market Center leadership in your 
Region to help them implement the Trend tool. 

 

 

 

 

 

 

 

YOU 

ARE 

HERE 
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What Is the Trend tool?  

The Multi-Year Trends tool (Trend) is a production report that tracks 

monthly performance for 41 metrics. Some of these metrics are report cards, 

telling us how the agents and our Market Center did over the last 90 days and 

in the context of past years’ performance.  

Some of these metrics are vision tools, in that they give you a glimpse into 

the future up to 90 days from now to see how your agents and your Market 

Center will be doing in the coming months. Combined with the Cap 

Management, Gross Goals worksheet, and Pipeline tool, this allows you to 

tie recruiting activities to performance.  

 

Trend categories 

1. Total Agent Count 

2. Recruiting Appointments 

3. Gross Agent Gain – how many agents joined the Market Center in  

the month 

4. Net Agents – Gross Agent Gain minus any attrition during the month 

5. Closed Units – listings and buyer sides 

6. Closed Units per Agent 

7. Closed Sales Volume – total dollar value (sales prices) of all Closed Units 

8. Sales Volume per Agent – Closed Sales Volume divided by Total  

Agent Count 

9. Listings Taken – number of listings not yet sold  

10. Listings Taken Volume – total dollar value (list prices) of all Listings 

Taken 

11. Listings Sold – number of listings sold in the production month 

12. Listings Sold Volume – total dollar value (sales prices) of all Listings Sold 

13. Contracts Written – number of buyer sides not yet sold  

14. Contracts Written Volume – total dollar value (sales prices) of pending 

buyer sides 

15. Closed GCI – Gross Commission Income before splits on all  

Closed Volume 

16. GCI % of Closed Sales Volume  

17. GCI per Closed Unit 
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Trend categories (cont.) 

18. GCI per Agent 

19. Average Sale Price 

20. Paid on Volume (“POV”) – total dollar value (sales prices) only on 

transaction volume that the company receives company dollar on from 

uncapped agents. 

21. POV % of Closed Sales Volume 

22. POV per Agent 

23. Company Dollar (“Co$”) 

24. Co$ percentage of GCI 

25. Co$ per Unit 

26. Co$ per Agent 

27. Approved Expenses 

28. Expense % of GCI 

29. Expense % of Co $ 

30. Expense per Unit 

31. Expense per Agent 

32. Owner Profits 

33. Profit % of GCI 

34. Profit % of Co$ 

35. Profit per Unit 

36. Profit per Agent 

37. Royalties 

38. Royalties % of GCI 

39. Royalties per Unit 

40. Royalties per Agent 

41. Profit Share 
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How Do We Use the Trend tool? 

Each month, your MCA will pull the Trend tool and share with the OP and 

TL. As a Market Center leadership team, you are looking for the two stories 

that you can use to grow your Market Center: 

1. The Value – the story we can share externally about the successes 
our agents are experiencing 

2. The Opportunity – the story about how we can improve the 
successes our agents are experiencing 

The goal is to communicate both stories properly with all appropriate 

audiences, so that your value story will attract top agents, and your 

opportunity story will unite the Market Center to create an even BIGGER 

value story in the future.  

First Compare … 

As you look at your Trend, you will also want to compare your Market 

Center results to the numbers in your Region and for Keller Williams Realty 

as a whole. Due to the lag time for productivity as recruits join the company, 

especially with new agents, and due to the fact that Keller Williams is 

growing so rapidly, this means that there are some numbers (e.g., Closed 

Units per Agent) where your Market Center may naturally outpace the 

Region and Keller Williams at large!  

When you can see that your Market Center is outpacing the Region’s or even 

Keller Williams’ system-wide numbers, you will want to share that message 

to provide evidence that your Market Center is something special! For your 

staff and existing agents, this validates what they are doing and gives them 

energy. For recruits, this creates curiosity about what you’re doing that is 

working so well and gives them a tangible sense of what your Market Center 

offers them. Think about it like this: in cases where your numbers beat  

Keller Williams’, your Market Center is outpacing the number one company 

in the world! 

Now not all of your numbers will be better than the Region’s or Keller 

Williams’. So when your Market Center is below Keller Williams, or the 

Region, you may choose to share their numbers, instead of your  

Market Center’s, as evidence that our company is helping agents grow  

their businesses. 
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… Then Share! 

Truth: We are transparent, so we bring everything—the good  

and the bad. 

The TL will share these numbers with the staff at the staff meeting and the 

agents at the team meeting. At the team meeting, it’s a best practice to have 

both the OP and the MCA attend so they can hear the aha’s the agents are 

having about how this works hand-in-hand with the other Growth Initiative 

tools and how important their efforts are. If the staff is excited, they will 

have better relationships with the agents. And if the agents are excited, they 

will bring that energy into their businesses, which will lead to better and 

better results for them and the Market Center. This is delivering on your 

value to the agents.  

The TL will present the numbers at the ALC meetings as well. As the ALC 

comes to understand this tool, they will have a clear story about the value of 

the Market Center to share with other Keller Williams agents and potential 

recruits. This not only demonstrates the leadership and value of the TL in the 

eyes of the ALC, it gives the TL the opportunity to talk value to the ALC: 

growth, productivity, profit, and Profit Share. This is a powerful and positive 

way to focus the ALC on what matters, where we are succeeding, and where 

we need to up our game. This creates synergy around achieving those goals 

and energy when you do so.  

Also, the OP will also use Trend as an investment group consulting tool. 

Reviewing these numbers each month with the investors gives them a clear 

idea of how they can help the Market Center in the next 90 days. 

As you share the numbers, find the categories to celebrate and then really 

celebrate them. Then ask, “Would you like to have more categories to 

celebrate?” Their answer will of course be, “Yes!” So figure out what the 

next focus should be and get all eyes focused on that. For most, a focus on 

productivity is a focus on increasing listings taken and listings closed because 

those categories drive other productivity categories. For recruiting, the 

number to drive will always be appointments, which will in turn drive gross 

and nets. 
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Growing the Numbers 

Because the Trend tool is a leadership tool that allows you to quickly see 

what is going on in the Market Center in terms of activities for the last 90 

days and vision for the next 90 days, it is an invaluable consulting tool for the 

OP-TL relationship. Just remember, there’s no stick—only sugar! We’re 

letting the numbers do the heavy lifting in terms of focusing the TL and 

MCA. They will be able to see their performance both in the historical 

context of the Market Center and in the context of Keller Williams and 

Regional performance. So we are using evidence, not emotion, to consult, 

which makes our leaders far more open to the coaching dialogue and what 

we need to do in our Market Centers to be on track with our goals. 

When you review the Trend each month, consider the following: 

1. How do our numbers compare to last month? Last year? Why? 
 

2. How do our numbers compare to the Region’s? Keller Williams 
Realty? Why? 

 

3. What are the “report card” metrics, which tell us our performance 
for the last 90 days? 

 

4. What do the report card metrics tell us about our last 90 days? Why is 
that? What does this tell us we need to do differently? 

 

5. Which metrics are “vision” metrics that tell us what the next 90 days 
will look like?  

 

6. What do the vision metrics tell us the next 90 days will look like? 
What can we do today to start making that future brighter? 

 

7. How do these metrics match up to our Cap Management, Gross 
Goals, and Pipeline strategies? Do we need to adjust any goals to stay 

on track? 

 

8. Which of these numbers are value stories we can share in recruiting 
appointments, investor meetings, staff meetings, ALC meetings, and 

team meetings?  

 

9. Which of these numbers are opportunity stories we can share in our 
next investor meetings, staff meetings, ALC meetings, and team 

meetings to focus our efforts as a united Market Center on improving 

them? 
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Visioning Question:  

What do I do today to make sure my growth net matches my goal in 90 

days? 

The goal of profitability is consistency throughout every month. Some 

months will naturally be more productive than others because of market 

seasonality. Be wary of getting too intoxicated by high profitability in the 

busy summer months—this can lead to expense creep and things like 

premature bonuses and dividends. Use the Trend along with the Cap 

Management, Gross Goals, and Pipeline tools to make sure that recruiting 

and profitability will also be there in the upcoming months, especially if those 

months are historically slow in your market.  

Truth: It’s units, not volume! 

As you look to improve your numbers, make units your battle cry—not 

volume. You can’t control the average sales price in your markets or the sales 

price band in your market that is selling at the moment. But you can control 

units by attracting top producers and teaching your agents to be more 

productive. As long as your office is generating the units and continually 

driving that number up, volume will grow. 

Across the 41 categories of the Trend tool, one thing will help you with 39 of 

them: productivity-focused training. As your T2 increases, your Trend 

numbers will also increase. The training you do today will drive your 

numbers 90 days from now, so focus on providing the right kind of training 

that gets the agents into action! 
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Multi-Year Trends Tool (Sample) 
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Daily Company Dollar Tool (Daily Daily Company Dollar Tool (Daily Daily Company Dollar Tool (Daily Daily Company Dollar Tool (Daily Co$Co$Co$Co$))))    

Where are we? The Daily Co$ is the ultimate Market Center report card—

and the final Growth Initiative tool.  

 

 

 

 

 

 

 

 

Overview 

Daily Company Dollar (Daily Co$) is a daily report created by the  

Market Center that gives the Market Center: 

• A vision tool to see how their Company Dollar is growing day to 
day, whether you are meeting the goal, and predict where you might 

end up in the month; 

• Focus on deals that are falling through in order to fix the issues and 
retain agents and commissions; and 

• Visibility into the impact on Company Dollar of what’s being done 
(or not done) in the Market Center and consider what adjustments 

should be made. 

 

Implement the Daily Company Dollar Tool! 
The following pages provide content that may be used to 
have a dialogue with Market Center leadership in your 
Region to help them implement the Daily Co$ tool. 

 

 

 

  

YOU 

ARE 

HERE 
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What is the Daily Co$? 

Question: When do we as business owners turn profitable in any  

given month?  

It may seem like a strange question until you consider that expenses usually 

recur each month, which means that each month our breakeven hurdle for 

the revenue we need to cover those expenses also resets. So another way of 

considering this question is, “How much of our month are we giving 

ourselves to focus on building our profit?” The earlier in the month we can 

overcome this breakeven hurdle, the more time we give ourselves to build 

profit in the Market Center. 

As you begin to track Daily Co$ and compare it to your monthly expenses, 

you will get better and better at predicting when in the month your Daily Co$ 

will meet your expense needs for that given month. This “Breakeven Day” is 

a moment of excitement and energy in the Market Center. For the OP and 

investors, it means production from then on out will be profit. And for TLs 

who may be bonused on profitability, this is an energy tool because this is the 

moment where they are really ramping up their personal wealth creation. 

By tracking your Daily Co$, you can focus on shortening the time it takes to 

hit that breakeven hurdle each month. The Daily Co$ tool helps us first by 

clarifying for the Market Center leadership what our baseline performance is 

and what initiatives we put into place are doing to improve and create a new 

baseline.   

Take a look at the Daily Co$ tool template. It is a basic worksheet that is easy 

to complete once you understand a few simple definitions: 

• Total = deals that have closed, transactions have been entered in our 
system, and Co$ has actually been deposited in the Market Center’s 

bank account for the current month  

• Outstanding = Co$ for deals projected to close in the current 
month; not everything we write will close at all or close in the current 

month 

• Best Case = Total plus 100 percent of Outstanding Co$ 
• Fallout = Total plus 80 percent of Outstanding Co$ to account for 
deals that will not close. Your Market Center’s fallout may be more 

or less, in which case you can change the formula to represent your 

numbers  

• Last Year = Last year’s Co$ for the same period; this is a measuring 
stick comparing how we are growing year over year 

• Goal = What our budgeted Co$ goal was for the period 
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How Do We Use the Daily Co$? 

Completing the Daily Co$ is a daily discipline. Every day at the close of 

business, the MCA will generate the report based on the changes to the 

closed and pendings that occurred during the day and then share the report 

with the OP and TL. 

Truth: The Daily Co$ allows you to see the BIG picture of what’s 

happening with the revenue, so you can then drill down and  

find out why. 

There are a number of things the Daily Co$ will point out to you, so as you 

look at it, consider the following: 

• What is our expense need this month? 

• What is our goal for Breakeven Day? What day are we actually 

tracking toward right now? 

• If Breakeven Day is getting earlier in the month from month to 

month: 1) great job!; and 2) what are we doing that is leading to this 

success? How can we improve on that? 

• If Breakeven Day is getting later in the month from month to month, 

what aren’t we doing that is allowing that? Is this a training issue, 

recruiting issue, or both?  

• What is our fallout percentage? Is it decreasing or increasing? Why? 

Another benefit of the tool for MCAs is peace of mind. Before the tool, 

many MCAs waited until the end of the month to understand closings and 

pendings. As a result, those MCAs’ stress levels would go way up at the end 

of the month unnecessarily. With the habit of the Daily Co$ where the MCA 

is tracking closing and pendings on a daily basis, it gives the MCA a better 

grasp of what deals are really going to close that month, which makes 

transmittal much smoother for the MCA at the end of the month.  
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Decreasing Fallout 

While increasing productivity through training and recruiting is always a 

focus for us to increase our Daily Co$, the quickest way to grow Company 

Dollar is to focus on the deals your existing agents already have and ensure 

that the greatest possible percentage of them close each month.  

The MCA’s focus on what closings and pendings there are for the month will 

naturally open up the dialogue with agents about where they are in their 

transactions and what’s needed to get the deals done. This will uncover issues 

the agents are experiencing or anticipating that may cause the deal to fall 

apart. This in turn allows your MCA to provide “quick-fix” solutions to 

certain challenges.  

As the MCA tracks and communicates these issues with the TL and OP, 

your Market Center leadership can also focus on solving the broader 

challenges the agents are facing that require more than a quick-fix. Are the 

Market Center’s related service providers (mortgage, etc.) helping or 

hindering deals from closing? What skills and knowledge are the agents 

struggling with?  

Clarity around fallout due to lack of knowledge and skills then helps the TL 

and ALC set training classes that will meet these challenges. When you can 

build training around the issues that agents are facing, it means that agents 

will attend, leading to more production, providing more value to your agents, 

and driving up T2, LORE, and Trends for your recruiting.  

Many agents depend on their deals going through to provide for their 

families and stay happy and healthy in the business. In that respect, the Daily 

Co$ tool’s ability to help you curb fallout is not just a Company Dollar 

retention tool; more importantly, it is an agent retention tool!  

Helping Agents 

There’s one last way the Daily Co$ tool can help your agents and Market 

Center. Running a Mega Agent team is very similar to running a Market 

Center. Because of that, Market Centers can also teach this tool to agents for 

tracking their Agent Commission Dollar and what it takes for them to break 

even and get profitable in any given month. A daily tool like this can be a 

great reminder of the importance of daily lead generation and the importance 

of bullet-proofing their transactions. This is both a retention tool for agents 

in the Market Center and a growth tool for the agents’ individual productivity 

and therefore the Market Center’s total productivity!  
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Daily Company Dollar Tool (Sample) 

 

 

 

 

 

 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  

$14,127.50 TOTAL RECEIVED

$60,939.41 OUTSTANDING PENDING TO CLOSE

$75,066.91 BEST CASE

$62,879.03 FALLOUT EST 20% PROJECTION

$52,333.52 LAST YEAR

$83,072.00 GOAL

DAILY COMPANY $ TOOL
5/6/2014
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Notes 
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The Regional Report Card 
 

 

 

 

 

 

 

 

 

The Regional Report Card is a powerful tool that allows a Regional Director 

to quickly assess how successfully the Market Centers in their Region are 

implementing the Growth Initiative. 

     

Regional Report Card

Market 

Center

RD 

Notes MTD YTD

YTD

Goal

RD 

Notes MTD YTD

YTD

Goal

Cap 

Mgmt

Gross

Goal Pipeline T2 LORE Trend

Daily

Co$

RD 

Notes MTD YTD

YTD

Goal

RD 

Notes MTD YTD

YTD

Goal

Market Center 1 31 287 360 13 78 80 x x x x x x x 8 23 27 5,289 61,732 167,737

Market Center 2 14 130 360 1 20 67 x -5 -12 45 8,731 90,452 107,787

Market Center 3 28 198 360 7 61 88 x x x x x x x 4 18 27 456 60,650 88,760

Market Center 4 45 323 360 8 59 118 x x x x x x x 5 10 56 15,650 68,556 102,615

Market Center 5 40 289 360 12 84 49 x x x x x x x 3 36 35 28,479 149,522 137,247

Market Center 6 29 252 360 10 54 42 x x 8 21 24 22,789 98,579 96,702

Market Center 7 41 271 360 5 31 67 x x x x x x x 5 13 36 26,288 141,072 181,621

Market Center 8 17 152 360 8 61 48 x 5 19 27 18,792 83,710 153,993

Market Center 9 23 172 360 9 44 84 x x x x x x 2 15 42 4,263 23,482 79,304

Market Center 10 38 284 360 3 41 55 x x x x x x x 1 10 27 7,576 23,598 40,501

Market Center 11

Market Center 12

Market Center 13

Market Center 14

Market Center 15

Market Center 16

Market Center 17

Market Center 18

Market Center 19

Market Center 20

TOTALS 306 2358 3600 76 534 698 36 153 346 138,313 801,352 1,156,266

ToolsAppointments Gross Net Owner Profit
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How to Use the RegionalHow to Use the RegionalHow to Use the RegionalHow to Use the Regional    Report CardReport CardReport CardReport Card    

Step 1. Fold the Regional Report Card 

 

 

 

 

 

 

 

 

 

 

 

Step 2. Compare Appointments and Gross 

 

 

 

 

 

 

a. Appointments – Inspect the number of appointments the Team 
Leader is achieving. There may be an opportunity for the Regional 

Director to consult the OP on supporting the TL in developing their 

skill in leveraging recruiting with the Language of Real Estate in order 

to make incremental progress in securing more appointments. 

b. Gross – If the number appointments is not correlating to gross 
recruiting with a proportionate number of agents joining the Market 

Center, there may be an opportunity for the Regional Director to 

consult the OP on improving the TL’s appointment to gross 

conversion ratio by supporting the TL in strengthening their needs 

analysis and value proposition demonstration skills. 

Regional Report Card

Market 

Center

RD 

Notes MTD YTD

YTD

Goal

RD 

Notes MTD YTD

YTD

Goal

Cap 

Mgmt

Gross

Goal Pipeline T2 LORE Trend

Daily

Co$

RD 

Notes MTD YTD

YTD

Goal

RD 

Notes MTD YTD

YTD

Goal

Market Center 1 31 287 360 13 78 80 x x x x x x x 8 23 27 5,289 61,732 167,737

Market Center 2 14 130 360 1 20 67 x -5 -12 45 8,731 90,452 107,787

Market Center 3 28 198 360 7 61 88 x x x x x x x 4 18 27 456 60,650 88,760

Market Center 4 45 323 360 8 59 118 x x x x x x x 5 10 56 15,650 68,556 102,615

Market Center 5 40 289 360 12 84 49 x x x x x x x 3 36 35 28,479 149,522 137,247

Market Center 6 29 252 360 10 54 42 x x 8 21 24 22,789 98,579 96,702

Market Center 7 41 271 360 5 31 67 x x x x x x x 5 13 36 26,288 141,072 181,621

Market Center 8 17 152 360 8 61 48 x 5 19 27 18,792 83,710 153,993

Market Center 9 23 172 360 9 44 84 x x x x x x 2 15 42 4,263 23,482 79,304

Market Center 10 38 284 360 3 41 55 x x x x x x x 1 10 27 7,576 23,598 40,501

Market Center 11

Market Center 12

Market Center 13

Market Center 14

Market Center 15

Market Center 16

Market Center 17

Market Center 18

Market Center 19

Market Center 20

TOTALS 306 2358 3600 76 534 698 36 153 346 138,313 801,352 1,156,266

ToolsAppointments Gross Net Owner Profit
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a. Fold the report card 

so that Appointments 

and Gross are 

grouped together.  

b. Fold the report card 

so that Tools and 

Net are grouped 

together.  

RD 

Notes MTD YTD

YTD

Goal

RD 

Notes MTD YTD

YTD

Goal

31 287 360 13 78 80

14 130 360 1 20 67

28 198 360 7 61 88

45 323 360 8 59 118

40 289 360 12 84 49

Appointments Gross
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Step 3. Compare Tools and Net 

 

 

 

 

 

 

 

a. Tools – The Regional Director inspects which specific Growth 
Initiative tools each Market Center has implemented in order to build 

their Wall of Value by delivering and demonstrating value for their 

associates.  

b. Net – If the gross recruiting numbers the Team Leader is achieving 
is not producing the properly proportion increase in net recruiting 

results, the RD can then consult with their OP to help them in 

supporting their TL and staff to implement any tool(s) they are not 

leveraging to the fullest. 

Step 4. Review Owner Profit 

 

 

 

 

 

 

 

a. Owner Profit – The ultimate benefit of a Market Center leveraging 
the Growth Initiative tools is that they drive profitability. The 

Regional Director checks to see that the activities the Market Center 

Leadership are doing are correlating to the Owner Profit being 

produced. Outstanding activity levels ultimately resulting in 

outstanding Owner Profit is cause for celebration! If a Market 

Center’s activities are not translating into Owner Profit, the Regional 

Director should consult with the OP to identify the systems, tools, or 

skills that can be improved to empower the Market Center to reach 

and exceed their profitability goal.  

Cap 

Mgmt

Gross

Goal Pipeline T2 LORE Trend

Daily

Co$

RD 

Notes MTD YTD

YTD

Goal

x x x x x x x 8 23 27

x -5 -12 45

x x x x x x x 4 18 27

x x x x x x x 5 10 56

x x x x x x x 3 36 35

Tools Net

RD 

Notes MTD YTD

YTD

Goal

5,289 61,732 167,737

8,731 90,452 107,787

456 60,650 88,760

15,650 68,556 102,615

28,479 149,522 137,247

Owner Profit
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Review Performance Regularly and 

Consult OP 

General GuidelinesGeneral GuidelinesGeneral GuidelinesGeneral Guidelines    

1. Meet each OP monthly to track Market Center production.  
2. Prior to these meetings, you and your OPs should separately review 
the financials and tools. 

3. Your monthly accountability sessions should be driven from your 
OP’s 4-1-1 and numbers. 

4. Make sure you understand the top issues for OPs in each phase of 
development.  

5. Follow the KWU Consulting best practices for conducting your 
consulting sessions.  

6. Keep a file for each Market Center. Have a tab in the file labeled 
“Next Meeting.” Put all issues that come up between meetings in the 

Next Meeting tab. 

Example: If they have modified one of the KW systems, write a note 

on this and put it in the file. Bring it up in the next accountability 

meeting. Exception: Compliance issues should be addressed 

immediately with legal@kw.com. 
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Notes 
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Developing New Market Centers 

Ongoing Pipeline of Ongoing Pipeline of Ongoing Pipeline of Ongoing Pipeline of     
Phenomenal CandidatesPhenomenal CandidatesPhenomenal CandidatesPhenomenal Candidates    

 

10 Major Sources 3 Ways to Make Contact 

1. Database of top 20 percent 
agents in your Region  

2. Allied resources: 
• Title companies 

• Loan companies 

• Lawyers 

• Real estate contacts 

• Friends 

3. Your real estate community farm: 
• Top associates in the market 

area 

• Conversions, acquisitions, 

mergers, and fold-ins 

• Managers currently with a 

real estate company 

• Real estate schools 

4. Your sphere of influence  
5. Seminars 
6. CRB/CRS lists 
7. Career opportunity meetings 
8. Educational events and seminars 
9. KW associates 
10. KW leadership 

1. By telephone. Five things people 
value that you will call them about: 

___________________________ 

___________________________ 

___________________________ 

___________________________ 

2. In writing (email or regular mail). 
Five things people value that you 

will send:  

___________________________ 

___________________________ 

___________________________ 

___________________________ 

 

3. In person. Five events or activities 
that put you face-to-face:  

___________________________ 

___________________________ 

___________________________ 

___________________________ 
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The Franchise Document 

Ten Things to Tell Your ProspecTen Things to Tell Your ProspecTen Things to Tell Your ProspecTen Things to Tell Your Prospects ts ts ts 
When Discussing the Market Center When Discussing the Market Center When Discussing the Market Center When Discussing the Market Center 
LicenseLicenseLicenseLicense    

1. Who You Are 

“I am the Keller Williams Regional Representative for the 

_________ Region. I locate qualified real estate professionals who 

are interested in owning a Keller Williams Market Center, explain the 

distinctive features of the Keller Williams system, take the candidate 

through the RSTLM process and consult with them in completing 

their franchise applications to send to KWRI for review. I cannot 

award you a franchise or guarantee that KWRI will approve your 

application.” 

2. Franchise Disclosure Document (FDD)  

“I will order the FDD for you from KWRI. It contains disclosure 

information required by the government, as well as useful 

information about KWRI, company financials, and the Market 

Center franchise system. It also contains samples of the contracts 

that must be signed if you are approved as a franchisee. You, your 

lawyer, and your CPA (United States) or CA (Canada) should read it 

cover-to-cover. If you have questions, you will be referred to KWRI’s 

Legal/Commitment Department. However, operating as a Keller 

Williams Franchisee is not for everyone, and you must ultimately rely 

on your advisers’ advice and your own best judgment.” 

3. The Importance of a Lawyer 

“I encourage you to have your lawyer review and explain the FDD, 

License Agreement, and other franchise information to you. The 

Keller Williams contracts are intended to fairly balance the rights of 

individual Market Center operators against KWRI’s interest in 

protecting the Keller Williams system. But you may find some of the 

obligations and restraints that the License Agreement imposes on a 

licensee unacceptable for someone with your behavioral style, 

financial position, or risk tolerance. It’s important to discover those 

issues prior to signing the agreement since there is no negotiation of 

these agreements. Additionally, any tax or estate planning should be 

completed prior to submitting the franchise application and signing 

the franchise documents.”  
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4. Who Awards the Franchise 

“KWRI decides whether to award you a Market Center franchise. 

KWRI will take into account my judgment about your qualifications 

and your passion to succeed. But I cannot award you a franchise or 

guarantee that KWRI will approve your application. Please remember 

that nothing I say should be interpreted as a promise that you will be 

awarded a Market Center franchise.” 

5. The RSTLM Process 

“There is a process we go through to determine if we are a match and 

should be in business together. The steps include …” 

6. Profit Share 

“The Keller Williams system embodies many distinctive features. Our 

Profit Sharing Program is one of them. If you recruit other successful 

associates for any Market Center, you may be rewarded by sharing in 

that Market Center’s profitability.  

“Furthermore, the way you and your associates make money in a 

Keller Williams franchise is to sell real estate. We never encourage 

you or your associates to focus primary attention on recruiting other 

associates other than emphasizing that higher associate counts can 

lead to higher revenue and profit for the Market Center.”  

Note: KWRI knows of no state/provincial law or regulation under which the 

Profit Sharing Program would be illegal anywhere in the United States or 

Canada. However, you are responsible for making certain that the Profit Sharing 

Program is legal in your area. 

7. Commissions at Closing 

“Another practice that distinguishes a Keller Williams Market Center 

from other brokerage operations is paying our associates their 

commissions at closing. We have reviewed the ethics rules of the 

National Association of REALTORS® (United States) and the 

Canadian Real Estate Association (Canada) and Real Estate 

Commission regulations and are satisfied that the practice of paying 

commissions at closing is legal.”  

Note: You are responsible for making certain that this statement is true in your 

area as we are aware of situations in which it has been challenged. 
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8. Noncompete Issues – Employee 

“If you work (or formerly worked) under contract with another 

franchised or independent real estate company, have your attorney 

check your contract for restrictions that might stop you from 

opening a KW Market Center or recruiting associates to join your 

Market Center. Also, see what your contract says about client lists 

and other materials your previous affiliations may claim as 

confidential or proprietary.” 

9. Noncompete Issues – Former Owner 

“If you had ownership in another real estate franchise, check your 

agreement for covenants against competition and other restrictions 

that might stop you from joining Keller Williams Realty or from 

recruiting others to join your Market Center. Also, see what your 

contract says about client lists and other materials the franchisor 

might claim as confidential or proprietary. KWRI will require written 

evidence that you have severed your ties with the franchisor and that 

you are free to discuss a new affiliation with the Keller Williams 

system. It is imperative that you have your attorney review any 

previous contracts or agreements prior to purchasing a Keller 

Williams franchise. KWRI has no control or responsibility for 

problems related to your previous contractual obligations that arise 

before or after you purchase your Keller Williams franchise.” 

10. Don’t Jump the Gun 

“Don’t sign a lease, or incur other financial obligations for your 

proposed Market Center location, prior to being awarded the 

franchise. Sometimes there are regulatory problems or other issues 

that might slow us down. When this happens, the process cannot be 

rushed. Don’t jeopardize your chance of being approved by jumping 

the gun. You and you alone bear the responsibility for any contracts 

you have signed.” 
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Key Provisions of the License Key Provisions of the License Key Provisions of the License Key Provisions of the License 
AgreementAgreementAgreementAgreement    

1. Market Center Awarded Area – Production 

The License Agreement describes a territory, an “Awarded Area,” 

that is the franchisee’s to develop. Only one Market Center may be 

opened in an Awarded Area, but this does not prohibit other Keller 

Williams franchises and their agents from providing real estate 

brokerage services to customers within the Awarded Area. Beginning 

in the seventh month after the Market Center opens, it must begin 

averaging $20,000 a month in closed GCI. The benchmark moves up 

to $45,000 in the thirteenth month and to $125,000 in the twenty-

fifth month. If it fails to meet and maintain these averages, KWRI 

may begin a process to notify them of this default. KWRI can also 

adjust the Awarded Area after three years if the owners haven’t 

maximized the market’s potential. However, KWRI will not leave the 

franchisee with an area that has an awarded area potential of less than 

1,000 closed units and approximately 500 associates. 

Note: A Unit reflects one transaction, a single property bought and sold, not buy 

and sell sides of one transaction. 

KWRI may approve the grant or operation of a Strategic Market 

Center in a distinct market that has less than 1,000 closed units and 

500 associates.  Depending on the potential production in the 

market, KWRI may not enforce the above-referenced GCI 

requirements and may allow for modified leadership requirements. 

2. Market Center Awarded Area – Growth 

KWRI may also adjust the Awarded Area if the market’s potential 

ever grows significantly beyond 1,000 closed units. In that case, 

KWRI may combine part of the Awarded Area with enough new 

territory to create a separate market with a volume potential of at 

least 1,000 closed units a year. Under certain circumstances, the 

franchisee may have the first option to open a second Market Center 

in the new territory. KWRI will take care to ensure that the original 

Awarded Area still contains at least 1,000 units in annual closed unit 

potential at the time the adjustment occurs. 

3. Competition 

The License Agreement shelters the licensee from competition from 

other Keller Williams brokers to the extent that KWRI will not 

permit another operator to open an office in an awarded territory. 

There are no other exclusive rights in the awarded territory, and the 
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licensee does not “own” it. Other Market Center operators are free to 

advertise, accept listings, and show properties in an awarded territory. 

They may also recruit associates in the awarded territory from any 

organization except Keller Williams Realty. The License Agreement 

restricts the activities that may be conducted in another Market 

Center’s territory. You may not open an office of any sort in 

another’s territory that is identified in any way with the Keller 

Williams name, and you may not recruit associates from another 

Keller Williams office. KWRI expects you to focus on other 

competing offices, not your fellow Keller Williams franchisees. 

4. Market Center Financing 

A licensee may want to finance their Market Center by inviting others 

to invest in the business entity (corporation, partnership, or LLC) 

that will hold the Market Center license. The licensee may want to 

motivate or reward top producers by giving them a chance to invest 

in the Market Center. So long as the Operating Principal retains a 

majority interest of the voting rights in the entity that holds the 

license, and the potential investors have the financial capacity and a 

clean cultural history, KWRI will allow the franchisee entity to have 

multiple investors. However, strict legal rules apply to the offering of 

ownership interests in business entities, and KWRI expects the 

licensee to comply with those rules. Therefore, if ownership interests 

are offered in the business, any offering materials required by federal 

or state/provincial law must be submitted to KWRI for review. The 

licensee must pay KWRI a fee to cover its review costs. The 

minimum fee is $2,500. It may go higher if KWRI’s legal fees and 

related expenses exceed that amount. Remember, no ownership may 

be granted without KWRI’s express approval, and KWRI always has 

the right of first refusal. 

5. Residential and Commercial Brokerage 

The Keller Williams training programs and operating systems relate 

to the brokerage of residential and commercial properties. The 

License Agreement says that other services cannot be offered under 

the Keller Williams name or from the Market Center.  

6. Capping Policy 

KWRI currently caps each associate’s commission income at $50,000 

for purposes of calculating the six percent production royalty. Once a 

licensee has remitted $3,000 in royalty for an agent in a given 

anniversary year, no more royalty is owed on that agent’s 

commissions, within each Region. Understand that the commission 

cap reflects a policy KWRI currently follows; nothing in the License 
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Agreement caps the royalty on agent commissions at $3,000 or at any 

other amount. KWRI can change its policy at any time to raise the 

cap, or eliminate it altogether, and a licensee must comply with 

KWRI’s new policy. 

7. Internet Advertising 

KWRI supports Internet advertising and encourages its licensees and 

their associates to develop their own websites. However, KWRI has 

set some rules on the use of the Internet. The most important rules 

relate to the domain name and the website’s design. When a licensee 

selects a domain name for their website, they must receive prior 

approval from KWRI if it contains any of the Keller Williams 

trademarks. KWRI will then grant a license to use the domain name 

for as long as the licensee/agent is associated with the Keller 

Williams organization. Agents may not register domain names that 

contain Keller Williams trademarks. Domain names for Market 

Centers must indicate the territory of that office and cannot be overly 

broad, i.e., KW Chicago, KW Dallas, etc. 

8. Noncompetition 

Most franchise companies prohibit their franchisees from engaging in 

competing businesses, both while they are franchisees and for a time 

after they leave the organization. The Market Center License 

Agreement contains a noncompetition agreement that protects the 

Keller Williams system, yet recognizes that KWRI cannot expect a 

former licensee to give up their livelihood. Of course, during the time 

a licensee operates a Market Center, they cannot operate or own an 

interest in another real estate brokerage business or other competitor 

of KWRI anywhere or under any circumstances. Note: This applies to 

any investor as well. In addition, for two years after they sell or close 

their Market Center, they cannot operate or own an interest in a 

competing real estate brokerage business. This restriction applies to 

any real estate brokerage business within ten miles of a Market 

Center that is in operation or under development at the time they 

leave the Keller Williams organization. 
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9. Disputes/Disagreements 

Everyone begins a business relationship with the hope that neither 

side will get crosswise with the other. But a License Agreement 

continues for a long time, and disagreements occasionally develop. 

KWRI firmly believes that lawsuits are not an appropriate way to 

settle disagreements; they’re too expensive and drag on too long. 

Consequently, the License Agreement contains a twofold approach 

to dispute resolution. If you have a dispute with KWRI that you can’t 

talk through and work out, the first action is to turn to a professional 

mediator whose job it is to help both sides analyze their positions and 

see whether there is common ground for settlement. If mediation 

doesn’t work, binding arbitration follows. KWRI has also developed 

a third program that anyone in the Keller Williams family can use to 

address a grievance with any other family member. This informal 

arbitration program, detailed in the Policies and Guidelines Manual, 

will look to members of the Keller Williams family to help people 

find creative solutions to their disputes.  
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A Dozen Legal Dos and Don’ts in A Dozen Legal Dos and Don’ts in A Dozen Legal Dos and Don’ts in A Dozen Legal Dos and Don’ts in 
Franchise SalesFranchise SalesFranchise SalesFranchise Sales    

1. Always provide a FDD as required in your state/province when 
discussing the Market Center program. These may be ordered at 

fdd@kw.com and will be sent to your prospect directly via an 

emailed online link. 

2. Always have a prospect sign the receipt (Item 23 in the United States 
or Disclosure Receipt in Canada) in the FDD and send it to the 

Legal/Commitment Department the same day. Anyone with 

potential Market Center ownership must be disclosed prior to 

attending FSO. If someone attends FSO without the proper 

disclosure, they may NOT be permitted to be a part of the ownership 

group for months. Make sure people are properly disclosed! 

3. Always tell prospects that your responsibility is to explain the Market 
Center franchise program, take them through the process, and to 

assist them in completing the application process. KWRI alone 

decides who will be awarded a franchise. 

4. Never tell a prospect that he/she clearly qualifies for a Market Center 
franchise or otherwise imply that you can guarantee that KWRI will 

act favorably on an application.  

5. Never tell a prospect that he or she must agree to allow you to invest 
in the Market Center before you will submit his/her application or 

give a favorable recommendation.  

6. Never speak or correspond with the owners/operators of another 
real estate brokerage franchise (RE/MAX, Century 21, Coldwell 

Banker, etc.) to ask if they’re interested in joining the Keller Williams 

system—even if they contact you first or you hear from a reliable 

source that they’re interested in making a change. If their franchise is 

up for renewal in 3–6 months, contact the Legal Department to 

discuss. If you know or discover that a prospect has owned or been 

part of a group that owned another real estate brokerage franchise, 

always obtain a letter from the previous franchisor stating that he or 

she has formally terminated the relationship and is not bound by a 

covenant not to compete with the other franchise system and obtain 

copies of documents that substantiate these statements from their 

prior affiliation. If you have any questions, contact the Legal 

Department at KWRI to discuss. 
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7. Never suggest to a prospect that you can arrange for him/her to 
begin operating a Business Center under another’s Market Center 

license while KWRI reviews his/her Market Center application.  

8. Always instruct a prospect to defer signing a lease, printing business 
cards, etc., until KWRI notifies in writing that his/her Market Center 

application has been approved. 

9. Never describe the Profit Sharing Program as an annuity plan or tell a 
prospect that the easiest way to make money in the Keller Williams 

system is to recruit associates into a downline organization. 

10. If a prospect indicates that he/she wants to negotiate changes in the 
Market Center License Agreement, always tell them there is no 

negotiation. If they want their attorney to discuss, always refer 

him/her to the Legal Department; never attempt to negotiate any 

changes or concessions yourself or through your own lawyer.* 

*Note: KWRI has a longstanding policy of not negotiating changes. 
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ExpectationExpectationExpectationExpectation—a Home Run Launcha Home Run Launcha Home Run Launcha Home Run Launch    

KWRI Home Run Launch Award Criteria  

1. First 12 transmittals with a Total Profit exceeding $100,000. 
2. Higher Profit than any other Market Center in the Launch Phase for 
the first 12 transmittals. 

Home Run Launch Indicators  

1. Icon Operating Principal 
2. Rock Star Team Leader 
3. Incredible Investor Group of Agents 
4. Opens with 40 Producing Agents 
5. Quickly becomes the dominant real estate company in the area 
6. At first transmittal has 60 agents (90 days after approval) 
7. Grow to 100 or more agents within the first 12 months 
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Notes 
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The Preapplication Process 
 

ProcessProcessProcessProcess    Tools/ResourcesTools/ResourcesTools/ResourcesTools/Resources    

1111    
Locate and meet 

prospects. 

• Scripts 

• Contact Management 

• Recruiting Toolbox 

• 33 Touch program 

• FDD 

2222    
Select the best 

candidate. 

• Needs Analysis 

• Track record of incredible 

success 

3333    
Follow the RSTLM 

process. 

• KWU RSTLM courses 

• Recruit-Select packets 

• Behavioral assessments 

4444    Identify expectations. 
• Expectations worksheet 

created during RSTLM 

 

 

 

  



116 Regional Leadership Manual – v1114.1 © 2014 Keller Williams Realty, Inc. 

The Preapplication Process (cont.) 

1. Begin the screening process with a qualified lead.  
2. During the process, determine whether to begin RSTLM.  
3. Make a presentation, introduce the concept of RSTLM. 
4. If you have a real candidate, before they complete RSTLM, direct the 
person to Launch/FSO in Austin. 

5. As a result of the trip to Austin and RSTLM, make a decision on 
whether to move forward (if the person does not go to Austin, they 

do not pass the test and the answer is no) Note: Based on the trip to 

Austin, the candidate may now be very excited about ownership in a 

KW franchise. 

6. Make an RSTLM decision, and if you believe that this is indeed a 
candidate, at that point, go through orientation with the person to 

explain the track that will need to be followed to open a Market 

Center. 

7. Introduce the tracking guide and define expectations. Share what you 
have learned are successful ownership models for opening a Keller 

Williams Market Center. Talk through the different structures of the 

ownership model, including the Core Group, LLCs, etc. 

8. Give them the Forecast Model as homework. Tell the candidate that 
since they have attended Launch/FSO, and have had good exposure 

to the models, they need to complete the Forecast Model based on 

the numbers that they decide that they can achieve.  

9. Share with the candidate that one of the key concepts to a successful 
launch is the recruiting of the Core Group. 

10. Instruct the candidate to use their influence to attract a Core Group. 
11. Help with the presentations to the Core Group, either individually or 
together. The OP candidate does not make the presentations. 

Control the presentations so that the OP may observe them. Over 

the next month or so, as key member agents begin to surface, the OP 

will make the presentations initially. 

12. As you are making the presentations, have absolute focus on making 
sure that the Core Group embraces the ownership model that will 

ensure an effective and successful Launch.  

13. Then inform the Core Group that they must attend Launch/FSO en 
masse. This is the OP’s second time to attend. 

14. Qualified, with mutual expectations defined, the entire Core Group 
goes to Launch/FSO. 

15. If they go, they pass the test, and get the application. 
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Make Appointments and ConsultMake Appointments and ConsultMake Appointments and ConsultMake Appointments and Consult    

Make the Appointment  

Important Notes: These figures are based on cold calls. If the calls are warm, you will reach 

your goal faster. Remember—you are seeking talented candidates who are capable of and 

driven to build the number one real estate office in their community! 

Start by embracing the numbers. 

30 Cold Calls = 1 Legitimate Lead 

3 Legitimate Leads = 1 Franchise 

Therefore, 90 Cold Calls = 1 Franchise 

1. It takes 4–6 months from the time you first make contact with the 
lead until they sign the document. 

2. It takes 4–6 months from the time they sign the document until they 
open their Market Center. 

3. So, if your goal is to award five franchises in one year and have all of 
them open in the same year; 

a. You must plan to make up to 450 cold calls. 
b. You must plan to make them all within the first four months. 
c. So, you must make 112 cold calls a month for the first four 
months (or ~seven calls a day over fifteen workdays). 
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Franchise Prospects Qualifying Questions (Sample) 

 

Name: ________________________________________________ 

 

Address: ______________________________________________ 

 

 ______________________________________________ 

 

 ______________________________________________ 

 

Phone Numbers: 

 Work: __________________________________________ 

 Home: __________________________________________ 

 Cell: ____________________________________________ 

 VM: ____________________________________________ 

   

 

Email: ________________________________________________ 

 

How did you hear about Keller Williams Realty? 

 

 

What area are you interested in? 

 

 

What are your objectives/goals?   

 

 

What do you see your role being as an owner of a Keller Williams franchise? 
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What is your profession? What professions have you had? 

 

What other franchise systems are you considering? 

 

When can you meet with the Regional Director? 

 

Will you be partnering with anyone? Yes or No 

 

If Yes, then with whom? (Get phone numbers) 

 

Would they be interested in meeting with the Regional Director, also? Yes or 

No 

 

Preparing for Your Appointment  

Your Recruiting Toolbox could include the following:  

1. Twenty The Millionaire Real Estate Agent and twenty SHIFT books. 
2. Top agent bios 
3. Articles 
4. Roster 
5. KWU calendar and course descriptions 
6. Regional training calendar 
7. KWU manuals (especially Launch) 
8. FDD (Franchise Document) – These are ordered from 
FDD@kw.com and sent directly to the prospect via email. 

9. Forecast Model 
10. Franchise applications – Downloadable from Regional Intranet. 
11. Twenty RSTLM packets 
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Handling Objections 

1. Setting the Stage 
2. Needs Analysis 
3. Your Story 
4. The Four Pillars of Success: 

• Keller Williams Realty has a system and documented process for 

building a profitable high-volume real estate company.  

• Success through people is the cultural differentiating factor: 

o WI4C2TS/Culture 
o Associate Leadership Council 
o Profit Share 

• You must develop people in order to succeed through them: 

o Keller Williams University 
o Personal Development – Masterminds and  
KW MAPS Coaching 

o The Millionaire Real Estate Agent and SHIFT 

• Freedom from doing a job = owning a successful business  

 

The goal is to get them …  

• To Austin. 

• To Launch/FSO. 

• To begin the RSTLM process.  

• To Mega Camp and Masterminds. 

• To Family Reunion. 

• To something! 

 

 

  



 Regional Leadership Manual – v1114.1 © 2014 Keller Williams Realty, Inc. 121 

Select Best ProspectSelect Best ProspectSelect Best ProspectSelect Best Prospect    

Consider the following when taking prospects through the RSTLM process: 

1. Previous Business Experience 
• Track record of developing a highly successful, highly profitable 

Keller Williams Market Center 

• Track record of developing and/or owning highly successful, 

highly profitable real estate offices 

• Business consulting skills 

• Track record of running Mega Agent teams 

2. Financial Resources 
• Appropriate financial resources available for Market Center 

capitalization 

3. Market Expertise 
• Influence in the area 

• List of target prospects 

• Business plan 

• Detailed market information 

4. Leadership Characteristics 
• AVA 

• References 

• Past accomplishments 
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Follow the RSTLM ProcessFollow the RSTLM ProcessFollow the RSTLM ProcessFollow the RSTLM Process    

1. Explain the RSTLM process during your Recruiting Consultation. 
2. If the Recruiting Consultation is going well, have the prospect take 
the DISC.  

3. Prospects should attend Launch/FSO as part of the RSTLM process.  
4. RSTLM is a required series of courses for all Regional leadership.  

The RSTLM Process  

The RSTLM process supports you through three key phases: 

1. Recruiting and selecting talented candidates 
2. Training team members 
3. Leading and motivating for  
long-term success 

 

The first stage of the RSTLM process 

is Recruit-Select and is taught in the 

class called “Recruit-Select I.” That 

process consists of: 
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NOTE:NOTE:NOTE:NOTE:    Talent Talent Talent Talent Pushes You!Pushes You!Pushes You!Pushes You!    

 

Keep in mind that an individual’s AVA “match” with a JAR does not 

indicate how good they are at that job! A good behavioral match between an 

AVA and a JAR simply means that the person will not have to adjust their 

natural style very much in order to succeed at that job. Besides behavior, two 

other major factors in job success are an individual’s skills and the quality of 

training. Keep in mind that the more behavioral “shifts” a person has to 

make to meet the job’s demands, the more difficult it will be for them to 

succeed. If a person is poorly matched with their job, no matter how good 

the training or the skills they have, over time the job’s demands will become 

more and more stressful for them and can lead to poor performance, low 

morale, and burnout. 

 

The Operating Principal JAR is a 9515, and the single key element to success 

in this role is having a high Vector 1—a very high level of drive and 

willingness to take a risk. In addition to those whose AVA graphs are very 

close to this model, such as the 9524, the most successful OPs include a 9353 

and an 8471. All of these management styles have produced great results.  

• The 8471 has an entrepreneurial and very quality-oriented approach, 

versus the faster pace of the 9515; she will tend to focus on creating 

harmony in the team.  

• In contrast, the 9353 brings a strong focus on problem-solving and 

strikes a balance between getting results fast and being very thorough.  
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Profile of an A+ Franchise Owner  

1. Successful without the help of KWRI. “They don’t need me—I need 
them!” 

2. Respected and valued in the marketplace, most logical choice.  
3. A team player and a team builder. 
4. Has a strong personal belief system that mirrors “WI4C2TS.” 
5. Is a leader, a trailblazer, a pioneer, a maverick, a rebel, edgy, 
provocative, and creative, instead of a follower. Loves to develop 

leaders and knows how. 

6. Understands they’ve been awarded a system. 
7. Will enhance Region by bringing needed skills and talent. 
8. Profit oriented, but associate driven. Knows the associate is our 
customer. 

9. They attract other A+ owners. 
10. Someone for whom you would want to work. 
11. Learning-based—they see the value in training. 
12. Understands “Interdependence.” 
13. Will make a commitment to train, manage, support, and properly 
compensate leadership, as well as hold them accountable to 

implement the entire system. 

14. Someone you would hate to compete against. 
15. Understands and sees the value in local, regional, and international 
structure. 

16. Believes in helping people get what they want and can demonstrate 
abilities in this area. 

17. Sees the value of delegating, and will hold their leadership team 
accountable. 

18. A minimum of $150,000 cash. 
19. Has the financial resources necessary to maintain a successful  
Market Center. 

20. Understands that the KW system is a set of management tools they 
must now take and use. They naturally see how to use them to build a 

company. 

21. Sees the value in changing to KW. 

 

 

 

  



 Regional Leadership Manual – v1114.1 © 2014 Keller Williams Realty, Inc. 125 

Identify ExpectationsIdentify ExpectationsIdentify ExpectationsIdentify Expectations    

What OPs Should Expect  

1. You will be available to consult with them. 
2. The Regional office is available to support them. 
3. The Region will hold world-class KWU events and will send 
recruiting leads that result from those events directly to each OP.  

4. You are committed to building the Region, fast, hard, and profitably. 
5. You will manage your performance in accordance with the five areas 
of accountability. 

What You Should Expect  

1. The Operating Principal raises sufficient cash/capital to launch 
properly.  

• ($150,000 is the minimum required by the document.  

• $250,000-$300,000 may be required in larger markets.) 

2. The Market Center will take no more than 120 days to fully launch.  
3. The OP is willing to commit to a heavy six-month intensive effort to 
build their Market Center and implement systems for continued 

growth and profitability. 

4. The Market Center will set up and follow all aspects of the KW 
models and systems. 

5. The OP will be accountable.  
6. The OP will hire and retain top quality Market Center leadership and 
continually develop a bench of leaders for future opportunities. 

7. The leadership and staff will attend required training.  
8. Masterminding and KW MAPS Coaching.  
9. The leadership and staff will get fully trained within the first year. 

 

 

 

 

  



126 Regional Leadership Manual – v1114.1 © 2014 Keller Williams Realty, Inc. 

Core GroupCore GroupCore GroupCore Group        

Current standards are as follows: 

1. Five icons/megas: 
• Proof of previous recruiting influence 

• Positive background check 

• Positive local reputation 

• Consistently high volume 

• Track record of ongoing education 

• D/I or I/D   

2. Minimum of twelve Cappers 
3. Minimum of twenty associates at application 
4. Minimum of forty associates at first transmittal 

Note: These are minimum expectations! 

Profile of a “Core Group” Agent  

1. Fabulous reputation among agents, vendors, etc. 
2. Most ethical dealings with agents and public 
3. Strong listing base and current inventory 
4. High volume agent in the territory 
5. A team player in current office 
6. Shares knowledge with others 
7. Wants to be part of a team 
8. Learning-based history 
9. Desires wealth building 
10. Embraces the KW model, values, beliefs, and concepts 
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The MC Application Process 

Process Tools/Resources 

1111    

Candidate finalizes and 
submits the application to the 
Region. The Region submits 
to KWRI after full review.  

• Regional Leadership  
Manual 

• Checklist of required 
steps 

• Legal/Commitment 
Department 

• Application(s)/Regional 
Intranet 

2222    

COMPLETE Application 
received in Legal/Compliance 
Department. Applications 
reviewed and responded to 

within 48 hours. 

• KWRI 

3333    

Applicants have 30 days to 
fulfill missing requirements 

after notification; 
Applications still incomplete 
after 30 days will be sent back 

to the Region. 

• Regional Leadership 
• KWRI 

4444    Approval by KWRI 
• Legal/Commitment 
Department 

• KWRI Executives 

5555    Award Franchise 

• License Agreement sent 
for execution and return 

• Legal/Commitment 
Department 

6666    

Signed Documents returned 
to 

1. Franchisee 
2. Region    

• Signed License 
Agreement 

• Legal/Commitment 
Department 

• KWRI CEO 

 

  



128 Regional Leadership Manual – v1114.1 © 2014 Keller Williams Realty, Inc. 

Notes 
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Instruction:Instruction:Instruction:Instruction:    
Always pull the current 

version of the Application for 

each new candidate from the 

Regional Intranet. 
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Instruction:Instruction:Instruction:Instruction:    
Check each box as completed 

to ensure that all necessary 

information is submitted. 

���� 
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Naming and Logo StandardsNaming and Logo StandardsNaming and Logo StandardsNaming and Logo Standards    

 

1. License Entity Name – May not include Keller Williams 
trademarks (e.g. Keller Williams, KW, WI4C2TS, etc.) 

2. Market Center Roster Name and Market Center DBA – These 
names should be specific to the proposed Market Center’s market 

and should not be overly broad or confusingly similar to an existing 

Market Center. 

3. Primary Logo – Only the DBA name approved by KWRI can 
appear in conjunction with the primary logo. 

No additional words or design features may appear between the logo 

and DBA name. For marketing and design purposes, a DBA name 

with twelve or fewer characters is recommended. 

 

Examples 
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Instruction:Instruction:Instruction:Instruction:    
If these roles 

have not been 

established at 

application, 

provide Recruit-

Select status for 

each position. 
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Sample Awarded Area Sample Awarded Area Sample Awarded Area Sample Awarded Area 

DescriptionDescriptionDescriptionDescription::::    
That area circumscribed as follows: 

Beginning at the intersection of Route 345 and 

Highway 9; West on Highway 9 to Highway 20; 

South on Highway 20 to Highway 90; East on 

Highway 90 to Route 345; and North on Route 

345 to the intersection of Route 345 and 

Highway 9, the beginning point. 

Instruction:Instruction:Instruction:Instruction:    
Market Center should be 

centrally located within the 

Awarded Area. 
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Instruction:Instruction:Instruction:Instruction:    
Include breakdowns 

for any entity used to 

hold interests in the 

Market Center. 

Instruction:Instruction:Instruction:Instruction:    
Should not reflect “treasury” 

or “reserved” interests. 

Should reflect ownership as 

a percentage of interests 

actually issued. 
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Instruction:Instruction:Instruction:Instruction:    
Not required for an existing 

OP—Complete Multiple Market 

Center Application instead. 
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KW Multiple Market Center KW Multiple Market Center KW Multiple Market Center KW Multiple Market Center 
Ownership Ownership Ownership Ownership CriteriaCriteriaCriteriaCriteria    

In order to ensure the continuing growth and performance of Keller 

Williams Realty, and to avoid overextended leadership, we have established 

the following criteria and other considerations for Multiple-Market Center 

Ownership. These criteria apply to individuals with 15 percent or 

greater investment in multiple Market Centers, to leadership roles in 

multiple Market Centers, to identical ownership groups in multiple 

Market Centers, and in any other situation which KWRI determines it 

to be questionable to the system. 

General Criteria  

Note: Find current Multiple Market Center application located on the Regional Intranet. 

1. The Market Center(s) with common leadership/investors must be in 
100 percent contractual compliance with the License Agreement, 

KWRI policies, guidelines, and cultural standards. 

2. The common Market Center(s) must be consistently profitable and 
profitable year to date.  

3. Proof of Capital must be provided in an amount sufficient to support 
the current Market Center(s) and the new application. 

4. Follow the model. Have an OP, TL, MCA, Technology Coordinator, 
and functional ALC in each existing Market Center. 

5. Be in culture. No recruiting complaints from neighboring Market 
Centers, effective team player, etc. 

6. Operating Principals and Team Leaders are in MAPS Mastermind 
and Coaching and on track to be fully trained. 

7. Market Centers must be exceeding goals and in the top 25 percent of 
each phase of growth (e.g., Launch, Growth, Achievement). 

8. The productivity base for agents is in the top quartile of all MCs. 
9. Require disclosure upon initial inquiry to your “home” Regional 
Leadership if proposed new Market Center is located outside of the 

applicant’s “Home Region.” 

10. All owners and staff in the Market Centers must be current with their 
FSO attendance obligations.  
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General Manager 

A General Manager may be required by KWRI for any Operating Principal 

of more than 2 Market Centers.  A proposal for a General Manager 

candidate, whether required by KWRI or at the election of the Market 

Center(s), must be accompanied by the Region’s approval and validated 

Recruit-Select for the proposed GM. The Operating Principal and GM 

should be the same for all offices requested for multiple GM roles. To be 

approved, a General Manager candidate must meet the criteria for a Multiple 

Market Center Operating Principal, and like other leadership roles within the 

same Market Center, no GM who has a familial relationship or other 

connection that would inhibit full accountability will be approved by KWRI. 

Other Considerations 

1. The applicant’s ability to recruit 10+ million Mega Agents. 
2. The applicant’s attendance at KWU training on an ongoing basis. 
3. The applicants’ track record that current AVA and Recruit-Select 
requirements and Action Training are in place in all Market Centers. 

4. The applicant’s support of Keller Williams Family Reunion, Mega 
Camp, Masterminds, and other KWRI and Regional training events. 

5. The agent count, overall profitability and financial stability of the 
applicant’s Market Centers. 

Note: KWRI reserves the right to approve or disapprove candidates based on these criteria 

and other considerations. 
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Success Plans 

If a proposed Multiple Market Center candidate has embraced the Keller 

Williams systems, models, and culture, but his/her track record of success in 

all Market Centers is unclear, KWRI may approve the candidate conditioned 

upon performance under a Success Plan. The standard Success Plan lasts six 

months, allowing the candidate one month to ramp up, then meet established 

growth, profit, and leadership commitments throughout the remaining five 

months. The standard Success Plan structure for Multiple Market Center 

candidates is as follows: 

Growth: Each existing Market Center must cumulatively net 15 

new agents by [the end of MONTH 6]; the new 

Market Center must transmit with a minimum of 40 

agents and average 5 net agents for the subsequent 

months through [MONTH 6]; 

Profit: Each existing Market Center must increase owner 

profit by 15% cumulatively for the months of 

[MONTH 2] through [MONTH 6], as compared to 

the same timeframe in the prior year, and Profit Share 

at appropriate levels; the new Market Center must be 

cumulatively profitable from its first transmittal 

through [MONTH 6]; 

Leadership: OP and his/her leadership teams (for all new and 

existing Market Centers) must participate in all 

applicable Regional and International calls and events, 

and must register and participate in Mastery Coaching 

through KW MAPS Coaching. 

Compliance: The existing Market Centers must resolve the 

following defaults/compliance issues: 

 

Critical to this process is that the candidate clearly understands and commits 

to these standards. Once a candidate does agree to this process, KWRI will 

document these commitments in writing. If the candidate is then unable to 

meet the growth, profit, and leadership commitments and resolve any 

applicable compliance issues, the Market Center must find and submit for 

approval a new Operating Principal to lead the Market Center moving 

forward. 
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Instruction:Instruction:Instruction:Instruction:    
A unit reflects one 

transaction, a single 

property bought and 

sold, not buy and sell 

sides of one transaction. 

NoteNoteNoteNote::::    
KWRI may approve the 

grant or operation of a 

Strategic Market Center 

in a distinct market that 

has fewer than 1,000 

closed units and 500 

associates. Depending on 

the potential production 

in the market, KWRI may 

not enforce the standard 

GCI requirements and 

may allow for modified 

leadership requirements. 
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Instruction:Instruction:Instruction:Instruction:    
Ensure that the totals for number of closed units and agents in 

the proposed territory match the Independent Territory Data 

submitted with the application. 
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Instruction:Instruction:Instruction:Instruction:    
Proposed Company Dollar Cap should be slightly 

lower than the #1 or #2 competitor’s Company Dollar 

in the Capper “sweet spot.” 

If not, provide a clear rationale for the proposed Cap. 
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Instruction:Instruction:Instruction:Instruction:    
If investor contribution rates (amount invested 

relative to the percentage of equity they receive) 

are different, please provide rationale. 
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Instruction:Instruction:Instruction:Instruction:    
Must be completed in full. 
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Instruction:Instruction:Instruction:Instruction:    
Should be consistent with 

Initial Budget (Section 4J) 
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Instruction:Instruction:Instruction:Instruction:    
Forecast Model found on the 

Regional Intranet 



166 Regional Leadership Manual – v1114.1 © 2014 Keller Williams Realty, Inc. 

The KW Forecast ModelThe KW Forecast ModelThe KW Forecast ModelThe KW Forecast Model    

The KW Forecast Model is a spreadsheet designed to help a prospective OP 

project their Market Center’s business. The Forecast Model is used to enter 

key Market Center goals in the MORE System where they are tracked. The 

Forecast Model is available on the Regional Intranet. 

Forecast Model Executive Summary (Sample) 

2012012012015555    ForForForForeeeecasting Executive Summarycasting Executive Summarycasting Executive Summarycasting Executive Summary    
Greater Rochester 820Greater Rochester 820Greater Rochester 820Greater Rochester 820    

Financial Metrics 

Net Profit Year End $167,950.27 Royalty Paid Year End $102,698.55 

Profit Sharing Year End $122,709.74 GCI Year End $2,534,244.31 

Company Dollar Year End $642,306.08 Operating Expense Year End $423,896.06 

Other Income Year End $77,250.00 

Production Metrics 

Agent Count Year End 100 Average Closed Price $136,544.00 

New Listings Taken Year End 430 Average Commission Rate 2.51% 

Written Units Year End 852 

Closed Units Year End 736 

Key Forecasting Metrics 

Your Market Center Metrics for 2015 

Company Dollar Percent of Total Income 21.89%  

KW Approved Costs Percent of Company Dollar 54.75%  

Rent Cost Percent of Company Dollar 12.11%  

Bonuses Percent of Company Dollar 3.74%  

Grand Total Operating Expenses Percent of Company Dollar 66% 

Desk Fees Percent of Rent 30.09% 
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Instruction:Instruction:Instruction:Instruction:    
Should be consistent with 

Opening Strength Worksheet 

(Section 4H) 
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Instruction:Instruction:Instruction:Instruction:    
Check should be paid from the proposed 

licensee entity’s bank account. 
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Instruction:Instruction:Instruction:Instruction:    
Proposed Licensee entity must be 

newly-formed specifically to operate 

the new Market Center. 
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Notes 
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Proposed Market Center Space and Proposed Market Center Space and Proposed Market Center Space and Proposed Market Center Space and 
EquipmentEquipmentEquipmentEquipment    

Lease Negotiations  

Your prospect has attended FSO and is using the Launch Manual to 

determine space needs. They should never sign a lease until they have had all 

of their questions answered. Remember not to provide advice. It is up to 

their attorney to do that.  

You should expect the following:  

1. A completed building information worksheet (from the Launch 
Manual) 

2. A professional decorator. Insist on seeing a decorator board. KWRI 
recommends they contact Keller Williams’ Space Planner Consultant: 

Kara Copeland 

Real Office Solutions, Inc. 

1-800-665-8870 

3. Associate rent has been calculated to include: 
• Utilities 

• Yard Maintenance/Cleaning 

• Office Cleaning 

• General Comprehensive Liability 
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Finalize and Submit to KWRIFinalize and Submit to KWRIFinalize and Submit to KWRIFinalize and Submit to KWRI    

Application Coordinator—Independent Contractor(s)  

1. The applicant may choose to hire an application coordinator and pay 
the application coordinator’s fee. 

2. The coordinator will track and compile the information to ensure 
submission of a complete application. 

3. The Market Center applicant is responsible for the accuracy of 
any and all information provided in the application.  

4. Upon completion, a copy is sent to KWRI, Attn: Legal/Commitment 
Department. 

Note: Regional Director must always review and sign where appropriate prior to 

submission. 

KWRI knows of one independent contractor currently providing these services: 

 

 Kathleen Bronstad  

 Phone: 817-594-9535  

 Email: Kathleen@bronstadconsulting.com   

 Website: www.bronstadconsulting.com   
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OnceOnceOnceOnce    Approved by KWRIApproved by KWRIApproved by KWRIApproved by KWRI    

Once an application has been approved, KWRI forwards two copies of the 

License Agreement to the OP candidate for signature. Correspondence with 

the new agreements also addresses:  

1. Training requirements 
2. Required holding period before the agreements can be signed; and 
3. Other information as applicable. 
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Sample Approval Letter (Page 1/3) 
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Sample Approval Letter (Page 2/3) 
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Sample Approval Letter (Page 3/3) 
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The MC Launch Process 
 

ProcessProcessProcessProcess    Tool/ResourcesTool/ResourcesTool/ResourcesTool/Resources    

1111    Action Train OPs. 

• Regional Director 

• KWU: http://kellerwilliamsuniversity.com 

• RSTLM 

2222    

Consult with OP in the 

recruiting of a powerful 

TL. 

• RSTLM process 

• AVA 

• TL job description 

3333    

Consult with OP/TL 

in the recruiting of a 

powerful MCA. 

• RSTLM process 

• Behavioral assessments 

• MCA job description 

• MCA Skills Assessment Test 

4444    

Consult with OP/TL 

on recruiting of 

powerful associates. 

• KWU 

• MREA 

• MAPS 

5555    
Drive implementation 

of KW systems. 

• Regional Leadership 

• Manuals 

• Ongoing training 

6666    
Consult with OP on 

PR. 

• MC Value Proposition 

• Regional Value Proposition 

• KWRI Value Proposition 

7777    
Go back to step one—

again and again! 
• Manuals 
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Key Points Key Points Key Points Key Points     

The first 120 days in the life of a new Market Center is the most crucial time. 

It is during this period that the Market Center:  

• Recruits the associates who become the foundation  

• Develops their image and reputation 

• Develops momentum 

• Makes critical facility decisions 

• Develops Team and Leadership attitudes 

• Learns the Keller Williams system 

• Learns the Keller Williams culture 

Make sure you have at least one great Market Center in your Region. Once 

you have one or two strong franchises in your Region, they will serve as 

models as you add franchises.  

This will be the busiest and most important time ever with the OP. If 

launched successfully, they will more than likely never need this much time 

again. How well they are coached and led will determine, in large part, how 

successful a new OP will be.  

The Market Center Launch manual is the manual for launching a  

Market Center. 

 

Read and understand the 

Launch and FSO manuals.  
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Sample Welcome Letter 
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Items New Market Center Receives (Sample) 

ITEMS YOU WILL BE RECEIVINGITEMS YOU WILL BE RECEIVINGITEMS YOU WILL BE RECEIVINGITEMS YOU WILL BE RECEIVING    
(New Franchises) 

Launch Team – Brett Decker & Trisha Lindahl  
launch@kw.com  

1. Launch Kit CD 

a. Operations Models and Systems Manual 

b. Launch Manual 

c. MCA Training Manual 

d. Company Identity Standards Manual 

e. Policies and Guidelines Manual 

f. WinMORE Manual 

2. Technology Checklist  

a. KW intranet username and password 

b. MC email username and password 

c. Instructions for loading financial software once available for 

download 

Keller Williams University 
kwuhelp@kw.com 

 1. Marketing and Recruiting Launch Bundle 

a. MREA Masters: Rick Brenkus 

b. MREA Masters: Chris Heller 

c. Current Issues of Outfront Magazine 

d. Buyer and Seller Scripts CD 

e. Buyer Mastery & Seller Mastery Scripts CD 
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Keller Ink 
support@kellerink.com  

1. One case of The Millionaire Real Estate Agent (red) books 

2. One case of SHIFT 

3. One case of Your First Home 

4. One case of The Millionaire Real Estate Investor 

5. One case of Green Your Home 

6. One case of SHIFT Commercial 

7. One case of Flip 

Mega Achievement Productivity Systems (MAPS) 
maps@kw.com 

1. MAPS coaching franchise fee contract 

2. Client needs analysis worksheet 

Events Team 
familyreunion@kw.com  

1. Family Reunion Information  

kwu@kw.com  

1. Educational subscription plan details 

2. Upcoming calendar of events details 

KW Cares 
kwcares@kw.com 
1. Information sheet on KW Cares 

2. KW Cares Donation Program Setup Instructions 

3. Fundraising Guidelines 

KW Commercial 
commercial@kw.com 

1. Welcome Letter 

2. Recruiting Brochure & Agent Member Application 

KW Luxury Homes 
luxuryhomes@kw.com  

1. KW Luxury Homes Recruiting Brochure 
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Congratulations Script (Sample) 

Hello [NAME], Operating Principal for the [MC NAME] MC ###! 

Congratulations on your new Market Center!  Please review the attached 

important information regarding KW Technology and the opening of your 

new Market Center 

KW Intranet 

The following is your username, password and the link to the Keller Williams 

Intranet: 

Username: OPUsername 

Password: OPpassword 

Link:  http://www.kw.com 

You can log onto the Intranet to find your office website, marketing tools 

and market Center reports. 

KW Email Address 

Your market center email address is: klrw###@kw.com. 

Username: klrw###@kw.com  

Password: KWoogle### 

Link:  http://email.kw.com 

You have been given administrative access to this email address. In order for 

your TL and MCA to be able to access this address you will need to set them 

up as delegates. To do this, please review pages 1 and 2 of the following 

document: 

“Delegate Access” 

If that link doesn’t work, copy paste the following URL into a web browser: 

http://mykw.kw.com/kwintranet/image/Gmail-

WorkingWithSharedTeamMailboxes.pdf?id=15096  

If you have further questions about setting up delegates, please contact 

launch@kw.com.  

NOTE: Before you can provide your TL and MCA with delegate access, they must first 

have a personal @kw.com email address. 
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eEdge MyTransactions Setup 

We are thrilled to bring you this forms, e-signature, transaction management, 

compliance and document storage all-in-one solution as another piece of 

eEdge! 

In order to get your new Market Center activated with MyTransactions, we 

would greatly appreciate your help by appointing one designated person to 

coordinate the following: 

1. Serve as the “Forms Point of Contact” by collecting the proper 
standard real estate transaction forms and contracts and uploading to 

DotLoop using the forms uploader located at 

http://docspot.dotloop.com as soon as possible.  

• State and Local Board forms will be programmed and loaded at 

no additional cost to the Market Center.   Form creation in excess 

of required State and Board forms, will be loaded for a fixed fee 

of $100 per form to be invoiced directly to the Market Center.   

Market Center non-transactional forms, like checklist, can be 

loaded individually by the Market Center in their Broker’s My 

Documents section as a PDF at no charge.  

2. Coordinate a Market Center training schedule with your Region. 
3. Communicate and promote the training event schedule to your 
Market Center. 

4. Email launch@kw.com with the name and email address of the 
person at your Market Center who should have access to the eEdge 

broker’s dashboard.  This person will be able to grant access to any 

other member of the market center who needs access. 
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Important Information 

Technology 

Our Online Help Desk http://answers.kw.com is a good resource for 

instructions on a wide array of topics. Please spend some time browsing this 

site. If you have specific questions regarding the items listed on the market 

center checklist excel spreadsheet, email Launch@kw.com. 

Software – WinMORE and AccountEdge 

Your software will be made available via FTP so please ensure you complete 

the above step and contact us when you receive your MCA computer and it 

is connected to the internet.  You will receive an e-mail from The Launch 

team with more information about this software along with the serial number 

pertaining to your MC.  There will also be instructions on how to download 

the programs to your computer.  Your Launch technology coordinator, 

launch@kw.com will be able to assist in the load of WinMORE and 

AccountEdge with your MCA or Technical Personnel. 

Providing MCA and Team Leader Access to KW Intranet 

If your MCA does not have access to the KW Intranet or has not been 

assigned the leadership role in the KW Rosters, contact your region ASAP 

and ask them to e-mail roster@kw.com and inform them whom your Team 

Leader and MCA are.  This must be done in order for them to gain access to 

the KW Intranet http://www.kw.com.  If you would like to confirm that this 

has been done, contact your launch team at launch@kw.com for assistance.  
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Webexone.com/WebOffice Accounts 

Leadership WebOffice Accounts 

An Operating Principal and Team Leader Webexone.com/WebOffice 

membership has been set up for each Market Center Leadership role.  An e-

mail invitation has been sent to your e-mail account with a temporary 

username/password allowing you access to the leadership WebOffice that 

pertains to your role. The following are links for each leadership role: 

Operating Principal WebOffice: http://kwop.webexone.com 

Team Leader WebOffice: http://kwtl.webexone.com 

Once you log in, please change your username and password to something 

you can remember or that is consistent with your other passwords such as 

your KW Intranet login. 

 

I look forward to hearing from you soon.  

 

Best regards, 

Trisha Lindahl 

Keller Williams Realty International 

512-306-6728 

Launch@kw.com 
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Notes 
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Action Focus Train OPsAction Focus Train OPsAction Focus Train OPsAction Focus Train OPs    

Ensure the OP immediately schedules and attends all required training. 

Personally attend key events with your OP. Plan weekly training and 

consulting with the OP.  

Regional Orientation—Should include the following 

topics:  

• Review Market Research Analysis (Launch Manual) 

• Review calculations from Market Research: 

o CAP to market center—Sweet Spot! 
o Commission Schedule 
o Agent Mix Analysis Business Plan (using KW Forecast Model) 

• Start up/Conversion Cost Analysis 

• Furniture/Fixtures Cost Analysis 

• License Agreement completed and signed by OP 

• Review Training Manuals 

• Set up training schedule for OP, TL, and Core Group 

• Ensure computer specs before purchasing computer equipment. Visit 

answers.kw.com and enter MCA Technology Requirements in the 

search box. 

• Franchise Systems Orientation 

• Check the KWU schedule online at 

http://kellerwilliamsuniversity.com  

• Regional Post FSO Debrief—Include the following topics: 

o KW History/Profit Sharing 
o Culture 
o Tools available: 

� KWU Products (http://kellerwilliamsuniversity.com)  

� Marketing Products 

� Vendor information 

• Review Recruiting Packet 

• Review Recruiting Presentation 

• ALC 

o Policies and Guidelines Manual 
o ALC Training Outline 
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Checklists for KWU Courses for OPs, TLs, and MCAs  

Learn to earn with KWU. Jump back into courses regularly, and utilize their 

systems and tools habitually. Couple your learning with accountability in KW 

MAPS Coaching programs to ensure success. 

Operating Principal Curriculum 

 

Required CoursesRequired CoursesRequired CoursesRequired Courses    Scheduled onScheduled onScheduled onScheduled on    DoneDoneDoneDone    

Market Center Launch*  � 

FSO* (Franchise Systems Orientation)  � 

RSTLM: Recruit-Select  � 

RSTLM: Action Training  � 

RSTLM: Leadership and Motivation  � 

OP Boot Camp*  � 

Recruiting Great Agents (TL Boot Camp)  � 

Keeping Agents First* (Retention)  � 

Market Center Financials  � 

ALC Clinic for Leadership  � 

ALC Leadership for ALCs  � 

*Covered by prepaid funds subscription 

Note: Always check current requirements on the KWU website for courses and 

certifications.  
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Team Leader Curriculum 

 

Required CoursesRequired CoursesRequired CoursesRequired Courses    Scheduled onScheduled onScheduled onScheduled on    DoneDoneDoneDone    

Market Center Launch*  � 

FSO* (Franchise Systems Orientation)  � 

RSTLM: Recruit-Select  � 

RSTLM: Action Training  � 

RSTLM: Leadership and Motivation  � 

Recruiting Great Agents* (TL Boot Camp)  � 

Keeping Agents First* (Retention)  � 

Market Center Financials  � 

ALC Clinic for Leadership  � 

ALC Leadership for ALCs  � 

Train the Presenter  � 

*Covered by prepaid funds subscription 
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MCA Leadership Curriculum 

 

Required CoursesRequired CoursesRequired CoursesRequired Courses    Scheduled onScheduled onScheduled onScheduled on    DoneDoneDoneDone    

MCA Skills* (Online)  � 

MCA Success in the Office*  � 

FSO* (Franchise Systems Orientation)  � 

Market Center Launch  � 

Market Center Financials  � 

ALC Clinic for Leadership  � 

ALC Clinic for ALCs  � 

MCA DRIVE  � 

RSTLM: Leadership and Motivation  � 

RSTLM: Recruit-Select  � 

RSTLM: Action Training  � 

*Covered by prepaid funds subscription 
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AVA of an A+ Team Leader  

Keep in mind that an individual’s AVA “match” with a JAR does not 

indicate how good they are at that job! A good behavioral match between an 

AVA and a JAR simply means that the person will not have to adjust their 

natural style very much in order to succeed at that job. Besides behavior, two 

other major factors in job success are an individual’s skills and the quality of 

training/management available.  

Keep in mind that the more behavioral “shifts” a person has to make to meet 

the job’s demands, the more difficult it will be for them to succeed. If a 

person is poorly matched with their job, no matter how good the training or 

the skills they have, over time the job’s demands will become more and more 

stressful for them and can lead to poor performance, low morale, and 

burnout. 

The major keys to success in the Team Leader role are being naturally 

dynamic when interacting with people and having a high level of mental 

energy to do so. The Team Leader JAR is an 8912, and three of the most 

successful TLs have AVA graphs of 7931, 9632, and 7814.  

• The first person does not have to make many adjustments to succeed 

in her role; she may find there are times when she might perform 

better if she were slightly more assertive or faster-paced.  

• The second person may substitute a higher level of drive in place of 

being more naturally persuasive and at ease being around people 

constantly — because she is driven to succeed in her job, she will 

figure out what she needs to work on to succeed and do it! It may be 

somewhat stressful for her to be “on” all the time in her job, but her 

assertive style will push her to succeed. She also has the high level of 

mental energy that this job demands. 

• The third person also does not have to make many adjustments to 

succeed. 
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Consult TL on Locating a Powerful Consult TL on Locating a Powerful Consult TL on Locating a Powerful Consult TL on Locating a Powerful 
MCA MCA MCA MCA     

Make Sure That the Following Happens …  

1. MCA Assessment, DISC, Résumé, and AVA profile are sent to 
Region.  

2. RSTLM process is followed. 
3. Region has approved the MCA. 
4. MCA attends MCA Skills (online class). 
5. MCA transmits on time. 

Profile of an A+ MCA  

1. Strong Accounting background, ideally accountant or bookkeeper. 
2. Passed the MCA Assessment Test with a minimum score of 80 
percent (located on mykw.kw.com under Resources).  

3. Basic understanding of computer functions and software to include: 
• MS Office 

• Email Software 

• Internet Navigation 

• Windows Explorer 

• Accounting Software 

4. Detail oriented. 
5. Able to balance detailed tasks with service leadership mentality of 
assisting associates. 

6. Clear background check. 

Important MCA Assessment Considerations  

The MCA Assessment is located at mykw.kw.com under Resources, MCA 

Assessment. 

The MCA Assessment must be completed on site and within an hour. 
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MCA Assessment 
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AVA Profile of an A+ MCA  

Keep in mind that an individual’s AVA “match” with a JAR does not 

indicate how good they are at that job. A good behavioral match between an 

AVA and a JAR simply means that the person will not have to adjust their 

natural style very much in order to succeed at that job. Besides behavior, two 

other major factors in job success are an individual’s skills and the quality of 

training/management available.  

Keep in mind that the more behavioral “shifts” a person has to make to meet 

the job’s demands, the more difficult it will be for them to succeed. If a 

person is poorly matched with their job, no matter how good the training or 

the skills they have, over time the job’s demands will become more and more 

stressful for them and can lead to poor performance, low morale, and 

burnout. 

The MCA role is perhaps the most demanding in terms of finding the right 

behavioral style that can function effectively wearing so many hats. Someone 

who is a perfect match with a JAR of 3494 is patient and systematic and will 

do quality work. However, the job is structured in such a way that virtually 

no one will have all aspects of that position come very naturally to them—

for instance, someone who is sociable enough to be effective in this position 

may have to work harder at getting every last detail precisely correct in the 

accounting part of the job, or vice versa.  

This is certainly true for some of the most successful MCAs—although one 

is a very close match at 2594, other high performers include an 8381 and a 

3881. 

• The 8381 finds the social demands of the job a bit more stressful and 

prefers to be somewhat more independent than the MCA role 

demands.  

• In contrast, the 3881 has an extremely people-oriented and helpful 

approach and probably finds that aspect of the job more enjoyable 

than the number-crunching. 
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Chapter Chapter Chapter Chapter 3333: : : : 
Support Your Support Your Support Your Support Your 
Market CentersMarket CentersMarket CentersMarket Centers    

 

 

 

1. Support Through Meeting Standards 

of Compliance 

2. Support Through Consultation 

3. Support Through Training and 

Coaching Systems 
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Regional Regional Regional Regional IntranetIntranetIntranetIntranet        

 

 

 

 

 

 

 

 

 

 

 

 

 

 

On the Regional Intranet you will find:  

• All Current Application(s) 

• Materials from Webinars/Meetings 

• How to Order an AVA 

• Current Regional Leadership Roster 

• and Much More! 

 

How to access the Regional Intranet 

Go to mykw.kw.com, sign in, and click on Region in the 
Quick Links area at the bottom right of  

the page. 
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The Steps to Leading the Region 
 

The Steps Tools/Resources 

1 
Lead the Region using the 

KW systems. 

KW Manuals 

Self-Assessment 

2 
Lead the performance using 

the numbers. 

MC Weekly Flash Reports 

Growth Initiative Tools 

3 
Track and consult with 

owners. 

Financials 

Growth Initiative Tools 

4 

Implement annual Regional 

KWU event calendar and 

conduct world-class training 

and inspirational events. 

KWU Staff 

KWU Master Trainers 

http://kellerwilliamsuniver

sity.com 

5 
Build an ongoing, growing, 

and valid pipeline of qualified, 

talent. 

Contact Management 

Software 

33 Touch Program 

Broker Metrics 

Lead Generation Plan 

Growth Recruit-Select 

6 

Spin off new franchises (with 

owner’s support and approval) 

from the successful franchises 

that you have developed 

Accountability sessions 

with successful OPs 

Leadership and 

Relationship Ongoing 
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Commitment Standards and 

Processes 
The Keller Williams models and systems are infused throughout the Market 

Center License Agreement and incorporated manuals.  Market Center 

franchisees commit to follow the License Agreement, and through 

monitoring and enforcement of these commitments, KWRI and the Regions 

fulfill their responsibility to support Market Center operations at the highest 

level.  The following is a general overview regarding our standards and 

processes. Any request made that does not meet our standards must be 

submitted with a clear rationale and recommendation from the Region, 

including an explanation of why you recommend the nonstandard request. 

Section 1 - Monthly Regional Open Items Summaries  

Each month, you will receive a summary of the current status of any open 

items currently in process in your Region. We will ask for regular feedback 

on some of the items in process. It is important that your Region provide 

adequate feedback when requested, in order to keep us up to date on the 

most current status of each item in process. 

Section 2 - Types of Defaults  

and KWRI Notification/Letter Process  

Please note that unless the default is cured, KWRI requires that a notice be 

sent to comply with our standards. RDs will be provided the notice 48 hours 

prior to the notice being sent to the Market Center. The RD is expected to 

call the OP prior to receiving the letter in order to ensure that the Region can 

address any questions the OP may have. 

The most common default notices sent by the Commitment Group are 

outlined below: 

OP Vacancy Notices 

• The Franchise Agreement requires the Market Center to designate a 

qualified replacement Operating Principal within 60 days of that 

position being vacated. 

• The Market Center is provided 30 days to cure this default for first- 

and second- time notices. Third-time default notices will be specific 

to the current Market Center status. 
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TL Vacancy Notices 

• The Franchise Agreement requires the Market Center to designate a 

qualified replacement Team Leader within 60 days of that position 

being vacated. 

• The Market Center is provided 30 days to cure this default for first- 

and second- time notices. Third-time default notices will be specific 

to the current Market Center status. 

• OP participation in Recruit-Select may be required. 

MCA Vacancy Notices 

• The Franchise Agreement requires the Market Center to designate a 

qualified replacement Market Center Administrator within 30 days of 

that position being vacated.  

• The Market Center is provided 30 days to cure this default for first- 

and second- time notices. Third-time default notices will be specific 

to the current Market Center status. 

• OP and/or TL participation in Recruit-Select may be required. 

GCI Notices 

• The Market Center is required to maintain a minimum GCI average 

for any three consecutive-month period; depending on the License 

Agreement version and the development stage of the Market Center, 

this requirement could be $20,000, $45,000, $75,000, or $125,000. 

• The Market Center is provided 90 days to cure this default for first- 

and second- time notices. Third-time default notices will be specific 

to the current Market Center status. 

Unauthorized Office Notices 

• Sent when KWRI is notified of an unauthorized location/office. This 

default references a 24-hour time-frame to cease conducting business 

from the unauthorized location and to remove any signage or other 

advertising. 

Unauthorized Ownership Change 

• Sent when KWRI is notified of unauthorized ownership changes that 

have not properly been approved and documented via the transfer 

application process. 
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Owner Affiliated with Competitor Notice 

• Sent when any investor in the Market Center engages in business in 

another real estate brokerage while maintaining ownership in a Keller 

Williams Market Center. 

 

Section 3 - Roster Rules/Recommendations  

The Region is responsible for all updates, which should be sent to 

roster@kw.com. The names should be as consistent as possible with how 

they appear in the White Pages and email requests should reference the 

Market Center Roster name and number. If not submitted by the RD, the 

RD should be copied on the Roster request. KWRI relies on the Region for 

current information. 

KWRI has elected to allow an interim designation for individuals in certain 

situations in order that the vacant leadership role can be fulfilled temporarily, 

at least in part, as the Market Center diligently works with the Region to 

submit a new OP, TL, or MCA for approval within the applicable cure 

period. By designating an “interim” role, the Market Center’s obligation to fill 

this role with an approved leadership candidate is not extended. This is 

simply a way for the Market Center to continue operating at a diminished 

capacity with someone temporarily fulfilling the applicable leadership 

functions under our model, while the Recruit-Select process and any required 

documentation is completed. Please note that the default clock will not be 

reset when individuals are added or removed from the interim status.  

OP Roster Adjustments 

• All OP changes require a Change of OP Transfer Application. To 

remove an OP from the roster, a request should be sent requesting 

removal and should be accompanied with a resignation letter from 

the current OP.  

• To add an Interim OP, the Region should submit the Licensee’s 

formal request for the appointment of this individual, at which time, 

if approved by KWRI, an Interim OP Approval Notice along with 

training guidelines will be sent to the OP and MC providing 60 days 

to submit an approvable Change of OP Transfer Application. 

• With the Region’s recommendation, KWRI may remove an OP’s 

approved status for failure to meet an OP’s obligations. 
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Team Leader and MCA Adjustments 

• The roles are added/removed from the White Pages by Regional 

request. Confirmation emails will be sent to the Market Center and 

OP along with training requirements for all roles. 

• The MCA must have passed the MCA Skills Assessment Test in 

order to be approved in this role. 

Assistant TL and Assistant MCA Roles 

• Assistant TL and Assistant MCA roles are added/removed by 

Regional request. Please note that Assistant TLs and Assistant MCAs 

will not be provided access to the TL and MCA intranets unless 

specifically requested. 

Market Center Change of Address 

• KWRI reviews the proposed new location of the office in 

conjunction with the Market Center’s Awarded Area. The proposed 

location should be as centrally located within the MC territory as 

possible. If the proposed location is on or near a border of the 

Awarded Area, a Boundary Amendment and Market Research Packet 

may be required (see Section 6). 

Business Center Change of Address 

• KWRI reviews the proposed new location of the office in 

conjunction with the Market Center’s Awarded Area. The proposed 

location should be located inside the MC territory and, if outside, the 

Region should provide a recommendation for the nonstandard 

location. Business Center address changes will be final once a new 

Business Center Addendum is prepared by KWRI and signed by the 

Market Center (see section 8). 

General Manager Adjustments 

• General Manager requests should be accompanied by the Region’s 

approval and validated Recruit-Select for the proposed GM. The 

Operating Principal and GM should be the same for all offices 

requested for multiple GM roles. 

• To be approved, a General Manager candidate must meet the criteria 

for a Multiple Market Center Operating Principal, and like other 

leadership roles within the same Market Center, no GM who has a 

familial relationship or other connection that would inhibit full 

accountability will be approved by KWRI. 
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Regional Leadership Roster Changes 

• Regional leadership roster change requests should be sent by the 

Regional OP or Regional Director. 

Section 4 - Types of Applications/Application Standards  

All applications (except the Renewal and Ownership Change Applications) 

can be found on the Regional Intranet. Current versions must always be 

used, and, may be updated from time to time. All KWRI applications have 

been developed to provide you with clear, specific instructions and are 

formatted to provide you direction on the information we need to consider 

the Market Center’s proposal.  

Applications  

Transfer Applications 

• There are two versions; only one should be submitted for each 

transfer. 

Change of OP Transfer Application 

• This application must be submitted if a change of OP is occurring. It 

requests additional, required information, which a basic Ownership 

Change Transfer Application does not include. 

• This application must be filled out completely, unless the Market 

Center is changing OPs ONLY and NO ownership changes have 

occurred. If no ownership changes have occurred, only Section 3 

must be submitted, along with a letter signed by the incoming and 

outgoing OPs and the Regional Director. 

Change of Ownership Transfer Application 

• A Change of Ownership Transfer Application should be submitted 

for any and all changes in the ownership structure of a Market 

Center, except ones that involve the OP.  For any proposed 

ownership change, the information should be submitted to KWRI 

for consideration of its right of first refusal.  If KWRI does not elect 

to exercise its right, a transfer application specific to the proposed 

change(s) will be forwarded to the Market Center for completion.  

No ownership change is final until a completed application is 

submitted to and approved by KWRI and all required documentation 

is fully-executed. 
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Mega Associate Office Application 

• Submitted for any proposed Mega Associate office location. This 

application can be found on the Regional Intranet. 

Business Center Application 

• Submitted for any proposed Business Center location. This 

application can be found on the Regional Intranet. 

Renewal Application 

• This application will be sent to the Market Center directly from 

KWRI, once approved. It is not posted on the Regional Intranet. 

Section 5 - Renewal Process  

The objective of the renewal process is to complete an assessment of the 

Market Center to determine whether it meets renewal standards and completes 

the renewal, or an approved transition if the Market Center does not meet the 

standards, by the renewal date. The following is a list of standards for the 

Regions to consider when reviewing each Market Center renewal. 

• Consistent profitability, or a sustained, positive trend in profitability 

• Consistent profit sharing (in at least four out of every five months 

over the past two years, per the License Agreement) 

• Associate count meets the standards of the model, or sustained 

positive trend and a track record of consistent participation in growth 

initiatives 

• All leadership current in required training, participating in events and 

engaged in their roles in accordance with the model 

• Investment group accurately reflected in the License Agreement 

• Investment group engaged in required training and growth activities 

• Three months of cash reserves 

• No outstanding financial statement issues or exceptions 

• History of timely submission of annual budget 

• No current default 

• No history or pattern of continuous defaults 

Please note: These are general standards, not a checklist or formula. The 

Region must maintain consistency in its standards for all Market Centers in 

the Region and must be consistent with KWRI’s standards for renewal. 

KWRI retains the right to consider other, relevant criteria in establishing 

whether a Market Center should be renewed pursuant to the terms of the 

License Agreement.  
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Renewal Process and Timeline 

13th month prior to Renewal Date 

• KWRI Commitment Team provides the Market Center’s current 

default and default history information to Region. 

12th month prior to the Renewal Date 

• Region completes assessment of the Market Center in relation to the 

renewal standards and holds a meeting with the OP to discuss the 

assessment. 

• Region and OP agree on goals that must be met for the Region to 

recommend renewal, and a plan of action to get there within six 

months. 

• For challenged Market Centers, an agreement should be signed by the 

OP and RD establishing that if mutually agreed upon goals are not 

met within six months, the OP will follow through with an approved 

transition plan to be completed by the renewal date. 

• Region forwards assessment and action plan to KWRI for filing and 

tracking purposes, along with any transition commitment from the 

OP (if applicable). 

9th month prior to the Renewal Date 

• Assessment of progress/status by the Region (or earlier, if 

appropriate). 

6th month prior to Renewal Date 

• Region sends to KWRI an updated assessment/status report and 

recommendation for renewal or transition. 

• KWRI reviews the recommendation and supporting information, 

determines next steps and sends written notice to the Market Center. 

o If renewal is recommended by the Region and validated by the 
assessment, KWRI will send a renewal application to the Market 

Center for completion and submission. 

o If a transition plan is recommended by the Region and validated 
by the assessment, KWRI will send a written notice to the Market 

Center regarding the transition plan requirements. 

Renewal Date 

Renewal or approved transition to be completed by Renewal Date. 

An extension of the License Agreement will only be given for a limited 

period of time, on an as-needed basis, in order to allow for finalization of the 

renewal or approved transition. 
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Section 6 - Transfer Process  

Market Centers are required to submit transfer applications for all ownership 

changes. The most recent documented and approved ownership of a Market 

Center can always be found in the current License Agreement or in a 

subsequent Transfer Addendum. Please see Section 4 for details on transfer 

applications. 

Section 7 - Awarded Area/Territory Amendment/ 

Mapping and Software  

The approved Awarded Area for a Market Center can be found in the 

current License Agreement or subsequent Boundary Amendment. If a 

territory adjustment is requested for the Market Center, a complete Market 

Research package, new written territory description, and map of the 

territories signed by the RD and OP should be submitted to KWRI for 

review. All Awarded Area descriptions must be enclosed territory using clear 

and lasting descriptions (roads, rivers, county lines, etc). They should begin 

using an intersection or starting point and be detailed, continuous, and 

should end back at the starting point. 

Mapping and Software 

• We recommend that each Region purchase computer mapping 

software to perform mapping functions without complete reliance on 

KWRI. This will speed up the review process, particularly when you 

are submitting a new Market Center application or are requesting a 

territory adjustment for an existing Market Center.  

• Streets and Trips and MapPoint software are both currently in use by 

KWRI, although these programs are no longer supported by 

Microsoft, and KWRI is researching to find replacement programs. 

Section 8 - Disclosure Process  

• All FDD disclosure requests are to be sent to FDD@kw.com and 

must include the name of the investor or potential investor, state of 

residence, email address, Market Center name and number, and 

purpose for disclosure. Disclosures will only be sent pursuant to a 

request by the Region. The Market Center name and number, and 

state of residence of the disclosed, will help determine which FDD 

an individual may need to receive. 

• All individuals must be disclosed prior to any new application.  
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• All individuals attending FSO should be disclosed prior to coming to 

Austin for the event. 

Item 23 (USA) and Disclosure Receipt (Canada) 

• The Item 23/Disclosure Receipt simply confirms the individual 

received the FDD. The potential investor is required to sign and date 

the Item 23/Disclosure Receipt and return a copy to KWRI. Item 

23s/Disclosure Receipts are specific to each Region. An individual 

may be disclosed numerous times within the FDD year, depending 

on their ownership in Market Centers in multiple Regions. Some 

investors, depending on their ownership and number of times their 

respective Market Center submits some sort of application, may be 

required to submit Item 23s/Disclosure Receipts yearly. The Region’s 

specific Item 23/Disclosure Receipt will be required for each 

application. An Item 23/Disclosure Receipt is invalid if it is unsigned, 

undated, the wrong version or year, or an unauthorized individual is 

listed as the franchise seller. The Region will receive notification of 

each Item 23/Disclosure Receipt that KWRI receives. 

Applications and Disclosures / Item 23/Disclosure 

Receipt 

It is highly recommended that you disclose the entire investor group as soon 

as possible, as it sometimes takes an extended period of time for investors to 

return their respective Item 23/Disclosure Receipts. ALL investors, including 

husbands and wives, who are listed in the ownership group, must be 

disclosed and return an Item 23/Disclosure Receipt before an application 

can be approved. You can save much time by disclosing early!  Redisclosure 

of the FDD can be sent for any investors who have failed to return the Item 

23/Disclosure Receipt upon request.  

Annual FDD Updates 

The FDD is updated annually by the end of April (USA) or June (Canada) to 

comply with federal and state/provincial franchise regulations. There is a 

normal lag period in which disclosures cannot be sent until approved by 

certain states, i.e., “registration states.” In some cases (notably California, 

Illinois, Maryland, New York, Virginia, and Washington), this lag time is 

almost always months. If there are new Market Center applications, transfers, 

renewals, etc., in process or yet to be submitted after KWRI’s annual FDD 

expiration notice to the Regions, all owners in the applicable Market Centers 

must be redisclosed with the new version of the FDD, even if they have 

already been disclosed in the prior year’s FDD. New Item 23/Disclosure 

Receipts will also be required. 
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Section 9 - License Agreements/TA&Cs  

and Types of Addenda  

License Agreements 

• The OP is sent a paper copy of their fully executed License 

Agreement. The Region is sent an electronic copy of each License 

Agreement. A new License Agreement is required for all renewals 

and most transfers.  KWRI, in its discretion, may document a 

transfer with a Transfer Addendum to the current License 

Agreement in lieu of requiring that a new License Agreement be 

executed. 

Transfer Agreement and Consent Forms 

• This accompanies any License Agreement in which a change in 

ownership occurred. Requested signatures are dependent on the 

changes which occurred from the previous License Agreement to the 

new License Agreement. 

Indemnification Agreements 

• Sent to the OP from time to time, as appropriate. This document 

protects both the Region and KWRI when certain investor signatures 

are not able to be obtained. 

Business Center Addendum 

• Sent electronically to the OP once the application has been approved 

for execution and return. 

Mega Associate Office Addendum 

• Sent electronically to the OP once the application has been approved 

for execution and return. 

Boundary Amendment 

• Sent electronically upon approval of a change in the Awarded Area 

(see section 7) for execution and return. 

Commercial Addendum 

• Sent electronically to the OP upon Regional request for execution 

and return. 
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KWU Addendum 

• Currently accompanies all new Market Center License Agreements. 

Temporary New Home Sales Location Addendum 

Sent electronically to the OP by Regional request and a copy of the Listing 

Agreement. Please note that there is not an application for this type of 

addendum. 

Section 10 - Transparency  

KWRI must have clear records regarding all owners and investors so we can 

communicate effectively, help protect the Market Center by making all 

necessary regulatory disclosures, and safeguard our brand and reputation. 

KWRI granted each Market Center franchise based upon the business skill, 

financial capacity, and character of the Operating Principal and each of its 

Principals. Should the ownership of the Market Center change, we must 

know about it in advance and must approve the transfer. 

We ask that each Market Center and Region complete a Transparency File 

Data Sheet at least annually and return it to KWRI within thirty days. If there 

are any discrepancies between the current ownership structure, required 

roles, etc., and that which we have formally approved and documented, the 

Market Center must complete and submit the applicable transfer application 

and/or Roster request for our review and proper documentation. 

We also ask that the Region review each Transparency File Data Sheet 

submitted from Market Centers, compare the new information with what has 

been approved and documented, and have the RD sign and date the file data 

sheet before submission to KWRI. 
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Section 11 – Market Center Success Plan 

Market Center Success Plans may be used when a Market Center proposes to 

fill a leadership position with a candidate that does not have a clear track 

record of success or when a Market Center does not clearly meet renewal 

standards. The standard Success Plan lasts six months, allowing the candidate 

one month to ramp up, then meet established growth, profit, and leadership 

commitments over the remaining five months. The standard Success Plan 

structure for marginal leadership candidates or Market Centers that do not 

meet renewal standards is as follows: 

 

Growth: The Market Center will net 15 new agents within the 

next six months;  

 

Profit: The Market Center will increase Owner Profit by 15 

percent for MONTH 2 through MONTH 6, as 

compared to the same timeframe in the prior year, 

and Profit Share at appropriate levels; 

 

Leadership: The Market Center leadership team will participate in 

all applicable Regional and International calls and 

events, and the OP and TL will participate in the 

respective OP Mastery Coaching and Team Leader 

Mastery Coaching through KW MAPS Coaching. 

 

Compliance: The Market Center must resolve the following 

defaults/compliance issues: 

 

Critical to this process is that the Market Center clearly understand and 

commit to these standards. Once the Market Center commits to this process, 

KWRI will document these commitments in writing. For a marginal 

leadership candidate, if the Market Center does not meet the growth, profit, 

and leadership commitments, the Market Center must find and submit a new 

candidate to lead the Market Center moving forward. For a Market Center 

that does not meet renewal standards and fails to meet these commitments, it 

must find a new approved Operating Principal to lead the Market Center, or 

effect some other transition, such as an approved conversion to a Business 

Center, merger with another Market Center, or closure. 
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Notes 
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Get Trained 

Truth 
It takes being a great student  

in order to ultimately become a great teacher. 

In order to lead the Region to be learning-based, Regional leadership must 

walk the talk by attending continuous training. 

Your Training CalendarYour Training CalendarYour Training CalendarYour Training Calendar    

NOTE: Always check with kwu@kw.com for the most current requirements. 

Course Name 
Date 

Completed 

Market Center Launch  

Franchise Systems Orientation  

Recruiting Great Agents (Team Leader Boot Camp)  

Keeping Agents First (Retention)  

RSTLM  

Train the Presenter  

Six Personal Perspectives  

ALC Clinic  

Market Center Financials  

Time Management with the 4-1-1  

Leadership Unlocked  

Ignite  

Business Planning Clinic  

Win with Buyers  

Win with Sellers  

Lead Generation 36:12:3  

Mega Recruit-Select  
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Host World-Class Events 
There are four keys to hosting world-class training and inspirational events in 

your Region: 

1. Focus on the standards and resources of Keller Williams University, 
KW MAPS Coaching, and KWConnect. 

2. Create a world-class Regional training calendar. 
3. Recognize Regional accomplishments with awards. 
4. Hold an annual inspirational event. 

Information and guidelines on each of these appears on the following pages. 
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KWU Events  
KWU provides a series of training events in Austin each year.  

NOTE: The most current dates can always be found on the KWU website:  

http://apps.kw.com/events/austinevents. 
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KW MAPS  
Knowing that each person is an individual with unique strengths and 

challenges provides MAPS (Mega Achievement Productivity Systems) the 

opportunity to offer programs tailored to the individual based on KW MAPS 

Four Cornerstones of Coaching: 

1. We believe the Client is creative, resourceful, and whole. 
2. We believe the coach must address the person as a whole (Their 
entire life, yet keep them in production). 

3. We believe the issues are from the Client and their business. 
4. We believe the relationship is one of partnership. 

The MAPS programs include: 

1. Coaching 
a. Mastery (one-on-one) 
b. Breakthrough (one-on-one) 
c. Performance 
d. Fast Track Group Coaching 
e. BOLD 
f. BOLD for Business 
g. Productivity Coach’s Coaching 
h. MCA Coaching 
i. Mega Agent Expansion 

2. Events 
a. Masterminds 
b. Mega Camp 
c. Recharge 
d. Coaching Skills Camp 
e. Advanced Coaching Skills Camp 
f. Power Prospecting Workshop 
g. Recruiting for Rockstars Workshop 
h. Expansion Systems Orientation  

3. Other Programs 
a. Young Professionals 

4. Systems and Tools 
a. Power Ups 
b. MAPS Apps 
c. MAPS Achiever 
d. Products 
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KW MAPS Coaching Programs 
Coaching takes you from where you are to where you choose to be. KW 

MAPS is the only coaching company that knows the models and systems of 

Keller Williams and the ONLY coaching company that has received the 

prestigious Prism and Stevie Awards.  

KW MAPS Coaching provides: a variety of coaching programs ranging from 

group coaching to one-on-one coaching and gets results. Agents with KW 

MAPS coaching: 

• Sell 4.3 times more volume 

• Sell 5.3 times more units  

• Earn 4.8 times more GCI than agents without coaching 

• MCs are 31% more profitable when its leadership is in coaching 

A commitment to coaching to become one’s best is an integral part of Keller 

Williams Realty. KW MAPS Coaching is the best way to develop all 

associates and leadership. 

•••• Mastery Coaching (ongoing weekly) 

•••• Breakthrough Coaching (ongoing semi-monthly) 

•••• Group Coaching (2-6 months) 

•••• BOLD (7 weeks) 

Mastery Coaching  

Mastery coaches provide one-on-one personal coaching that zeros in on the 

participant’s business plan, skills and mindset, holding them to their 

commitment to growing their business and income as swiftly as possible, no 

matter the market.  

Mastery Coaching is only for people who want to advance quickly and are fully committed 

to doing so.  

• For Agents, OPs, TLs, MCAs and Productivity Coaches 
• $1,000/month – Events included 
• Weekly one-on-one intense coaching calls (minimum 40/yr.) 
• Group call during events 

The weekly Mastery Coaching session includes: 

• Once the contract is signed, a MAPS needs analysis will be 

completed. After the analysis is reviewed, the client will be paired 

with the best coach to suit his or her needs. 

• A full assessment of where the client is with productivity and 

profitability.  

• A personalized action plan of what the client needs to do each week.  
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• Skill-based lessons that will help the client focus on his/her strengths 

in order to capitalize on them.  

• Training with new scripts and dialogues that move client past 

barriers.  

• Accountability sessions that will ensure that once client and coach 

have developed a plan, client implements it to ensure increased 

profitability. 

• A minimum of 40 high-impact phone sessions from personal coach.  

• Strategies designed to help make more money in less time so client 

can devote more time to his/her personal life and goals.  

• Strategies for monitoring profits so that client keeps more of the 

hard-earned dollars made.  

• The client has the right to request a transfer of coach at any time. 

• FREE Call Friday 3rd Friday of Month – Dianna Kokoszka on 

leadership and team building (2:30 pm CST) 

Mastery has privileges! These events are included in 

Mastery Coaching Membership: 

Mastery includes complimentary registration to all Keller Williams and MAPS 

signature events including Family Reunion, Mega Camp, Masterminds1, 

Mastery exclusive events, Mastery receptions and Franchise Systems 

Orientation2. 

An investment in Mastery Coaching provides the following value:  

1. Family Reunion $599 

2. Mastery Client Event at Family Reunion $250 

3. Spring Masterminds (typically April or May) $550 

4. Mega Agent Camp or  
Mega Leadership Camp (choose one) $249 

5. Agent or Leadership  
Masterminds at Mega Camp (choose one) $400 

6. $250 Discount on Recharge $250 

7. Franchise Systems Orientation  
(One per year. There is a charge of $40 per day to cover class 

materials, transportation and lunch.) $299 

8. Mastery Receptions (3) $300 

 Total Included Value – $2,897 

This investment in agent is an annual contract at $1,000 per month. 

                                                 
1 Determined by KW role 
2 Registration only 
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Breakthrough Coaching  

Breakthrough Coaching offers one-on-one coaching two times per month 

that boosts client’s bottom line by teaching them skills-based models, scripts 

and dialogues focused on their strengths. Breakthrough Coaching teaches 

agents tactics to make more money in less time moving them beyond barriers 

and in the direction of Mastery Coaching.  

This investment in agent is an annual contract at $450 per month. No Events Included. 

• For agents, OPs, TLs, MCAs and Productivity Coaches 

• $450/month 

• Two 30-minute calls per month 
 

(If agent choses to move up quickly, Mastery is best option) 

Performance Coaching  

Performance Coaching is a “game changer” because it focuses on eliminating 

interference, or what is getting in the way of achieving greater results and 

higher performance. 

Research shows that as much as 99 percent of what a person does every day 

is automatic, so how can that person raise their results by improving what is 

“automatic?” This type of coaching is based on the premise that performance 

by an individual, team or Market Center is determined ultimately by the 

potential available in that individual, team or Market Center.  

Performance Coaching allows individuals to attain higher levels of 

performance by developing different habits or changing habits and therefore 

higher results. It is conducted on a one-on-one basis and is available and 

recommended to everyone. Whether a person is an agent, Team Leader, OP, 

RD or any other role—if they feel like something is holding him/her back, 

Performance Coaching is the solution!  

Performance Coaching is available as a Mastery or Breakthrough contract. 

Fast Track Group Coaching 

KW MAPS Coaching offers group courses that amplify earnings by 

transforming outlooks through module-based learning.  

Group Coaching provides access to concentrated courses that precisely target 

areas within business that slow progress. All coaches are highly-qualified top 

agents who have “been there, done that.” Facilitated by proven experts in 

each field, group courses consist of weekly sessions teaching the methods, 

scripts, language patterns and mindsets that empower Millionaire Real Estate 

Agents and leaders across North America. 
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Weekly, one-hour calls focused on specific topics: 

• 90 Listings in 90 Days – Dream of being a mega agent? It all starts 
with working smart. Learn from coach, Craig Reger, how to 

effectively manage your time and increase your production in this 90-

day challenge. You'll immediately and effectively transform your 

business with a large inventory of listings to put you on the road to 

join KW's mega agents! 

• Baby Boomer Listings – Baby boomers are the largest segment of 
the population and they are downsizing. How many have you assisted 

in selling their large home and helping them purchase a smaller 

home? This market is huge and you deserve a part of it. Learn from 

coach, Aaron Simons, how to effectively communicate and service 

baby boomers' needs and watch your business grow! 

• Property Management Systems – Are all your eggs in one basket? 
Diversity your income streams as the market evolves by adding 
property management to the mix. Discover the strategies used by 
coach, Bryan Chavis, to ensure passive income flows toward you 
now and throughout your retirement years. 

• Dominate Your Market – Do you steer clear of FSBO and Expired 
opportunities because you're not quite sure what to say to set 
qualified listing appointments? Coach Jackie Kravitz guides you in 
taking control of your business by mastering the scripts, tools, 
strategies and mindsets of mega listing agents to dominate your 
market! 

• Fierce Conversations – Contrary to the nursery rhyme, words can 
hurt worse than stick and stones. Words can also heal. Conversations 
are relationships and every aspect of our lives succeed or fail 
gradually, then suddenly, one conversation at a time. How many 
people do you speak with in a day? Do the conversations always go 
well? Learn from coach, Debbie Frapp, how to transform the 
conversations central to your success by mastering positive change 
through powerful conversation, self-discovery and discover how to 
strengthen relationships while tackling tough issues. 

• Health and Wellness – Are you at your personal best? Learn from 
coach, Nina Rowan, how to maximize your energy, gain power and 
accomplish more in your life using life-transforming techniques. 

• Language of Sales – Did you know that what and how you say 
something is more powerful in influencing people than your track 
record of success? Coach Joel Rico leads you to discover the words, 
tonality and patterns that inspire people to say YES to doing business 
with you. 

• Leveraged Lead Generation – Does your business suffer from the 
dreaded Feast or Famine syndrome? Coaches Tim Heyl and Sam 
Monreal share the two most basic yet elusive factors in real estate: 
rigorous prospecting and lead follow-up.  When done correctly and 
consistently, your pipeline will be full and your business booming! 
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• Mega Buyer Agent Skills – Have you had a buyer that would not 
commit to you or a great property? Coach Shon Kokoszka shares 
the necessary skills, language and systems with you to successfully 
increase sales and become a top buyer agent. 

• Mega Listing Skills – Build confidence and learn to work 
powerfully with sellers to go from that first “YES!” to receiving 
referrals for the next twenty years, or more. Coached by Doris 
Carlin and Ron Wexler. 

• Model Your Way to a Million – How's your plan to reach a million 
dollars in annual GCI working? It comes as no surprise that the 
models outlined in Gary Keller's The Millionaire Real Estate Agent are a 
proven path to big business. Learn the fundamentals from coach, 
Chris Suarez, to create a personalized and sellable business model 
created around MREA concepts to make your dream of being a 
millionaire your reality. 

• Power Profit with Buyer Teams – Does the showing assistant 
model have you confused? Take your business to the next level by 
implementing proportional systems and models taught by coach, 
Aaron Armstrong, to create a successful buyer team. 

• Productivity, Profitability, Growth & Culture – How can you 
develop a triple crown ALC and maximize your market center 
profitability? These bi-weekly webinars and “live” agent calling 
sessions led by coaches Rich Rector and David Jones give you the 
keys to create your powerful ALC. 

• Pursuit of Profit Share – How many passive streams of income do 
you have? Have you heard about the Keller Williams profit share 
system but really haven’t investigated it? Take the time to learn with 
coach, David Jones. It could change your bank account and future. 
Learn about the profit share tree, how to build it and completely 
understand the power of the Keller Williams Profit Share system. 

• Steps to Kellerization – Are you new to Keller Williams and feeling 
a little lost with the lingo, the tools and models? Gain a deeper sense 
of connectivity to the company as coach, Terrie Foster-Nowland, 
exposes you to a fundamental overview of the systems, tools, models 
and the language of our business as a whole and the Keller Williams’ 
culture. Directly aligned with the Growth Initiative, this program 
solidifies the KW value proposition as a training and consulting 
company built into a real estate franchise. This program accepts 
enrollments at any time. 

• The One Thing – Are you being pulled in a million different 
directions: so much to do, so little time, leaving you feeling 
completely overwhelmed? Achieve extraordinary results in every 
situation by developing your personal ONE thing. Coach Shon 
Kokoszka shows how to concentrate on your goals, dismiss 
distractions and build success one thing at a time. 

• The Perfect Real Estate Assistant 101 – Thinking of hiring an 
assistant or have an assistant you simply don't have time to train 
properly to become irreplaceable? If your business is running you, 
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have Monica Reynolds coach you and your assistant on structuring, 
operating and managing the many aspects of your business. 

• The Perfect Real Estate Assistant 201 – Are you ready to take the 
next step to become the perfect assistant and help build a great team 
with systems and models? In this advanced course, coach, Monica 
Reynolds, teaches how to take your Policy and Procedures Manual 
to the next level of completion. Prerequisite: The Perfect Real Estate 
Assistant. 

• Total Recruiting Solutions – Master the language of real estate (20-
10-40), recruiting, technology, and Market Center numbers with the 
Total Recruiting Solutions: the all-inclusive Market Center support 
program coached by Rich Rector, Mike Bastian and Chris 
McNamara. 

 
Most programs range between $297-$396 or $119/month. 
 

BOLD 

Every year more than 10,000 agents attend BOLD who consistently say, 

“BOLD changed my business and my life.” 

Bad habits . . . and good habits . . . take time to develop. 66 Days. BOLD 

conditions participants on how to think and act bold, completely redesigning 

their business, life and earning potential. 

Participants benefit from: 

• Overcoming limiting beliefs 

• Learning to deliver powerful scripts 

• Building an abundance of leads 

• Incorporating time-saving strategies 

• Discovering the benefits of a life by design 

• Aligning Conscious and Unconscious minds to obtain goal 

BOLD is delivered in local markets by a coach who has been carefully 
selected and trained by Dianna Kokoszka herself.  

 

BOLD is effective:  

• BOLD participants average 14.02 contracts during the seven-week 
course. (2014 year average) 

• Since its inception in 2009, 43,433 agents have graduated from 
BOLD. 

• During BOLD, you condition yourself to adopt the mindset and the 
activities that allow you to cut through the clutter and go straight to 
your dreams.  

BOLD attendees accomplish the following:  
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• Overcome limiting beliefs that are unconsciously holding participants 
back.  

• Learn how to deliver powerful language that naturally influences 
people to work with agent. 

• Learn the best ways to work with FSBOs, expired listings, farm areas, 
just listeds, just solds, past clients, asking for referrals and answering 
an ad or sign call. 

• Develop an effective listing presentation and buyer presentation. 
• Build an abundance of leads flowing into business. 
• Incorporate time-saving strategies and techniques that take agent’s 
business to the highest levels. 

• Schedule and prioritize more effectively. 
• Actually make calls, set appointments, and close contracts! 

MAPS tracks the numbers as a result of BOLD that assists tremendously. 
For instance:  

• Improvement in production of all agents  
• Improvement in recruiting numbers  

 

The ideal BOLD class size is between 50–110 students, with a minimum of 

40 required to have a coach on-site. BOLD typically takes place in seven 

sessions over eight weeks—more than enough time to develop the good 

habits that lead to BOLD success. Since its inception, BOLD has expanded 

to include: 

• BOLD Experience 

• BOLD Leader 

• BOLD Technology 

• BOLD for Business 

BOLD Experience  

BBBBusiness OOOObjective: A LLLLife by DDDDesign  

Knowing that the conscious mind is the “goal setter” and the unconscious 

mind is the “goal getter,” BOLD was written by Dianna Kokoszka in a way 

that allows the conscious and unconscious to align. Like Tony Robbin’s 

teachings, it all begins with the mindset. Over seven weeks, agents are taught 

and conditioned with mindset, scripts, listing presentations, buyer 

presentations and more that propelled Kokoszka’s own million-dollar real 

estate career and secured her place as the industry’s “queen of systems and 

scripts.”  

Dianna has sold more than 4,000 homes and she brings that knowledge to 

agents through the BOLD experience so they too can experience massive 

success. 

Investment: $799 - $899 
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BOLD Leader  

BOLD Leader increases your leadership skill. 

This breakthrough program is about getting on the path to become the type 

of world-class leader that becomes a magnet for the best talent, and 

becoming the magnet means unlocking the very best that lies within each one 

of us. 

BOLD Leader begins by looking inward. Once the realization that the energy 
created governs the energy and circumstances of attraction into their lives, 
agents can begin to leverage the full spectrum of their power. This 
breakthrough program is about leading from the heart. It’s about joining 
hands to become part of something bigger. And it’s about getting on the 
path to become the type of world-class leader that becomes a magnet for the 
best talent out there and the very best that lies within each one of us. BOLD 
Leadership is delivered in three, separate two-day sessions. 

Session 1: Unleash Your Abilities; Maximize Your Results. Agents 

will experience massive transformation around their 

relationships, creating results and experiencing confidence in 

their ability to influence. Participants will be able to spot a 

fixed mindset and how to open people to accept change. 

Learn a three-step technique of getting into someone else’s 

world, and how to move them forward. Additionally, learn the 

Pillars of Leadership, the net forward energy ratio, how 55 

percent of communication is happening in front of others, and 

receive powerful recruiting scripts. 

Session 2: Inspire Action and Get Results Now through 

Communication. Learn to increase charisma, energy and 

communicate powerfully using language patterns that 

influence others, tie-downs, embedded commands, keyword 

backtracking, and much more! 

Session 3: Be a Distinctive Leader and Grow the Leaders Around 

You. Learn the 5 Levels of Leadership, the difference between 

managers and leaders. How to increase the effectiveness of a 

team, develop leadership, as well as develop the leadership in 

others. 

BOLD Technology  

This one day up-to-date course helps agents understand what is happening in 
technology today.  

Week 1: Overcome your limiting beliefs in the social media genre. 

YOU will focus on mindset and the Internet state of mind.  
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Day #1 includes the following: 

• Learning how to integrate Internet and technology into the business  

• Understanding the virtual customer  

• Making an Internet business plan around existing business  

• How to create, manage and run pay-per-click campaigns  

• The most effective sources of classified advertising online and 

generating real leads  

• Getting social for prospecting, farming and building a brand image 

(includes Facebook, Twitter, blogging and YouTube)  

• SEO – dominate the search engines and be on the first result page 

for what buyers and sellers are searching  

Week 2: Virtual class taught by three tech coaches. Accountability: Hands-on 

building of business plans based on teachings in week 1. Get the traffic, get 

the leads. 

Week 3: Virtual class taught by three tech coaches. Accountability: Leads are 

coming in. Now what? Implementing follow-up systems, scripts and auto-

technology to get the appointment with Internet buyers and sellers.  

BOLD for Business  

BOLD for Business – Sales Performance 

Designed to increase the productivity of all sales people within organizations 

outside of the real estate sales industry. Participants will increase their 

production and profitability using the BOLD sales techniques that propelled 

Dianna and Shon Kokoszka’s million-dollar careers. BOLD for Business 

conditions participants with powerful mindset exercises, language of sales 

techniques and lead generation activities.   

• Overcome your limiting beliefs 

• Learn how to deliver powerful scripts 

• Build an abundance of leads 

• Incorporate time-saving strategies 

• Discover the benefits of a life by design 

• Align your conscious and unconscious minds to obtain your goals 

With over 50,000 graduates of the BOLD program, participants on average 

have experienced these results. 

• Sold 166% more dollar volume 

• Sold 176% more units 

• Made 169% more in gross commission income 

This transformative program increases sales and profits through the 

relentless pursuit of leads, conversion strategies and business-building 
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activities. BOLD gives you the tools to be successful and holds participants 

highly accountable to take the appropriate actions to form the success habits 

of extraordinary sales people. 

BOLD for Employees – Career Trajectory Enhancement 

Jim Rohn said, “You are paid in direct proportion to the service you 

provide.” BOLD for Employees is designed to get the heart of your 

organization (employees) to embrace the power of that statement. 

Participants have experienced a substantial improvement in mindset and 

productivity by living the BOLD laws. By getting participants to buy into the 

BOLD concepts, graduates have a positive and substantial impact on an 

organizations culture. BOLD enables participants to think bigger and 

recognize that 20% of their activities yield 80% of their results. BOLD trains 

and conditions them to focus on the 20% activities and give an inordinate 

amount of time to the tasks that will move the needle for their position and 

for the organization. Graduates of the BOLD for Employees program have: 

• Improved confidence 

• Enhanced team performance and communication 

• Eliminated drama 

• Became more valuable to the organization 

• Implemented time efficiency and time blocking strategies 

• Gained clarity on long term vision and strategy 

• Eliminated victim language 

Every position in every organization has a measurable way to prove success.  

BOLD participants gain awareness of that matrix and track their progress 

throughout the 4 weeks of BOLD. 

www.mapscoaching.com 

512-327-3070 

800-784-6826 

Productivity Coaches Coaching 

Even the best coaches need a coach. As Dianna says, “You must drink the 

water you intend to sell.” After all, if you don’t believe in having a coach, 

how can you inspire others to have one? The Productivity Coaches Coaching 

program gives Productivity Coaches one-on-one attention with a specially 

selected “coach’s coach.”  

Participants do the following:  

• Learn how to drastically increase agents’ productivity 

• Implement the strategies and principles in the Productivity Coach’s 

Gamebook  
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• Experience powerful coaching in mindset, skills and discipline with 

high accountability  

• For PCs, OPs and TLs 
• $450/month 
• Four people on 3 calls per month 
• One 1-on-1 coaching call per month 
• Free call third Monday of each month 

MCA Coaching 

The MCA Coaching program matches MCAs with hand-picked MCA 

coaches. Participants are coached on: 

1. Growth Initiative items 
2. Discipline and time-management skills 
3. How to be accountable to budget and forecasting models 
4. How to manage staff, systematize the office, communicate with 
agents and get along with everyone in the office 

• For MCAs 
• $149/month 
• Four people on weekly calls 

Mega Agent Expansion 

Expansion Systems Orientation (ESO) teaches successful, productive agents 

how to consistently and predictably grow teams by expanding into additional 

Market Centers using proven models and systems. 

Explorer Level – Step 1 

This is the foundational level of expansion. Everyone, no matter what their 

level of production or expansion aspirations will apply to the Explorer Level.  

• Learn the ins and outs of Expansion—webinars, training, networking 

and invitations to exclusive Expansion events  

• Monthly training call 

• Special webinar presentation of 6 Business Disciplines presented by 

Gary Keller 

• Exclusive Explorer Level breakout sessions at Family Reunion, Mega 

Camp and Masterminds 

• Facebook Group 

• $1,000 a year  
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Expansion Systems Orientation (ESO) – Step 2 

A course that teaches successful productive agents how to consistently and 

predictably grow teams by expanding into additional market centers using 

proven models and systems. 

• Teaches the models, systems and processes of Expansion 

• Covers Myths about Expansion 

• Learn When, Where and With Whom to Expand – Smart Expansion 

• Apply Gary Keller’s Business Snapshot to Broaden Your Focus 

• Learn the Economics of Expansion 

• Discover how to build the organizational model 

• Create massive lead generation to fuel the expansion 

• $399 

Expansion Level – Step 3 

When an agent is ready to launch into a new market, it’s time to apply for 

expansion level for each additional location. 

• Provides financial, organizational and administrative systems for 

setting up Expansion Teams 

• All benefits of the Explorer Level 

• Receive cutting-edge models and systems for expansion teams in 

Expansion Systems Manual 

• Two 2-day mastermind sessions with Gary Keller and Kristan Cole 

• Exclusive Explorer Level breakout sessions at Family Reunion, Mega 

Camp and Masterminds3 

• Facebook Group 

• $3,000 a year per location 

 

                                                 
3 Masterminds outside of MAPS events incur additional charge 
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KW KW KW KW MAPSMAPSMAPSMAPS    EventsEventsEventsEvents    

Seminars and Events 

Agents and leaders learn more by getting out of their zip codes. Seminars and 

events give them that opportunity.  

Masterminds 

With a focus on collaboration and leveraging other people’s experiences to 

create breakthrough ideas through the mastermind facilitator process. 

Masterminds give practical, tried-and-true ideas and solutions that agents can 

implement immediately when they return to their Market Center. 

The sessions offered include the following: 

• Agent 

• Team Leader 

• Operating Principal 

• Technology  

• MCA  

• Productivity Coaches 

• Farm and Ranch 

• Luxury Homes 

• Expansion 

Mega Camp 

Agents and leaders learn more by getting out of their zip codes and Mega 

Camp gives them that opportunity. Each year in Austin, Texas, typically in 

August or September, Gary Keller, Mark Willis, Mary Tennant, John Davis, 

Chris Heller and Dianna Kokoszka meet with the best-of-the-best agents and 

Market Center leadership from all over the world. These super-achievers 

share their strategies, systems and practices for mega-success that agents can 

take back and apply in their own marketplace.  

Sessions include the following: 

• Mega Agent Camp 
• Mega Leadership Camp 
• Mega Tech Camp 
• Masterminds 
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Recharge 

A next-level leadership experience for those KW associates truly committed 
to growing their leadership. Exclusive networking and mentoring with KW’s 
executive leadership team and top American business leaders. Intimate 
environment (limited to only 200 attendees) designed to build powerful 
connections among attendees and speakers. 
  
Investment: $3,750 
Mastery Clients: $3500 

Coaching Skills Camp  

The questions you ask determine the answers you get. KW MAPS Coaching 

Skills Camp shares the secret coaching models, including learning how to ask 

powerful questions. This three-day camp is directed by KW MAPS Master 

Coach Dianna Kokoszka and teaches the skills needed to achieve top 

productivity from coached agents.  

• How to ask great questions 

• Getting teams to the right mindset  

• Models and systems  

• The power of words and habitual patterns  

• Role-plays on coaching  

• 100 percent effective questions and exercises to break through 

limiting beliefs  

• Workbook with proven strategies  

• Networking reception  

 
Investment: $799 

Advanced Coaching Skills Camp  

KW MAPS Advanced Coaching Skills Camp takes what was learned in 

Coaching Skills Camp to a whole new level. Advanced Coaching Skills Camp 

is a three-day camp directed by KW MAPS Master Coach Dianna Kokoszka 

giving the skills and systems to maximize productivity. This intensive training 

shares the most up-to-date strategies developed by KW MAPS Coaching 

experts. Attendees must have completed Coaching Skills Camp a minimum 

of three times before registering for Advanced Coaching Skills Camp. 

Investment: $999 
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Power Prospecting Workshop  

The Power Prospecting Workshop gives agents the unique opportunity to 

experience live coaching and support while prospecting for new leads A 

MAPS Coach listens in on the calls and assesses performance in 10-12 areas, 

coaching agents on the ones that will make the greatest impact on their 

prospecting results, and taking the fear out of prospecting!  

As a result of this program agents naturally use scripts more effectively to:  

• Increase closing ratio 

• Reduce fear of rejection 

• Learn to overcome objections 

• Set more appointments 

• Generate more leads and sales 

Investment: $395 

Recruiting for Rockstars Workshop  

Ever wonder why recruits just don’t get KW and all that’s offered? Have you 

found after your presentation that they want to think it over? This workshop 

focuses on the activities, scripts and tools needed, including John Davis’ 

Growth Initiative scripts, models and systems, to exponentially grow teams—

and it holds TL’s accountable immediately through “real-play” exercises.  

The Recruiting for Rockstars Workshop can be presented in either a one- or 

two-day format.  

• Key Components of online recruiting strategy, including social media 

• Needs Analysis 

• Understanding the recruiting mindset 

• 2-10-40 Growth Initiative 

• The proven ten-step recruiting presentation demonstration that has 

enabled Team Leaders to recruit Cappers and Mega Agents  

• Objection-handling and closing demonstration (scripts provided)  

• 45 minutes of live prospecting and appointment setting  

• Instantaneous feedback and coaching while prospecting  

• Lead follow-up system  

• Exit interview and agent transition road maps 

• Master the value proposition of eEdge to recruit at the highest level. 

• Best practices for sorting and grouping contacts in eEdge. 

• Exercises to show agents the eEdge WOW factor. 

• Starting eEdge 33 Touch to grow Market Centers. 

• Create synergy in recruiting efforts using eEdge, scripts and 

dialogues. 

• Creative solutions for working with your eEdge Ambassadors. 
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• How to respond to eEdge objections. 

• How eEdge plays into the complete on-line recruiting strategy. 

 
Investment: $299 

Expansion Systems Orientation  

Expansion Systems Orientation (ESO) teaches successful, productive agents 

how to consistently and predictably grow teams by expanding into additional 

Market Centers using proven models and systems. The audience for this 

course includes agents seeking to learn more about whether and how to 

expand, Market Center Leadership (OP/TL/MCA/ALC) pursuing a better 

understanding of expansion and their Market Center, and Agents who may 

be interested in working with an expansion team. 

This 2-day course teaches: 

• Smart Expansion: When, Where, and With Whom to Expand  

• Common myths about expansion  

• Applying Gary Keller's Business Snapshot to Broaden the Focus  

• The Economics of Expansion  

• Building the Organizational Model  

• •Fueling the Expansion with Massive Lead Generation  

• Essential Leadership Skills and Methods for a Multi-Location 

Business 

• $399 Investment 

KW KW KW KW MAPSMAPSMAPSMAPS    ––––    OTHER PROGRAMSOTHER PROGRAMSOTHER PROGRAMSOTHER PROGRAMS    

KW Young Professionals  

Keller Williams has already set the standard for the real estate industry and 
now, through KW Young Professionals, is setting the industry standard for 
young associates.  The KW Young Professionals Division is preparing the 
future leaders of Keller Williams to carry forth the company mission while 
preserving and strengthening the unique company culture.  

Resources and training were developed to respond to a trend of people 
moving into leadership roles at much younger ages  

KW Young Professionals cultivate future leaders by developing leading-edge 
events with an emphasis on sharing innovative techniques, encouraging 
growth into leadership and supporting key advocacy issues for the industry.  

Other benefits of membership include: 

•Monthly one-hour live webinars with Keller Williams executives or MAPS 
coaches 
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•Monthly video segments featuring top producing young professionals who 
are sharing their keys to success 

•A monthly wellness video segment with MAPS Health and Wellness Coach 
Nina Rowan Heller interviewing a featured young professional on the role 
wellness plays in peak performance 

•Members-only programming and networking events at Family Reunion  

•Members-only networking events at Mega Camp 

•International networking and referral opportunities 

•KW Young Professionals t-shirt 

•And a members-only online community (coming in 2015) 

As member Matt Aitchison of Aitchison & Adams in Roseville, California 
says, “You are the sum of the people you hang around and there is no better 
group to be around than those who are pushing the industry forward. That 
group is KW Young Professionals. 

 
Annual Investment: $799 
 

KW MAPS KW MAPS KW MAPS KW MAPS Systems and ToolsSystems and ToolsSystems and ToolsSystems and Tools    

KW MAPS Power Hour 

 

 

 

 

 

 

 

 

Power up with KW MAPS Daily Warm-Ups. The idea is simple. Each 

morning between 9:00 a.m. and 11:00 a.m., join every member of the Keller 

Williams family as well as some in the business community, start the day with 

Power Up followed by script practice and then an hour of focused lead 

generation. 

Download the Facilitators' Guide to get started! 

(https://secure.kw.com/kwu/content/sitemap.jsp) 

Investment: FREE 



246 Regional Leadership Manual – v1114.1 © 2014 Keller Williams Realty, Inc. 

KW MAPS App 

 

 

 

 

 

 

 

 

Download the KW MAPS App for your smartphone! 

(https://itunes.apple.com/us/app/keller-williams-realty-

real/id652512924?mt=8) 

Get daily power ups, scripts and much more from Dianna Kokoszka with 

the MAPS app for Android and iPhone.  

Investment: FREE 

The 21 Irrefutable Laws of Leadership,  

Keller Williams Realty 

 

 

 

 

 

 

This customized four-disc audio collection features John Maxwell’s 21 

Irrefutable Laws of Leadership and their direct application to the success of 

the real estate professionals of Keller Williams Realty. Keller Williams leaders 

share what they have learned about each of the laws in interviews with John 

Maxwell. Listen and take these lessons to heart so that you can become a 

more effective leader in building your real estate business. 

Available at KW Store.  
(http://mapscoaching.kw.com/21-irrefutable-laws-leadership) 
 
Investment: $50 
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MAPS Achiever 

 

 

 

 

 

Make team meetings great. MAPS Achiever is a collaboration between Keller 

Williams Realty and SUCCESS magazine. The subscription program 

provides direct access to content on leadership, business, communication 

and personal development. With MAPS Achiever, you will get 24/7 access 

to: 

• Monthly audio/video interviews with KW’s most successful leaders 

• Digital editions of SUCCESS magazine, including archived editions 

• Book summaries from people like Dave Ramsey, Jim Rohn, Brian 

Tracy, Jack Canfield and many more … 

• Thousands of hours of downloadable audio and video recordings on 

business, leadership and building relationships with John Maxwell, 

Jim Rohn, Zig Ziglar and others 

• Daily SUCCESS quotes to inspire and challenge you 

Investment: $19.95/month 

Subscribe here 

(http://mapssuccess.com/). 

Productivity Coach Game Book 

 

100-day ramp up operations manual for Productivity Coaches to ensure the 

success for the PC and their clients. 

Investment: $299 
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Agent Play Book 

 

100-day ramp up operations manual for Agents that includes what to do, 

day-by-day, to ensure a successful beginning in their real estate career. 

Investment: $50 

 

BOLD Script Books 

Script books developed to ensure agents know what to say 

when when booking appointments, going on listing appointments and more. 

Agents learn what to say, when to say it and how to deliver it, making the 

difference between failure and success in their real estate career. 

Investment: $50 
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Regional Training ScheduleRegional Training ScheduleRegional Training ScheduleRegional Training Schedule        

In addition to the training offered through KWU and KWConnect, your 

Region should have a robust training schedule that provides Market Center 

leadership and associates with the ability to attend KWU classes in a location 

closer to home. Your calendar should take into account key KWRI dates, 

important local events, and other Regional meetings. A sample calendar 

appears below. 

 

EventEventEventEvent    FrequencyFrequencyFrequencyFrequency    

RSTLM Yearly 

ALC Clinic Yearly 

OP Boot Camp Yearly 

Recruiting Great Agents (Team Leader Boot Camp) Yearly 

Keeping Agents First (Retention) Yearly 

MCA DRIVE Yearly 

MC Financials Yearly 

Win with Buyers Yearly 

Win with Sellers Yearly 

Train the Presenter; Train the Trainer Advanced Every Other Year 

Mega RSTLM Certification Every Other Year 

BOLD Ongoing 

Note: If you are unable to offer the classes within your Region on a given year, you may 

include the Austin, Texas, dates on your calendar. 
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KWU IKWU IKWU IKWU Instructor Requirementsstructor Requirementsstructor Requirementsstructor Requirements    

Market Center Trainers  

Market Center trainers are approved locally by their Team Leader (TL). The 

TL is the most qualified leader to determine and assist potential trainers at 

the Market Center level. However, KWU does provide a recommended 

learning path for Market Center trainers and certifies those who complete the 

curriculum. 

Recommendations 

Market Center trainer should start by taking “10 Steps to Train Tomorrow,” 

a self-paced, online course that will orient them to training KWU materials 

(search for this course on myKW, KWConnect). 

It is highly recommended that Market Center trainers attend Train the 

Presenter* (a one-day course with an optional second-day workshop) taught 

by International Master Faculty trainers. Please note that this course is 

required if a trainer pursues KWU Approved Trainer certification and must 

be taken if the trainer wants to attend Train the Trainer Advanced 

Workshop. 

It is also recommended that Market Center trainers attend the Train the 

Trainer Advanced Workshop at least once. Those who complete both classes 

will be certified as Market Center trainers. 

Trainer Evaluation 

All Market Center course evaluations will be maintained at the Market 

Center. Trainers should collect course evaluations for their own 

development. 

*All associates who have taken the Train the Trainer I course will receive 

credit for the new class, Train the Presenter. 

KWU Approved Trainers 

KWU Approved Trainers are certified through KWU. Trainers at this level 

have the opportunity to train in any Region to which they are invited. They 

will be marketed on the KWU website and will be invited to faculty program 

events. Becoming certified means that a trainer has met KWU’s criteria and is 

recognized by Regional leadership for their teaching skills and talent. It 

means that KWU is confident that a trainer can deliver KWU courses in an 

engaging and effective environment so that the lessons can immediately be 

applied to associates’ businesses and lives. 
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Requirements 

• Complete Train the Presenter, taught by an International Master 

Faculty trainer. 

• Complete the Train the Trainer Advanced Workshop, taught by an 

International Master Faculty trainer, AND receive the Master Faculty 

instructor’s recommendation to the program. (Please note: This may 

necessitate taking the Train the Trainer Advanced Workshop 

multiple times.) 

• Obtain a letter of recommendation from your Regional Director.  

• Complete the KWU Approved Trainer Application (found online on 

myKW, http://kwu.kw.com/kwu/approvedtrainers). 

• The application includes a 360-degree review process.  

1. The review includes feedback from International Master Faculty, 
KWU Approved Trainers, and Regional Directors (completed by 

KWU and KW Leadership). 

2. It also includes three Team Leaders whose Market Centers the 
candidate has taught in. 

3. Candidates names are sent out monthly via email with a link to 
SurveyMonkey for peers and leadership to report.  

Trainer Evaluation 

• Course evaluations at the KWU Approved Trainer level are collected 

by the ROM for Regional events. 

• Trainers should collect their own evaluations for courses conducted 

at Market Centers to keep for their own training development. 

• Course evaluations collected by the ROM from Regional events will 

be entered into a Trainer Success Report Card database consolidated 

at KWU monthly. KWU and Regions will have the ability to track 

results of training events, trainer results, and course results. 

International Master Faculty 

International Master Faculty is a unique designation granted to those who 

have proven themselves to be exceptional trainers, icons of Keller Williams 

Realty, and ambassadors for KWU at the highest level. Master Faculty 

trainers will be marketed on the KWU website and will be invited to Faculty 

Program events, as well as be afforded unique teaching opportunities and 

opportunities to provide input into KWU course content. 
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Designation Requirements 

Because International Master Faculty is a granted designation rather than an 

earned certification, there is no formal process for a candidate interested in 

the designation to complete. The best path for a trainer to take is to continue 

teaching in as many locations as possible – building both name recognition 

and reputation as they hone their skills.  

However, there are clear standards KWU’s Faculty Program evaluates when 

recognizing new Master Faculty members. Please note that the steps below 

are taken confidentially. 

• Each quarter, a request for nominations is sent out to KWRI, 

regional leadership and current Master Faculty. This community is 

asked to share the names of any individuals they have identified as 

exceptional trainers, as well as icons and ambassadors.   

• If a trainer receives five nominations from this community, he or she 

officially becomes a candidate for review.   

• KWU’s Faculty Program then considers the history of success as a 

KWU trainer (as evidenced through the Trainer Success Report Card) 

and sends the candidate’s name out for a 360-Degree Review, where 

as much feedback as possible is collected from the KWRI, regional 

and faculty leadership on the Master Faculty criteria (exceptional 

trainer, icon, ambassador).  If the candidate does not pass the 360-

Degree Review, they will be asked to start the process from the 

beginning.  

• Once the above is met, the candidate will be required to audition at 

either Mega Camp or Family Reunion on an invitation basis. 

KWU’s Faculty Program will notify candidates who have been recognized as 

Master Faculty and celebrate and promote their designation. 

Trainer Evaluation 

• Course evaluations at the International Master Faculty level are 

collected by the ROM for regional events and by KWRI events staff 

for international events.  

• Trainers should collect their own evaluations for courses conducted 

at market centers to keep for their own training and development.  

• Course evaluations collected by the ROM or KWRI events staff will 

be entered into a Trainer Success Report Card database consolidated 

at KWU monthly. KWU and regions will have the ability to track 

results of training events, trainer results and course results. 
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Mega RSTLM™ Certified Trainers 

Mega RSTLM™ Certified Trainers are authorized through KWRI to teach 

the Mega RSTLM series in their Market Center. The Mega RSTLM series 

abridges the full version of RSTLM and is intended as a first step toward 

developing mastery in this powerful system. Only certified trainers may teach 

Mega RSTLM. 

Requirements 

• Complete “10 Steps to Train Tomorrow” (20-minute, online module 

on KWConnect). 

• Complete Train the Presenter through Keller Williams University. 

• Complete the full Recruit-Select, Action Training, and Leadership 

and Motivation curriculum. 

• Obtain recommendation of Regional Director. 

• Be a Market Center Leadership member (including ALC members). 

RSTLM Curriculum  

FULL RSTLM Series (offered in Regions) 

The full Recruit-Select (2 days), Action Training (1 day), and Leadership and 

Motivation (1 day) classes are designed for Mega Agents and Market Center 

leadership to learn the proven systems of attracting and developing talented 

teams. RSTLM may be offered at the Regional level by select Master Faculty 

only. 

• Choose your trainer. Only select Master Faculty may train the full 

RSTLM series. You can search for a trainer here: 

http://kwu.kw.com/kwu/findatrainer 

• Set up registration for your class by calling the KWRI Events team at 

512.306.7184 or emailing kwu@kw.com. The Events team will help 

enable your online registration links and send reminders for materials 

ordering.  

• Order your materials. Per the reminders provided by the KWRI 

Events team, orders for your materials must be provided no later 

than one full week prior to your event’s start date in order to not 

incur additional shipping expenses.  
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• After the class, confirm the final attendance number and names. All 

walk-in registrations will need to be sent to the Events team at 

kwu@kw.com for roster finalization and generation of the event’s 

reconciliation report. Once finalized, the roster will be sent to 

Corporate Consulting who will in turn email the associates links with 

access to now order AVAs.  

Mega RSTLM (offered in MCs) 

Mega Recruit-Select (1-day), Mega Action Training (1/2 day), and Mega 

Leadership and Motivation (1/2 day) are specifically focused on agent needs 

in developing a team. Market Centers must use a KWRI-certified Mega 

RSTLM Trainer and purchase the Mega RSTLM materials through KWU. 

Here’s what you need to do: 

• Choose a Mega RSTLM Certified Trainer. Only KWRI Certified 

Trainers may teach Mega RSTLM. For a list of trainers, visit Keller 

Williams University at http://kwu.kw.com/MegaRSTLMTrainers 

• Set up registration for your class. Each of the three classes in the 

Mega RSTLM series costs $50 per student. This cost will cover their 

materials and ground shipping, as well as provide the participant 

authorization to order AVAs. You may use whichever registration 

system you prefer. If you have additional costs, you will need to add 

them into your ticket price. 

• Order your materials through KWU Customer Service at 

512.306.6236 at least five business days before the class. KWU will 

place your order and provide you with a unique code for each set of 

materials purchased. Every student must be assigned a unique code 

to receive credit and authorization to order AVAs. The materials may 

not legally be photocopied. You may want to order several sets of 

extra materials in case you have late registrations. Please note: 

Materials that require expedited shipping will be charged shipping 

costs. 

• Host an amazing class that wows! 

• Submit your roster to KWU using the template provided. KWU will 

ensure that all participants receive proper credit for the course and 

are given access to order AVAs through Corporate Consulting. If you 

had more participants in your class than books, you will need to call 

KWU to order their materials and codes (even if after the class). If 

you do not use all of your materials and codes, you may save them 

for a later offering. 

Please note: The above procedure applies only to Mega RSTLM. The full 

version of RSTLM will continue to be taught by KWU Master Faculty and 

offered through our Regions.  
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Mega RSTLM Certification Class  

The Mega RSTLM Certification class offers Market Center leaders the 

opportunity to become certified to teach the Mega RSTLM courses at the 

Market Center level. 

• Choose your trainer. Only select Master Faculty may train the Mega 

RSTLM Certification. You can search for a trainer by searching here: 

http://kwu.kw.com/kwu/findatrainer. 

• Set up registration for your class by calling the KWRI Events team at 

512.306.7184 or by emailing kwu@kw.com. The Events team will 

help enable your online registration links and send reminders for 

materials ordering. Before you send the link to any individuals to 

register, you will need to confirm they’ve met ALL of the 

prerequisites:  

o Member of leadership (including ALC) 
o “10 Steps to Train Tomorrow” (KWConnect) 
o Train the Presenter  
o Attendance at the FULL RSTLM series, taught by our Master 
Faculty 

o Recommended by the Region   
• Order your materials. Per the reminders provided by the KWRI 

Events team, orders for your materials must be provided no later 

than one full week prior to your event’s start date in order to not 

incur additional shipping expenses.  

• After the class, send your final roster to kwu@kw.com. We will send 

the participants the required assessment and trainer covenant to 

complete their certification process. 

• Once certified, trainers will be posted on the KWU website at 

http://kwu.kw.com/MegaRSTLMTrainers. 
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Regional MeetingRegional MeetingRegional MeetingRegional Meeting————Sample Sample Sample Sample 
InstructionsInstructionsInstructionsInstructions    

Each quarter there are two meetings held at a Regional level:  

1. The Regional Leadership meeting, which includes the Regional 
Leadership, Regional Operations Manager, all Team Leaders, and 

MCAs Region-wide. 

2. Regional ALC Meeting which includes the Regional Leadership, 
Regional Operations Manager, and all Team Leaders with their 

Regional ALC Rep.  

These meetings are held on the same day, back to back.  

Preparation  

1. One week before meetings, order breakfast and lunch. 
2. The tables should be set up in a U-shape. There should also be a flip 
chart and a CD player. 

3. Assemble agenda and handouts for each meeting. Take all Regional 
and International policy materials for reference. 

Follow-Up  

1. Type the minutes, secure Regional Leadership approval, and 
distribute to MCAs and Team Leaders. 

2. File a copy of the agendas and minutes appropriately. 
3. Track all invoices and expenses. 

Daily Schedule  

8:30 a.m. Arrive and set out agendas 

9:00 AM – Noon Regional Leadership Meeting 

10:30 a.m. MCA’s Break Out Session 

Noon Lunch 

1:00 p.m. – 3:00 p.m. Regional ALC Meeting 
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ALC Clinic  

Delivery time (total): 2 days 

• Day One: ALC class for Market Center leadership required for OPs, 

TLs, and MCAs 

Focus on leadership of powerful ALCs. 

• Day Two: ALC clinic for ALCs required for all ALC members, TLs, 

OPs, MCAs, and all associates are encouraged to attend 

Focus on helping ALC members achieve personal and professional 

goals. 

Note: This is a two-day class. Both days must be taught in order to meet the standard 

required for our Regions, annually. 

Annual Requirements: 

Each Region is required to schedule the clinic in their Region by May 31 

every year. Classes to be completed by December 31. 

The clinic must be conducted by one of the following instructors: 

Mo Anderson  mo@kw.com 

Todd Butzer  tbutzer@kw.com 

Kay Evans  kayevans@kw.com 

Sherry Lewis  sherry@kw.com 

Holly Prescott  hollyp@kw.com 

Beverly Steiner  beverly@beverlysteiner.com 

Mary Tennant  tennant@kw.com 

Bruce Hardie  bhardie@kw.com 

Georgia Alpizar georgiaonmymind@kw.com 

Brenda Benson  bbenson@kw.com 
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KWConnectKWConnectKWConnectKWConnect    

Welcome to the power of KWConnect—Keller Williams Realty’s world-class 

online training resource. 

www.kwconnect.com 

 

 

 

 

 

 

 

KWConnect gives you, and your associates, the skills you need to stay ahead 

of the market and your competition. 

• On-demand training anywhere in the world—24/7! (with an Internet 

connection) 

o On-demand access for the Market Center 
o Free at-home access for all Market Center associates 

• Cutting-edge videos, audio downloads, and interactive education 

Some of the most powerful resources on KWConnect include: 

1. Sales Skills Training 
• Buyer Consultations 

• Listing Presentations 

• Business Planning 

• Mindset 

2. Technology Training 
• eEdge 

• Social Media Tips 

• KWLS and Greensheet 

• Agent Websites 
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3. KWU Course Supplements 
• Ignite 

• Lead Generation 36:12:3 

• The Six Personal Perspectives 

4. Agent Mountain 
• Gary’s Mega Agent Interviews 
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Regional Awards Banquet Regional Awards Banquet Regional Awards Banquet Regional Awards Banquet     

The Regional Awards Banquet is held in the first quarter of each year to 

commemorate the accomplishments of the previous year. Many months of 

planning go into this event. In this section, you will find a sample time line 

and examples of sponsorships and invitations. 

Awards Banquet Time Line 

Thanks to the San Antonio Blanco Road Market Center for this information! 

When What Examples/Ideas/Notes 
 
+ 12 
months 

Identify date. 
Secure location. 
Arrange catering. 

For location: hotels, country clubs 

 
+ 5 
months Pick a theme. 

Order fliers. 
Order invitations. 
Order tickets. 

Theme examples: Simply the Best, A Night 
with the Stars, We Love Our Agents 
You can print your own fliers, 
invitations, and tickets fairly 
inexpensively using special paper and a 
laser printer. Paper sources include 
www.baudville.com or 
www.paperdirect.com. 

 
+ 4 
months 

Secure sponsors. 

• Identify sponsor 
levels, 
requirements, and 
benefits. 

• Print sponsor flier 
and letter (samples 
follow). 

• Give Regional ALC 
members ten and a 
challenge to secure 
at least three 
sponsors. 

• Print tickets and 
sponsor thank-you 
card (samples 
follow). 

• Put tracking and 
fulfillment in place 
for sponsors. 

Secure an emcee. 
Prepare for silent 
auction. 

Mail to every builder, title company, 

mortgage company, home warranty 

company, etc.—be sure to include core 

sponsors! 

 

Use a spreadsheet to track sponsor 

letters sent and contacts made. When 

sponsorship is received, record on the 

spreadsheet and immediately fulfill the 

sponsorship level. 

 

KWU Master Trainer.  

Delegate this to the Regional ALC! 
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When What Examples/Ideas/Notes 
 
+ 3 
months 

 
Print and distribute agent 
invitations (samples follow). 
 
Send out other invitations: 

• Board of Realtor executives 
• KWRI Leadership 
 
Set up mailbox or intranet for 
RSVPs or create voicemail box.  
 
Designate awards. 

• Identify categories and 
requirements. 

• Identify awards. 
 
Send out award bids to award 
vendors. Decide on vendor and 
place order. 
 
Confirm all event plans. 

• Catering 
• Decorations 
• Audio/visual needs 
• Presentations and speakers 
• Auction setup 

Try to have someplace where 
people can email or call and 
leave a message. If you can, 
coordinate through all Market 
Centers. 
 
The awards are the centerpiece 
of the event. Get agreement 
with the OPs in the Region 
about the award categories.  
 
The number of awards can 
increase quickly and there is a 
substantial markup. Be sure you 
get competitive bids! 

 
+ 2 
months 

 
Identify award recipients. 
 

• Get data. 
• Determine recipients. 
• Send to award company. 
• If there are awards that are 
nonproduction related (such 
as a Spirit award), determine 
these recipients as well.  

 

Identify setup process and 
whether you need volunteers. 
If so, secure volunteers. 
 

Create slide shows. 

• Opening 
• Presentation 
• Awards 

 
Have the MCAs from the MCs 
provide the information. After 
awards are decided, send list to 
OPs for review. 
  
Check, then check again, triple 
check, and proof once more! 
Make sure awards and names 
are correct. 
 
A great idea for an opening slide 
show is to take pictures from 
the previous year and add 
music. This can play while 
people are being seated. 
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When What Examples/Ideas/Notes 
 
+ 1 
month 

 
Identify date. 
Secure location. 
Arrange catering. 

 
For location: hotels, country 
clubs 

Have a Great Time! 
 
+ 30 
days 

 
Correct and redistribute awards 
that were printed incorrectly. 
Send thank-you notes to all 
speakers and sponsors. 
Be sure all sponsor money has 
been collected. 

Write a summary page for the 

file with all contact names, 

numbers, statistics, and 

samples. 

 
Have the MCAs from the MCs 
provide the information. After 
awards are decided, send list to 
OPs for review. 
  
Check, then check again, triple 
check, and proof once more! 
Make sure awards and names 
are correct. 
 
A great idea for an opening slide 
show is to take pictures from 
the previous year and add 
music. This can play while 
people are being seated. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 Regional Leadership Manual – v1114.1 © 2014 Keller Williams Realty, Inc. 263 

Awards Banquet—Sample Sponsor Flier (with categories) 

Keller Williams Realty 

2015 Annual Awards Banquet 

Sponsor Invitation 
You are cordially invited to attend 

2015 Annual Keller Williams Awards Banquet  
and Silent Auction 

Join us as we commend the associates who comprise the top real estate 

company in San Antonio and the fastest-growing real estate company 

in North America. A formal affair with more than 400 of our agent 

partners, this event is sure to be spectacular! 

Friday, February 6, 2015 

6:00 – Cocktails and Silent 

Auction 

7:00 – Dinner and Ceremony 

At the Omni Hotel 

9821 Colonnade Blvd. 

Silent Auction for Charity 

Also enjoy a silent auction 

benefiting Hearts and Hands. 

Items may be submitted to  

Jary Sours 

before January 26. 210-493-3030 

Sponsorship Availability 

Platinum $5,000 

• A table for ten of your guests 

• Company banner on display 

• A welcome speech during our 

presentation 

• 15 complimentary cocktail tickets 

• Company logo on the slide show 

Gold $2,500 

• Reserved seating for five 

• Company banner on display 

• 10 complimentary cocktail tickets 

Silver $1,000 

• Reserved seating for four 

• Company recognition at table 

• 7 complimentary cocktail tickets 

Bronze $500 

• Reserved seating for two 

• Company logo displayed 

• 3 complimentary cocktail tickets 

Individual Tickets $150 

• Available for nonassociates. Price 

includes dinner. 
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Awards Banquet—Sample Sponsor Letter 

 

[DATE] 

 

Dear [NAME], 

I hope this letter finds you and yours well. As I’m sure you are, I am 

currently reviewing 2014 and working on 2015 projections and goals. I hope 

2015 has brought you as many blessings as it has me and Keller Williams 

Realty. 

Truly, Keller Williams Realty has had an incredible year. Our offices have 

grown to [#] agents, hold a [%] market share in [REGION] for residential 

sales, and are recording unprecedented sales. 

I would like to take this opportunity to thank you for your support. Over the 

years, Keller Williams Realty has grown and flourished, thanks in large part 

to the support of vendors and local companies. 

In light of our success, we are planning an Awards Banquet for [MONTH] to 

celebrate with our associates and partners. I sincerely hope you are able to 

join us as we thank the team members who have made all of this possible. 

Sponsorships are still available, though if you feel unable, tickets are now 

being made available to preferred vendors like you. 

 

Warmest Wishes, 
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Awards Banquet—Sample Tickets 

 

Keller Williams Realty 

Awards Banquet 

Feb. 6, 2015, 6 p.m. 

Admit One 

Keller Williams Realty 

2015 Awards Banquet 

Feb. 6, 2015 

6 p.m. Cocktails – 7 p.m. Ceremony 

Omni Hotel at the Colony 

Keller Williams Realty 

Awards Banquet 

Feb. 6, 2015, 6 p.m. 

Admit One 

Keller Williams Realty 

2015 Awards Banquet 

Feb. 6, 2015 

6 p.m. Cocktails – 7 p.m. Ceremony 

Omni Hotel at the Colony 

 

These tickets are produced on perforated ticket forms that can be purchased. 
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Awards Banquet—Sample Sponsor Thank-You Card  

Card Front 

 

 

Thank You 
for Your Support 

of the 

Keller Williams Realty 

2015 Annual Awards Banquet 

and Silent Auction 

 

This Awards Banquet is the event of the year  

and we are glad you will be joining us! 

Please see reverse for important details 

regarding your sponsorship. 

Friday, February 6, 2015 

6:00 p.m. – Cocktails and Silent Auction 

7:00 p.m. – Dinner and Ceremony 

at the Omni Hotel 

9821 Colonnade Boulevard 
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Awards Banquet—Sample Sponsor Thank-You Card  

Card Back 

 

 

 

Enclosed are tickets for your associates. Please present them at the 

registration table to receive your allotment of drink tickets. 

Anna Velazquez, our accounting department head, is taking care of 

invoices and payments. Please contact her at klrw2@kw.com 

regarding payments or receipts. 

Each sponsor table will be marked with your company information. 

You may want to plan on arriving before 7:00 p.m. to find your table 

and invite your associates to sit with you.  

Sponsors are encouraged to email a .jpg or .eps file of your company 

logo to kimb@kw.com to be included in the program and slide show.  

Also, Platinum and Gold sponsors are encouraged to provide a 

company banner for display. Please have the banner delivered to our 

Blanco Road office, or email kimb@kw.com to arrange a pickup. 

We’ll need to have the banners by Monday, January 26. 

Lastly, I would like to invite you to a reception immediately 

following the event. We have arranged for a dance floor and DJ 

beginning at 10 :00 p.m. for any attendees wishing to stay and dance. 

This is a surprise for our agents! Please help us keep it confidential 

until the event.  

Please let me know if you have any further questions. You can 

contact me at 493-3030 x223 or kimb@kw.com. 
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Awards Banquet—Sample Invitation 

 

 

 

You are cordially invited to attend 

Keller Williams Realty 

2015 Annual Awards Banquet 

and Silent Auction 

 

Friday, February 6, 2015 

6:00 p.m. – Cocktails and Silent Auction 

7:00 p.m. – Dinner and Ceremony 

The Omni Hotel  

9821 Colonnade Boulevard 

 

Silent Auction for Charity 

Also enjoy a silent auction 

benefiting Hearts and Hands. 

Items may be submitted 

before January 26. 

 

RSVP Information 
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Annual Culture SummitAnnual Culture SummitAnnual Culture SummitAnnual Culture Summit    

The Culture Summit is ... 

• An annual event cochaired by Kay Evans and Mo Anderson 

• A part of Mega Camp each year 

• An honored celebration of the achievements of our  

Culture Ambassadors 

• A vision of an ever-growing and ever-stronger culture as the KW 

family continues to grow. Each year, we initiate two new 

Ambassadors into our Culture Army from each Region with the hope 

that this continually increasing group of leaders will support our 

culture in the Market Centers as we grow. 

A Culture Ambassador is ... 

• One whose daily actions contribute to creating an environment in the 

Market Center that no one would ever want to leave! 

• One whose support of the KW culture happens mostly within the 

Market Center and local KW family “Inside Culture” 

• One who also supports the community “Outside Culture,” but this is 

second to an Ambassador’s “Inside Culture” 

• An honored Regional representative 

• The recipient of a lifetime appointment 

• A general of the Culture Army 

• Influential and highly productive 
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What can Regions do to support the Culture Summit? 

• Plan ahead for the selection of Ambassadors each year. Plan to host 

Regional Culture events that honor Ambassadors locally in advance 

of the Culture Summit. 

• Encourage an Ambassador’s TL and OP to attend the Culture 

Summit. 

• Set a standard for Market Center participation/attendance at the 

event. 

• Make sure each Region is represented at the Summit by its RD and 

Regional OP. 

• RSVP to the Culture Summit invitation sent by the vice chairman’s 

office. 
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What Is Culture?What Is Culture?What Is Culture?What Is Culture?    

1. Making decisions that are right for the Market Center, 
regardless of individual impact 

2. Taking a stand on an issue that is not popular, but is right 

3. Being the best co-op associate possible; always respecting 
other associates 

4. Helping someone in the Market Center willingly and with a 
smile, even though you are busy 

5. Doing something right without wanting to be recognized or 
acknowledged for it 

6. Paying a struggling associate’s fees anonymously 

7. Complimenting others regularly 

8. Being a part of the solution and not the problem in a Market 
Center 

9. Taking the high road on confrontational issues or points of 
difference 

10. Handling a fellow associate’s business when personal or family 
illness occurs 

11. Paying a struggling associate’s tuition to a class that may 
impact the associate’s productivity 

12. Living up to the covenant if you are on the ALC 

13. Representing the Market Center and the company in a positive 
way—always 

14. Smiling at others in the Market Center regularly 

15. Staying home if you’re having a bad day attitudinally 

16. Speaking without profanity 

17. Avoiding disparaging remarks about anyone 

18. Committing a random act of kindness every day 

19. Honoring the policies and protocol of the Region regarding 
recruiting 
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20. Giving seven hugs a day 

21. Not recruiting associates from another KW Market Center 

22. Being willing to walk away from a transaction that 
compromises your principles 

23. Being considerate of the staff 

24. Paying your Market Center bills on time 

25. Not looking for loopholes in Cap and Royalty payments 

26. Responding to clients’ calls and concerns in a timely manner 

27. Considering the other person’s viewpoint before reacting 

28. Following the model 

29. Being excited about saying, “Would you promise me that you’ll 
take my Team Leader’s call?” 

30. Implementing the Keller Williams productivity systems 

31. Finally creating the budget you know you need for your 
business 

32. Not only learning but living the WI4C2TS 

33. Putting God and your family first, and the business second 

34. Understanding that the higher purpose of business is to give, 
share, and care 

35. Building your level one Profit Share down line to 15, as soon 
as possible 

36. Lead generating for 3 hours, every day 

37. Using a monthly Profit and Loss Statement to analyze your 
real estate business 

38. Hitting your monthly and annual production goals 

39. Profitability in your personal real estate business 

40. Be nice! 
 “What Is Culture?” was created by Kay Evans, KWU International Master Faculty member, and  

Mo Anderson, VCOB, Keller Williams Realty, Inc. 
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Ten Best Ways to Build Culture Ten Best Ways to Build Culture Ten Best Ways to Build Culture Ten Best Ways to Build Culture     
in Your Regionin Your Regionin Your Regionin Your Region    

By Mo Anderson 

1. Culture Story 
Every RD should have a personal story that is internalized and shared 

often. 

2. Regional Culture Story 
Regional culture stories should be a part of every Region’s meetings 

and events. 

3. Regional Inspirational Breakfast 
Every Region should host an annual Regional Inspirational Breakfast. 

4. Regional Culture Summit 
Every Region should host an annual Regional Culture Summit. 

5. Cultivate Culture Ambassadors 
• Get to know and connect with the Culture Ambassadors for your 

Region (2006–2014).  

• Create a Culture Committee including your Ambassadors to 

develop cultural leadership in the Region.  

• Get involved with the International Culture Summit at a high 

level. 

6. At every meeting in your Region: 
• Open with a powerful story. 

• End with an inspirational close. 

7. KW Cares 
• The goal is $3,000 in DONATIONS to KW Cares from every 

Market Center annually. 

• Identify associates with emergency needs and submit for KW 

Cares GRANTS. 

8. RED Day 
Goal is 100 percent Market Center participation in RED Day, 

annually. 
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9. Hold to Standards 
Be willing to draw a line in the sand and stand for the values and 

beliefs this company was built upon! 

• WI4C2TS 

• “What Is Culture?” 

10. ALC 
Every Regional Director should hold TLs and OPs accountable for 

development of ALCs. 

• Growth = ALC member’s personal downline (15 in level 1, 

within 5 years) 

• Profitability = Personal P&L statement reviewed at each meeting 

(QuickBooks) 

• Production = Personal production goals reviewed at each 

meeting 

• Culture = ALC members are role models, whether they know it 

or not! 
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ResourcesResourcesResourcesResources    

 

 

 

 

1. KW Economic Fundamentals 

2. Reports 

3. Sample Procedures and Checklists 

for Events 

4. The KW Value Proposition 

5. KW Cares 

6. KW Technology and Marketing 

Systems 
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Notes 
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KW Economic Fundamentals 
1. Lead with revenue, not expenses. 
2. Keep debt low and get it to zero. 
3. Keep overhead and fixed expenses low. 
4. Follow the KW Chart of Accounts and code expenses consistently. 
5. Use the high-volume/low-margin business strategies. 
6. Offer competitive commission splits that cap Company Dollar on an 
annual basis.     

7. Run a fixed expense budget with very few variances.     
8. Get all variances approved in advance of the decision to spend the 
money. 

9. Carefully review your Balance Sheet monthly and Income Statement 
weekly. 

10. Charge rent for offices and desks. 
11. Don’t carry Agent Receivables. Be a cash-and-carry operation for as 
many consumables as possible; e.g., office supplies, signs, etc. 

12. Bill back for only those consumables that can’t be cash and carry; e.g., 
office rent, copies, technology fees, etc. 

13. Be a class operation, but no frills or extravagances. 
14. Multiuse as much space as possible; e.g., resource rooms, meeting rooms, 
day desks, etc. 

15. Set up both a Deposit Account and an Operating Account. Put all 
income into the Deposit Account. Transfer only budgeted amounts into 

the Operating Account.  

16. Capping associates should produce enough income to pay Grand Total 
Operating Expense. Everyone else is profit! 

17. Open the books and provide the ALC with monthly financial reports. 
18. Share the decisions. 
19. Share the profit. 
20. OP can’t be TL. 
21. Follow the Interdependent Model. Treat your agents and staff as if they 
were partners. 

22. What you focus on improves, so know your key numbers (Vital Signs 
Report, Listings Taken, and Contracts Written). 

23. Feedback is the breakfast of champions; be accountable to the numbers. 
24. Profit is not the purpose, but it is the goal and the fundamental measure 
of a healthy business. 

25. What correlates with profit matters (Agent Count, Company Dollar, and 
Costs as a Percentage of Company Dollar). 
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Reports 

Trends ReportsTrends ReportsTrends ReportsTrends Reports        

These reports focus on performance at the agent, Market Center, and 

Regional levels. Of particular interest to you as a Regional Director are: 

• Agent Multi-year Trends (Associate Folder) – Provides a detailed 
view of the performance (contracts, listings, company dollar, etc.) of 

every agent in your Region.  

• Market Center Multi-year Trends (Market Center Folder) – 
Provides a detailed view of the performance (agent count, contracts, 

listings, company dollar, profit, etc.) of every Market Center in your 

Region. 

• Regional Multi-year Trends (Region Folder) – Provides a detailed 
view of the performance (agent count, contracts, listings, company 

dollar, profit, etc.) of your Region. 

• Market Center Recruiting Performance (Recruiting Folder) – 
Provides the recruiting and removal numbers for each MC in the 

Region. It also includes production levels for all agents in the MC. 

• Regional Recruiting Performance (Recruiting Folder) – Provides 
the recruiting and removal numbers for the Region. It also includes 

production levels for all agents in the Region. 

• Classic-Goals vs. Actuals (Market Center Folder) – Compares goals 
to actual performance for each Market Center within the Region. 

• Classic-Market Center Production (Market Center Folder) – Lists 
monthly production for previous and current year by Market Center 

within the Region. 
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Sample Region Multi-Year Trends Report 
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Goal Reports  

In addition to listing the goals for agents and Market Centers, Goal Reports 

also tell which agents and Market Centers in your Region have or have not 

submitted their goals for the current year. These reports are located in the 

Goals Folder and consist of 

• Details of Agent Goals – Provides the Recruiting, Production, 
Financial, and Statistical goals for those agents in your Region who 

have submitted their goals. 

• Details of Market Center Goals – Provides the Recruiting, 
Production, Financial, and Statistical goals for those Market Centers 

in your Region who have submitted their goals. 

• Status of Agent Goal Entry – Allows you to see which agents have 
or have not submitted their goals. 

• Status of Market Center Goal Entry – Allows you to see which 
Market Centers have or have not submitted their goals. 

• Summary of Market Center Goals – Allows you to see the 
combined goals of all the Market Centers in your Region.  

CEO Reports  

The CEO Reports are located in the Region Folder and show monthly 

Production, Profit, Profit Share, and Royalty in the Regions. Regional 

Leadership can compare their Regions to others in terms of 

• Production – Compares Regions’ total numbers for a given month 
for agent recruiting, volume, units, GCI, etc. 

• Profit – Compares Regions by the profitability of their MCs and 
Region. 

• Profit Share – Compares Regions by the total Profit Share for the 
month of their MCs and Region. 

• Regional Production – Compares Regions by the MCs and 
Region’s goals to actuals for a given month for agent recruiting, 

volume, units, GCI, etc. 

• Royalty – Compares Regions by the amount of royalty paid by the 
MCs and Region. 

*On this report, Profit is calculated as: 

“KW OWNER PROFIT” (from the P/L) + “Taxes - Federal 

Income” + “Taxes - State/Provincial Income” 

Taxes are pulled from the accounts below: 

Taxes - Federal Income = 6-8040 through 6-8099 

Taxes - State/Provincial Income = 6-8140 through 6-9009 
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Sample CEO Reports 
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Sample Sample Sample Sample Procedures and Checklist for Procedures and Checklist for Procedures and Checklist for Procedures and Checklist for 
Training EventsTraining EventsTraining EventsTraining Events    

(Page 1 of 4) 

Name of Class: 

City: 
Dates of Class: 
Instructor’s Name: 
 Date Should 

Be Completed 
Date 

Completed 
Who 

Completed 

Pre-planning of the event    

Instructor Planning:    

Determine target attendees: i.e., agents, TLs, OPs, MCAs or all 
Leadership. 

   

Contact the OP and Leadership group and inform and gain 
commitment prior to signing contract. Also give them a break-even 
number. 

   

Schedule Instructor – Call list of available instructors for the class; 
call KWU if necessary for a list of instructors qualified to teach the 
class being scheduled. Work with instructor on available dates. Also 
get Education Committee approval prior to signing contract. 

   

Determine target attendees: i.e. agents, TL’s, OP’s, MCA’s or all 
Leadership. 

   

Receive and signed contract from instructor.    

Schedule flight for instructor and send them itinerary—work with 
them on this. 

   

Make transportation arrangements for instructor to and from 
airport. 

   

Make reservations at hotel for instructor. Give them their 
confirmation numbers. 

   

Hotel Planning:    

Sign contract with hotel for meeting room.    

Order visual aids and sound for meeting room per instructor.    

Manuals and Printing:    

Order master manual for class from KWRI.    

Find a local printer for manual and schedule delivery to the hotel.    

Call in the final number of manuals needed to the printer.    

Marketing of Event:    

Add event to KWU.    

Add event to kwparegion.com.    

Add registration form to kwparegion.com.    

Add event to facebook.com.    

Obtain sponsor(s).    

Prepare sign-up sheet for reservations.    

Create color flier for local Market Centers.    

Create generic color flier for recruits.    
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Sample Sample Sample Sample Procedures and Checklist for Procedures and Checklist for Procedures and Checklist for Procedures and Checklist for 
Training EventsTraining EventsTraining EventsTraining Events    

(Page 2 of 4) 

 Date Should 
Be Completed 

Date 
Completed 

Who 
Completed 

Comments 

Marketing of Event     

Send initial email to TLs and owners with dates, price, 
instructor, and encouragement to get their agents and 
potential recruits signed up—as soon as hotel and 
instructor is scheduled. ALSO send them break even 
number. 

    

Mail Marketing Kit: To include 2 (11x17) posters, 2 
magnets, 6 (8x10) fliers, CD with fliers. 

    

Send follow-up emails to TLs and OPs encouraging them 
to get their agents and potential recruits signed up. Include 
the current roster of attendees, flier and entire Regional 
calendar 6 weeks prior to event. 

    

Send follow-up emails to TLs and OPs encouraging them 
to get their agents and potential recruits signed up. Include 
the current roster of attendees, flier and entire Regional 
calendar 5 weeks prior to event. 

    

Send follow-up emails to TLs and OPs encouraging them 
to get their agents and potential recruits signed up. Include 
the current roster of attendees, flier and entire Regional 
calendar 4 weeks prior to event. 

    

Send follow-up emails to TLs and OPs encouraging them 
to get their agents and potential recruits signed up. Include 
the current roster of attendees, flier and entire Regional 
calendar 3 weeks prior to event. 

    

Send follow-up emails to TLs and OPs encouraging them 
to get their agents and potential recruits signed up. Include 
the current roster of attendees, flier and entire Regional 
calendar 2 weeks prior to event. 

    

Send follow-up emails to TLs and OPs encouraging them 
to get their agents and potential recruits signed up. Include 
the current roster of attendees, flier and entire Regional 
calendar 1 week prior to event. 

    

Send emails to KW database 6 weeks prior to event.     

Send emails to KW database 5 weeks prior to event.     

Send emails to KW database 4 weeks prior to event.     

Send emails to KW database 3 weeks prior to event.     

Send emails to KW database 2 weeks prior to event.     

Send emails to KW database 1 week prior to event.     

 Hotel: 

 Address 

 City: 

 Contact: 
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Sample Sample Sample Sample Procedures and Checklist for Procedures and Checklist for Procedures and Checklist for Procedures and Checklist for 
Training EventsTraining EventsTraining EventsTraining Events    

(Page 3 of 4) 

 Date 
Completed 

Who 
Completed 

Day of the Event:   

Write check for instructor, daily teaching fee, and any expenses.   

Master check-in list and have someone man the registration table.   

Make sure room is set up properly.   

AV Equipment and Sound:   

Who is manning the registration table?   

Room set-up including room temperature   

After the Event:   

Send final check-in roster to Regional Operations Manager with 
any checks for the event. 

  

Send any invoices for the event to the Regional Operations 
Manager. 

  

ROM will finalize accounting of the event and write checks after 
all final invoices are received. 

  

Do consolidated course evaluation.   

Send consolidated course evaluation to instructor.   

 

 

 

 

 

  



Regional Leadership Manual – v1114.1 © 2014 Keller Williams Realty, Inc. 285 

Sample Sample Sample Sample Procedures and Checklist for Procedures and Checklist for Procedures and Checklist for Procedures and Checklist for 
Training EventsTraining EventsTraining EventsTraining Events    

(Page 4 of 4) 

TL Name: 

Market Center: 

 

Item Needed Date Received Date Requested 

Validated AVA   

Candidate Questionnaire   

Reference Checks   

In-Depth Interview   

Life Journey   

Expectations   

Compensation Package   

ALC Minutes for TL Approval   

   

TL Approval Date   
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Oklahoma Training Event Checklist 

Event: __________________________________ 

Dates:  __________________________________ 

Instruction: _____________________________ 

Location: _______________________________ 

 

� Create flier. 

� Distribute flier to Market Centers with 
sign-up sheet. 

� Send questionnaire to facilitator. 

� Send confirmation to facilitator. 

� Arrange travel for trainer. 

� Arrange accommodations for trainer. 

� Reproduce course booklet. 

� Schedule the training room. 

� Set up the training room. 

� Create a participant list. 

� Arrange for event checks needed. 

� Complete tracking sheet. 

� Return tracking sheet to International 
with check. 

 

Following Event: 

� Send evaluations to KWU. 

� Send evaluations to instructor. 

� Send CE forms to OREC. 

� Send attendance to Team Leaders. 

� Bill the Market Centers for attendees. 

� Send summary and payment to 
Regional bookkeeper. 

� Gather the following: 

• Course sign-in sheet 

• OREC sign-in sheet 

• Individual registration forms 

• Pens for sign-in 

• Post-it notes 

• Paper clips 

• Bank bag 

• Dry erase markers 

• Flip chart 

• Overhead projector 

• Masking tape 

• Completion certificates 

� Publicize to out-of-state  
Market Centers. 

• Fliers 

• Map/directions 

• Hotel accommodation 
information 
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Sample Instructor Arrangements for Oklahoma Regional 

Training Event  

We’re Glad You’re Coming 

We are excited to have you as our instructor for ____________  

on _______ in ______________________. Please take a few minutes to fill 

out this questionnaire so that we can anticipate your every need while you are 

training with us. 

Will you be booking your travel arrangements or should we?  

I will  You should 

If we are booking your flight: 

 City of departure? _________________________ 

 Date and time you wish to travel ______________ 

 City of arrival ____________________________ 

 Date and time you wish to travel ______________ 

 Preference:  Window  Aisle 

Do you prefer to stay in a hotel or in someone’s home? 

 Hotel Home 

If hotel, do you prefer:  Nonsmoking  Smoking 

 Bed size: Double  Queen  King 

If home, do you have any food or pet allergies? ____________________ 

Do you prefer to be taken to dinner for your evening meal or do you prefer 

that time to yourself? ________________________________________ 

What is your preferred beverage in the classroom? __________________ 

Will you be bringing a laptop or should we provide one? _____________ 

Please indicate which of the following you will need: 

 � Overhead Projector � White Board 

 � Microphone � Podium 

 � Flip Chart/Markers � Other _______________________ 

Any other special requests:___________________________________+ 

Please fax this completed form to: ______________________________  



288 Regional Leadership Manual – v1114.1 © 2014 Keller Williams Realty, Inc. 

Sample RSample RSample RSample Rewards and Recognition ewards and Recognition ewards and Recognition ewards and Recognition 
ProgramProgramProgramProgram    

1. Establish a Growth Bonus that is available each month for all the 
Team Leaders in your Region. 

2. Present the bonus plan to all the owners of each of the Market 
Centers before implementing the plan at the Market Center level. 

3. Each Market Center contributes $250 per month for the Growth 
Bonus. 

4. There are two prizes: first place is $2,500 and second place is $1,000. 
5. For a Team Leader to qualify, they must net twelve agents during the 
month. 

6. From the Team Leaders that meet the twelve net recruits 
requirement, determine the first and second place winners using a 

NET POINTS system. 

• One point is earned for an agent that is hired that produced less 

than one million in closed sales volume with their former 

company or that is new to the real estate business. 

• Two points are earned for an agent that is hired that produced 

one million to less than two million in closed sales volume with 

their former company. 

• Three points are earned for an agent that is hired that produced 

two million to less than six million in closed sales volume with 

their former company. 

• Five points are earned for an agent that is hired that produced six 

million or more in closed sales volume with their former 

company. 
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The KW Value PropositionThe KW Value PropositionThe KW Value PropositionThe KW Value Proposition    

The KW Value Proposition is grouped into fifteen different elements. These 
are as follows: 

 

1. Education and Training 
2. Culture 
3. Coaching 
4. Consulting 
5. Events 
6. The History of Keller Williams Realty 
7. The Business Model 
8. Technology 
9. Compensation 
10. Industry Specializations 
11. Profit Share and Growth Share 
12. Health and Wellness Program 
13. Growth 
14. Accomplishments 
15. Your Market Center 

 

The KW Value Proposition 

“Attracting people to Keller Williams Realty isn’t 
about being number one—it’s about delivering on our 
Value Proposition and fulfilling our mission of 
careers worth having, businesses worth owning, and 
lives worth living.” Mark Willis, CEO, Keller Williams 
Realty, Inc. 

 

 

 

 

  



290 Regional Leadership Manual – v1114.1 © 2014 Keller Williams Realty, Inc. 

1. Education and Training 

Our MVVBP states that we are a “training and consulting company” and we 

provide a breadth of education and training to back that statement up.  

During the recruiting consultation, it may come up that a recruit has hit a 

ceiling of achievement. No matter what their level of production, Keller 

Williams Realty offers education and training to help them grow their 

business, move from self-employed to business owners, and build wealth for 

the future. This is going to be the biggest Value Proposition for a success-

minded agent, whether new or a successful Mega Agent. 

 

Keller Williams University 

The training curriculum available to you from KWU has something for 

agents at all levels of production and is the most robust and complete 

training offered in real estate today.   

 

2. Culture 

The KW Mission, Vision, Values, Beliefs, and Perspective (the MVVBP) 

describes our philosophy for how we do business and how we treat our 

associates. For many agents, this is the most attractive part of KW. Yet it is 

not enough to simply tell recruits about our culture—they should be able to see and 

feel it every time they walk into your Market Center. This will only happen if 

you are taking every opportunity to build the culture in your office. It is 

stated that you cannot learn about KW culture, you must experience it. 
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3. Coaching 

KW MAPS Coaching is all about production, coaching you to higher 

levels just like an Olympic coach helps athletes obtain ‘The Gold.”  

KW MAPS Coaching is dedicated to transforming lives, designed and 

proven to promote personal growth and career development, and is 

based on the idea that "Everyone needs to be accountable to someone. 

No one succeeds alone." like in the Six Personal Perspectives. To 

support this core Keller Williams belief, KW MAPS offers a large 

variety of coaching programs and conditioning programs, such as 

BOLD, to meet the needs of all KW associates. 

 

4. Consulting 

Team Leaders consult their associates (and recruits) on issues of professional 

and business development, guiding them to training and education 

opportunities. Consulting is one of the many benefits that Keller Williams 

associates enjoy. Consulting enables your agents to grow their businesses to a 

higher level by overcoming their specific challenges through goal setting and 

accountability. And in addition to improving your agents’ productivity, 

consulting can also help your recruiting.   

Most of your recruits have not experienced this benefit in their current 

offices. Also, consulting sessions with your agents provide great forums for 

you to discuss with them wealth building via recruiting. It is important that 

agents understand how they can generate passive income for themselves by 

bringing people into KW. This is a good way to get them motivated to grow 

their Profit Share Tree. 

 

 

 

 

 

 

  

“Change the way 
you look at things 
and the things 
you look at 
change.” 

BOLD Law 
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5. Events 

Keller Williams events, such as Family Reunion, Mega Camp, and 

Masterminds, exemplify many of the elements of the Keller Williams Value 

Proposition. When recruits attend these events, they witness firsthand how 

Keller Williams Realty “walks the talk” when it comes to culture, education, 

coaching, proven models and systems, etc. At these events, recruits also have 

a chance to participate in world-class training, mastermind with other 

successful agents, and interact with top people in our company and in the 

industry. And after reaping all those benefits from these events, how could 

they say no to joining Keller Williams Realty? 

 

 

 

 

 

 

 

6. The History of Keller Williams Realty 

Keller Williams Realty is unique. We are absolutely committed to associate 

success, and we are willing to work quickly to meet their needs. The 

company’s history conveys how those values were shaped. Being able to tell 

associates and recruits this history will help them identify with Keller 

Williams and understand why we are what we are today. 

 

 

Visit www.kwconnect.com, and search for “Keller 
Williams” and “Our History” for a list of videos 
where KW leaders talk about our unique history and 
how we came to be a company built by agents for 
agents.    

 

 

 

 

 

  

 

 

For all the latest 

information and any 

accompanying 

materials for  

Keller Williams 

events, simply visit 

mykw.kw.com and 

click on the  

Events tab. 

FURTHER 

STUDY 

Fill Your 

Toolbox! 
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7. The Business Model 

Keller Williams Realty shifted the paradigm of how real estate companies can 

do business by challenging the assumptions that had always supported two 

types of models: Dependent and Independent. As a result, a new model was 

created: the Interdependent Model.  

To better understand these, read how Stephen Covey, author of The 7 Habits 

of Highly Effective People, describes relationships: 

•••• Dependent: child who is dependent upon Mom and Dad; “Mom and 
Dad, I love you and need you!” 

•••• Independent: teenager who rejects Mom and Dad, because they have 
not kept up and are not ready to let go; “Mom and Dad, I don’t need 
you!” 

•••• Interdependent: mature adult who does not need Mom and Dad, yet 
realizes that life is better with them around; “I love you, and although I 
don’t need you, my life is better with you in it!” 

Since real estate is a relationship business, we can use Covey’s model as a way 

of looking at how real estate companies form relationships with their 

associates. Below is a diagram you can use, if needed, when explaining this 

concept. 

 

 

 

 

 

  

1930–40s 
Dependent Model 

1970–80s 
Independent Model 

2000s 
Interdependent Model 

 

 

 

 

� No risk 

� Fifty-fifty commission split 

 

 

 

 

 

� High risk 

� 100 percent commission 

� No support 

� No service 

� $1,500–$2,000 fees due 
every month 

 

 

 

 

� Low margin 

� High volume 

� Associate and broker are 
partners in the business 

 

Broker 

Associate 

Broker Associate Associate 

Broker 
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8. Technology 

eEdge – Created by a vote of Keller Williams associates, eEdge is the real 

estate industry’s first and only complete lead-to-close agent business 

solution—including a full lead management system, contact management 

system, customizable marketing library, and a paperless transaction 

workflow. eEdge also offers 8 x 8 and 33 Touch contact plans for recruiting.  

Exclusively for KW associates, eEdge saves time, money, and effort by 

reducing redundancies in the workday and allowing associates to do what 

they do best—list and sell homes and shine with their clients. 

• eAgentC eAgentC eAgentC eAgentC – Before eEdge, Keller Williams associates voted to create an 

agent-focused technology group called eAgentC—The Electronic Agent 

Consortium. Its mission is to protect and develop our associates’ fiduciary 

position in the electronic world. Some of the tools available through 

eAgentC: KW web mail and email, KW agent websites, Market Center 

websites, miscellaneous reports. 

    

• MyKW MyKW MyKW MyKW – Simply put, MyKW is the one stop for everything KW associates 

need to succeed, from free Keller Williams University course downloads to 

on-demand KWConnect training videos to KW MAPS Coaching resources. 

If you want to learn and hone your skills for any role with Keller Williams, go 

to MyKW. 

 

Visit mykw.kw.com and click on the Technology 
tab. The Technology page is your direct access to KW 
Technology tools such as email, agent websites, 
KWLS, Greensheet, KW Blog, and many technical 
tips to help you manage your online business.  

 

 

 

 

 

 

  

Fill Your 

Toolbox! 
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9. Compensation 

An associate’s compensation is their commission split. In traditional real 

estate companies, splits are high for the brokerage. In 100 percent 

companies, they work under the guise of giving agents more or all of their 

commission, while charging large “desk fees.”  This last point is lost on many 

agents, so you will need to help them understand it.  

Commission compensation at Keller Williams Realty is low-risk, high-keep. 

KW is able to accomplish this through a cap system. Two payments are 

capped: the amount the agent pays as a franchise royalty—which is capped at 

$3,000—and the amount the agent pays their local office as determined by 

local economic conditions.  

The benefits of a capped system include the fact that agents know how much 

they will be paying, the amount they are paying is limited, and top producers 

are not “penalized.”  This means their income potential is unlimited! 

In reality, KW is a 100 percent-plus company. In some countries, such as the 

United States and Canada, the financial rewards are offered through our 

Profit Share program. Through Profit Share, we offer our agents the 

opportunity to earn more than what they pay toward their cap.  

Elsewhere in the world, Keller Williams Realty offers a Growth Share 
program in which master franchise owners and Keller Williams Realty reward 
associates who help the company grow. 

These programs make up the Keller Williams Wealth-Building Platform. 

Something agents must consider is that it’s not the split that counts; it’s what 

they get to keep!  
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10. Industry Specializations 

KW Commercial – The commercial real estate arm of Keller Williams 

Realty offers commercial agents a capped commission structure, a 

Commercial Leadership Council, custom signs and other branding, an 

international commercial referral network, and more. 

KW Luxury Homes International – The luxury homes branch of Keller 

Williams Realty offers luxury agents signs and other custom branding 

material, a luxury homes referral network, an annual luxury homes 

networking retreat, and more. If you are not already a member, as Team 

Leader, you can choose to enroll your Market Center in order to build the 

brand in your local market. 

Farm and Ranch – The farm and ranch branch of Keller Williams Realty 

offers farm and ranch agents custom logos, Mastermind events, networking 

opportunities/forums, breakout sessions at Family Reunion, and more.  

 

Links and tools for the industry specializations 
proposition:  

www.kwcommercial.com: KW Commercial offers 
training across the United States and Canada on a 
regular basis. 

Give your commercial agent recruit a copy of  
SHIFT Commercial. Assign a section for him or her to 
read, then make a follow-up appointment to discuss. 

www.kwluxuryhomes.com: For more information 
about the luxury homes division of Keller Williams 
Realty.  

Keller Williams Farm and Ranch info can be found 
on the MyKW site, www.mykw.kw.com, under the 
Resources tab. 

 

 

 

  

Fill Your 

Toolbox! 
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11. Profit Share and Growth Share 

Keller Williams is interested in their associates increasing their wealth with 

residual income. 

The two systems Keller Williams Realty uses to reward associates who help 

the company grow are: 

1. Profit Share  

2. Growth Share  

Profit Share 

Profit Share is how KW rewards associates for referring other agents to the 

company, and is just one of the ways Keller Williams Realty treats associates 

as stakeholders. Giving associates a financial stake in the company creates an 

environment that encourages them to play an active part in bringing other 

agents into the company. 

Make sure the recruit understands the overall concept of Profit Share. Be sure 
you proactively address common misconceptions about Profit Share (i.e., 

that an agent has to wait three years before they receive Profit Share. The 

three-year rule is actually a vesting rule—an agent will enjoy Profit Share for 

a lifetime once he or she has been with the company for three years. One 

could actually start receiving Profit Share the month after they join the 

company).  

 

Script: Explaining Profit ShareScript: Explaining Profit ShareScript: Explaining Profit ShareScript: Explaining Profit Share    

Are you familiar with our Profit Share system? agent name in the 

office made an additional $_____ (yearly amount) with this one 

system alone. It is residual income that will go on forever and can 

even be willed to someone. It’s a gift that keeps on giving. It 

helps us leave a legacy. 

 

 

 

 

 

  

“Say PROFIT like 
you love it!” 

Mo Anderson 
Vice Chairman  

of the Board,  
Keller Williams Realty 

Austin, Texas 
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Growth Share 

Growth Share is also a program for rewarding associates who help the 

company grow by creating an ongoing revenue stream. Some countries use 

this program instead of the Profit Share Program. Growth Share is a program 

in which master franchise owners and Keller Williams Realty reward 

associates who help the company grow.  

Here’s how Growth Share works: When an agent completes a transaction, 

the agent earns a commission. Part of that commission goes to the Market 

Center and part goes to the franchisor as a royalty. The franchisor then 

returns a portion of that royalty to agents as Growth Share, in thanks and 

recognition for their contribution in referring agents to Keller Williams 

Realty. The more agents a particular individual has referred, the bigger their 

potential Growth Share payment. 

 

Script: Explaining Growth ShareScript: Explaining Growth ShareScript: Explaining Growth ShareScript: Explaining Growth Share    

Are you familiar with our Growth Share program? Agent name in 

the office made an additional $_____ (yearly amount) with this one 

system alone. It is an ongoing, additional income stream for 

agents who help the company grow. 

 

 

Tools and Links for the Profit Share and Growth 
Share Propositions 

www.kwconnect.com: When you type in the search 
words “Profit Share” or “Growth Share,” you will get 
information on these KW wealth-building 
opportunities.  

Consider sharing stories about agents in your office 
who are directly benefiting from Profit Share or 
Growth Share. 

Invite recruits to your monthly Grow Your Profit 
Share or Growth Share class in your Market Center.  

 

 

 

 

  

Fill Your 

Toolbox! 
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12. Health and Wellness Program 

Because Keller Williams Realty realizes a life worth living has to be a healthy 
one, the company now offers an entire Health and Wellness Program for our 
associates. 

The first and perhaps most critical piece of this program is the Keller 
Williams Health Providers Program, which includes multiple health insurance 
vendors and plans to meet the health coverage needs of our associates. 
 

Additional information about this program can be 
found at mykw.kw.com under the Resources tab. 

 

 

 

 

13. Growth 

The growth of KW is astonishing to see. This is also a powerful message to 
convey to recruits because implicit in the growth numbers for the company is 
the question, “If all of these agents have joined KW, what is it that you’re 
missing out on?”   

 

Tools and Links for the Growth Value 
Proposition Element 

There are a variety of reports on mykw.kw.com. Meet 
with your MCA to decide which reports would best 
demonstrate KW’s growth on local, national, and 
international levels. 

Your Dashboard Report also contains some great 
numbers you can use when discussing this Value 
Proposition with a  recruit. 

Utilize your local MLS numbers to demonstrate how 
your office compares in growth to other real estate 
offices in your marketplace (as demonstrated in the 
“Language of Real Estate” video we watched earlier). 

 

KW MAPS Coaching has a group coaching program to help benefit you 
whether they coach you on your health, building profit share,  
KW Commercial, or KW Luxury Homes International. Check out what  
they offer! 
  

Fill Your 

Toolbox! 

Fill Your 

Toolbox! 
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14. Accomplishments 

Keller Williams Realty has been honored to be the recipient of prestigious 

awards and recognition both inside and outside the real estate industry. Be 

sure to proudly share this information with your potential recruits when 

applicable. 

Recent Awards:  

• Third year in a row, Entrepreneur magazine ranked Keller Williams Realty 
the number one real estate franchise on the Franchise 500 list. 

• Ranked in America’s top ten national workplaces by Workplace 
Dynamics. 

• No. 1 on the annual REAL Trends 500 Report where KW offices 
represented 23 percent of the top 500 ranked by transactions and  
24 percent of the top 500 ranked by volume—more than any other real 
estate franchise. 

• Inman News – Cofounder and Chairman of the Board Gary Keller 
named one of the 100 Most Influential Leaders in Real Estate.  

• Training Magazine – Training Top 125, 2010 and 2011. 

• KW MAPS Coaching – has earned multiple accolades, including being 
awarded a Stevie Award for Sales Training and Coaching Program of the 
year, and was the first real estate company to be nominated for the 
PRISM Award for its excellence in coaching. 

• KW is frequently honored for our exciting accomplishments. To 
see what’s going on with our numerous awards, visit mykw.kw.com 
and look at “Press Releases” under the Marketing tab. 

Recognition: 

Business Case Study – Both the Stanford Graduate School of Business and 

the Yale School of Management have added a Keller Williams case study—

which describes the economic and cultural models that have led to the 

success of Keller Williams Realty—to their core MBA curriculums. 

The Millionaire Book Series – More than 1 million copies of this series—

The Millionaire Real Estate Agent, The Millionaire Real Estate Investor, SHIFT, 

SHIFT Commercial,  FLIP, and HOLD—have been sold.  
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15. Your Market Center  

Be prepared to tell the story of your Market Center. Just as recruits are 

attracted to the Value Proposition of the KW history, they will be interested 

in knowing how your Market Center is different and better than other 

options in your local market. You can explain how your Market Center came 

to be, how the Market Center fills a void, and how several local, well-

respected top agents helped shape the Market Center.  

Discuss your Market Center’s Value Proposition from a perspective that 

addresses the recruit’s question, “What’s in it for me?” because recruits want 

this answered before they consider coming on board. Be clear on what the 

elements of your Value Proposition are.  
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Notes 
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KW Cares 

PurposePurposePurposePurpose    

Keller Williams Realty is a service business where respect and support for 

one another is fundamental to every action undertaken. Keller Williams 

Realty Cares (KW Cares) was established as a 501(c)(3) public charity to 

show compassion for Keller Williams associates during times of 

extraordinary need. KW Cares is an important part of the Keller Williams 

culture.  

Through a variety of activities, individuals and Market Centers across the 

country work together to provide assistance for KW family members when 

an extreme emergency or catastrophic circumstance results in a serious 

financial hardship that a person or family is unable to handle without outside 

help. 

Each Market Center’s KW Culture Committee performs the following 

functions as a steward of the Market Center’s culture: 

• It oversees Market Center fundraising efforts for the annual goal of 

$3,000 in donations to benefit KW Cares, the 501(c)(3) public charity. 

• It assists eligible KW associates in need with the KW Cares grant 

application process. 

• It oversees all of the Market Center’s non-KW Cares-related 

charitable activities, including fundraising for individuals in need 

within the Market Center or the local community, as well as 

fundraising efforts for charities other than KW Cares by:  

a. Establishing and maintaining a Market Center’s local emergency 
fund in order to provide monetary gifts to individuals in need 

within the Market Center or the local community. 

Note: Unless a Market Center has established its own separate 501(c)(3) 

entity for the local emergency fund, donations to this fund are not tax 

deductible and donors should not receive receipts for tax purposes. KW Cares 

cannot issue tax receipts for donations to a local emergency fund.  

Note: These local emergency funds must not be used for Market Center  

expenses. Funds collected should be segregated in separate liability accounts. 

b. Providing care, comfort, and nonmonetary support to those in 
need within the Market Center or the local community in the 

spirit of “family helping family.” 
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c. Conducting fundraising efforts for charities other than KW 
Cares. Donations may be tax deductible as allowable by law and, 

if appropriate, tax receipts may be issued by the charity for which 

the effort is being conducted. 

Additional information can be found on the KW Cares website: 

www.kwcares.org. 

Donations to KW CaresDonations to KW CaresDonations to KW CaresDonations to KW Cares    

How Individuals Can Donate  

By Check: 

All checks should be made payable to KW Cares and sent to: 

 

KW Cares 
1221 South Mopac Expressway 
Suite 400 
Austin, TX 78746 
 

By Credit Card: 

Donations may be made by credit card through the KW Cares website, 

www.kwcares.org. Click the “Donate Now” button to be taken to a secure 

website for online transactions. Receipts will be issued monthly via email on 

and should be retained for tax purposes. 

Greensheet Contributions  

Associates can assign either a flat amount or percentage of the proceeds from 

every closing as a donation for KW Cares. Each Market Center should strive 

to have 100 percent of its associates contributing through Greensheet 

donations. The Greensheet Authorization Form should be kept in the 

associate’s file. The form itself can be found in this chapter and is available 

for download at www.kwcares.org/downloads. In states where checks are 

issued by the title company, donation checks should always be routed to KW 

Cares through the MCA, who ensures that the agent’s name and Market 

Center number are on the memo line at the bottom of the check. 
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Submitting Multiple Donations 

It is very important that donor information is sent with each check. When a 

market center sends a single check representing multiple donations, it is 

imperative to include a spreadsheet of donor names, email addresses, and 

individual donation amounts so KW Cares staff can issue accurate tax 

receipts as allowable by law. 

Receipts for Tax Purposes  

Receipts are emailed from KW Cares monthly to the donor’s email address 

on file and should printed and be retained for tax purposes. Donors should 

inform KW Cares when their email address changes.  

Processing KW Cares Deductions through WinMORE  

• There is a dedicated KW Cares deduction line on the Greensheet. 

• KW Cares donations from the Greensheet will be included in the 

“pay to KW Amount” and be included in transmittal. 
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Benefit–Accuracy and Time Savings  

• Submitting donations in this manner ensures accuracy, and is much 

more efficient and cost-effective for market centers than submitting 

them by mail each month.* 

• WinMORE deposit will place the donations in the liability account 

for KW Cares. 

• The Profit Share Calculation Report will show total KW Cares DA 

donations for the month. 

• The MCA will invoice KW Cares as a line item on the monthly 

invoice. 

• KWRI will draft these deductions with the rest of the Market Center 

fees and remit the donations to KW Cares. 

*Note: For greater detail, please reference the WinMORE manual. 

Proceeds from Market Center Fundraising Events for  

KW Cares 

• Proceeds from fundraising events are not submitted with transmittal. 

• Proceeds will be processed by KW Cares upon receipt of the event 

reconciliation workbook and the proceed check(s). 
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Sample Greensheet Authorization Form 
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FundraisingFundraisingFundraisingFundraising    

Fundraising for KW Cares  

If you plan to have an event to raise funds for KW Cares using the name and 

logo in the title of the event, or in the promotional materials. and have KW 

Cares issue receipts for tax purposes, you must complete and submit the 

Fundraiser Agreement Form prior to making any financial or legal 

commitments. Events conducted in the name of KW Cares without its 

knowledge and permission could jeopardize the tax-exempt status of the 

charity. (A Fundraiser Agreement Form can be found in this chapter and is 

available to download from ww.kwcares.org/downloads).     

Required Forms  

Fundraiser Agreement Form 

If your event is approved, KW Cares will return the signed agreement form 

for your records. Upon approval of your printed and electronic marketing 

materials, an electronic copy of the KW Cares logo will be provided for this 

onetime use. Once your fundraiser is approved, you will be acting as an 

agent of KW Cares and must follow all KW Cares fundraising procedures 

and use only KW Cares reporting forms. 

Receipt for Donated Goods 

Your donors may want a Receipt for Donated Goods, which is given to 

people who contribute tangible items (usually for auctions) to benefit KW 

Cares.  Receipts will be generated and sent to donors by KW Cares once the 

reconciliation of the event has been submitted and finalized. Only KW 

Cares may distribute receipts for monetary of in-kind donations.  

Event Reconciliation 

When organizing an event, the event Reconciliation Spreadsheets, available 

for download at www.kwcares.org/dowloads, must be used to keep track of 

donation details. The spreadsheets must be fully completed, balanced, and 

submitted with event expense documentation and proceeds within thirty days 

of the event. Please use only these forms and do not alter or generate your 

own versions. (Samples of these forms can be found in this chapter.) 

Note: All forms can be downloaded from the KW Cares website: www.kwcares.org. 
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Because fundraising events differ in nature and in how they are handled for 

tax purposes, we recommend that you work with KW Cares staff to correctly 

reconcile your event.  

Disclosure  

For ticketed events and other activities where there is an exchange of goods 

or services for the price of participating in the event, the receipt will reflect 

the net donation to KW Cares. For example: A $100 ticket is purchased for a 

banquet to raise money for KW Cares, but the actual value of the meal is 

$50. The amount of the donor’s actual donation is $50 and this must be 

disclosed to the donor on the ticket and in any printed or electronic materials 

so he/she will know the exact amount of his/her tax-deductible donation. 

Please contact KW Cares with any questions about disclosure. 

Market Centers are responsible for collecting and paying sales tax in their 

state when products are sold at a fundraising event. Check with your state 

taxing authority to register to collect and pay state sales tax. 

Fundraising for Individuals or Other Charities  

If your event is unrelated to KW Cares, i.e., for an individual or another 

charity and not KW Cares, use of the KW Cares name or logo is 

inappropriate. Donations for an individual in need are not tax deductible. 

Funds raised for another nonprofit organization may be tax deductible. 

Donations made to nonprofits other than KW Cares will be acknowledged 

by those charities. It is good practice to communicate with the charity in 

advance to determine how they wish to receive donor information. 

IMPORTANT:  

KW Cares will not endorse an event used to promote an agent’s or Market 

Center’s business, to secure listings, to recruit associates, or to promote a 

political agenda or candidate for office. KW Cares fundraisers should be 

limited to raising money exclusively for KW Cares. The events should be 

charitable events, not commercial events. All monies raised must be sent to 

KW Cares. If a Market Center wants to cover its costs from the proceeds, it 

must advise donors through a disclosure statement. (For example: A $100 

ticket is sold for a banquet to raise money for KW Cares, but the actual value 

and cost of the meal is $50. The amount of the donor’s actual donation is 

$50 and this must be disclosed to the donor on the ticket and in any printed 

or electronic materials so he/she will know the exact amount of their tax-

deductible donation.) 
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Fundraiser Agreement FormFundraiser Agreement FormFundraiser Agreement FormFundraiser Agreement Form————Page 1Page 1Page 1Page 1    
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Fundraiser Agreement FormFundraiser Agreement FormFundraiser Agreement FormFundraiser Agreement Form————Page Page Page Page 2222    
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KW Cares Grants 

About Grants About Grants About Grants About Grants     

KW Cares supports Keller Williams associates and their families with 

hardship as a result of a sudden and significant emergency. Hardship is 

defined as a difficult circumstance that a person or family cannot handle 

without outside help.  

KW Cares grants are not intended to provide for all of the expenses and 

losses that are incurred as a result of a sudden emergency situation, but rather 

to provide a degree of assistance, a helping hand, in order to work through 

an unexpected and difficult period.  

Grants are nontaxable gifts for which KW associates may apply. Agents in 

referral status are not eligible for KW Cares grants. Vested/retired agents 

who have at least 6 years as an active agent and who have not left Keller 

Williams to join or start another business, are eligible for grants. 

KW Cares is not able to give grants for: 

• Residential or nonresidential substance abuse facilities or treatment 

• Unconventional treatment for cancer or other serious illnesses 

• Legal issues such as divorces, child custody issues, adoptions, etc. 

• Debt relief, compensation for lost wages, or to bridge gaps in income 

unrelated to a specific emergency situation 

Grant requests are made through a written letter accompanied by the KW 

Cares Grant Application and all required documentation. The grant 

application is available for download at www.kwcares.org/downloads). 

Applicants should allow thirty days following KW Cares receipt of all 

required documentation for a response. KW Cares board approval is required 

for grant awards. 

The KW Cares board of directors expects that the applicant will have 

received adequate financial support from his/her Market Center community 

of agents, leadership and staff at the time of application. If the Market Center 

has not contributed, the Market Center and/or Region will be asked for an 

explanation. 

A KW Cares grant does not endeavor to resolve situations more 

appropriately funded or resolved by the government, social agencies, legal 

entities, or other institutions. 
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Please note that although an applicant may appear to meet all grant criteria, 

grant approvals are dependent upon many factors that the board must 

carefully consider, and therefore not every application will be approved. 

KW Cares Education Grant Application 

In honor of one of KW Cares founders, Martha Squires, KW Cares provides 

opportunities for education grants. The purpose of an education grant is to 

provide a measure of financial assistance to a family member of a Keller 

Williams associate who is pursuing a higher education degree.  

As with all other KW Cares grants, education grants provide assistance to 

students who have been challenged with financial hardship due to a major 

unexpected emergency, personally or within their immediate family. The 

Education Grant Application can be downloaded from the KW Cares 

website: www.kwcares.org/downloads. 

The Grant ApplicationThe Grant ApplicationThe Grant ApplicationThe Grant Application    

A KW Cares grant application must be documented with the following. 

• Cover letter summarizing (1) the medical/other emergency situation, 

(2) financial situation, (3) explaining what the Market Center and 

others have done to assist the applicant and (4) what they will 

continue to do to support the applicant after the grant has been 

awarded. 

• If the grant request is related to a medical condition, the completed 

and signed Physician’s Statement must be submitted with the grant 

application.  

• A summary of claims from the medical insurer for all claims related 

to the situation for which assistance is being sought, indicating the 

total amount of the patient’s financial responsibility, is required to 

document out of pocket medical expense. Applicants who do not 

have medical insurance coverage need to submit copies of all bills. 

• All of the information regarding assets, liabilities, income, and 

monthly living expenses as requested on the grant application, with a 

copy of the most recent statement (the entire statement) for each.  

• A copy of the two most recent Federal Income Tax Returns in their 

entirety with 1099s and/or W2s attached. 

• KW Cares reserves the right to request additional relevant 

information. 

The KW Cares Grant Application can be downloaded from the KW Cares 

website www.kwcares.org/downloads. 
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The Grant Application Process The Grant Application Process The Grant Application Process The Grant Application Process     

Step 1: Needs Assessment: Does it meet the criteria for a 

KW Cares grant?  

Potential applicants should contact their Team Leader, KW Cares 

Representative, or KW Cares to discuss whether the need meets the criteria 

for a KW Cares grant.  

Criteria for a Keller Williams Realty Cares Grant  

• Addresses a need of a Keller Williams family member, including 

associates and staff, as well as eligible family members, due to a 

hardship as a result of emergencies and unforeseen and/or 

unpredictable circumstances over which the applicant has no control 

and cannot handle without assistance. Please contact KW Cares for 

information regarding who is eligible as an immediate family 

member. 

• Supports a need too large for one Market Center to undertake alone.  

• Onetime grant except as special circumstances may dictate.  

• Does not endeavor to resolve situations more appropriately funded 

by government agencies, social institutions, or legal entities.  

• Is consistent with the value system of Keller Williams Realty.  

Step 2: Market Center Approval  

If the request meets the above criteria, a completed grant application must be 

reviewed and signed by either the Team Leader or the Operating Principal. 

The signature certifies the validity of the need and the support of the Market 

Center.  

Step 3: Regional Director Approval  

If the request meets the above criteria, the complete grant application packet 

should be forwarded to the Regional Director who should review the 

application and supporting documentation to be able to certify the validity of 

the need, Regional approval and that adequate Market Center support has 

been provided. 
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Step 4: Submitting an Application  

Once the Regional Director reviews and validates the request by signing the 

application, that application and the supporting documents need to be faxed 

to KW Cares at 1-435-514-2229 or emailed to kwcares@kw.com. The KW 

Cares board of directors will consider the request. Please allow thirty days 

following KW Cares receipt of all required documentation for a response.  

Step 5: Follow-up  

Once a grant is awarded, the Team Leader should follow up with KW Cares 

from time to time to provide updates, possibly including photographs, 

newspaper clippings, etc., so the grantee’s story can be documented. KW 

Cares will share a grantee’s story only with the permission of the grantee. 

For questions, please contact kwcares@kw.com. 

 

 

 

KW Cares  

Contact Information 

Phone: 1-512-306-6727 

Fax: 1-435-514-2229 

Crisis Line (emergency only) 1-866-591-2737 

Email: kwcares@kw.com 

Website: www.kwcares.org 
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KW Technology & Marketing Systems 

Systems Behind You at Every StepSystems Behind You at Every StepSystems Behind You at Every StepSystems Behind You at Every Step    

Many real estate professionals dream of building a million-dollar business. 

However, to hit that million-dollar mark in annual revenue, you need to have 

a solid sales system and abide by some basic good practices. The Millionaire 

Real Estate Agent (MREA) by Gary Keller offers well-defined and easy-to-

grasp models and systems to achieve that goal. Gary Keller believes there is a 

science to building a highly successful business, and it works for agents and 

brokers alike.  

Our marketing and technology systems allow you to put these models into 

action while focusing on the activities that matter most. We provide tools to 

help agents at every step of the way in running their businesses: 

1. Attracting and capturing leads 
2. Converting leads to appointments 
3. Winning the client’s business at appointments 
4. Providing superior customer service to every client 
5. Ensuring a bulletproof, efficient closing process for every 
transaction 

6. Building lifelong relationships with clients that lead to repeat 
business and referrals 

And, because running and growing a Market Center involves many of the 

same activities – you’re just working with agents instead of consumers – our 

marketing and technology systems have broker applications as well. 

As the only major real estate franchise company in North America to 

experience positive growth in recent years—among the most challenging in 

the industry—our time-tested models and systems establish a framework for 

profitability in any market. This is why we continue to far outpace the growth 

trajectory of any competitor. 
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Technology to Drive Your BusinessTechnology to Drive Your BusinessTechnology to Drive Your BusinessTechnology to Drive Your Business    

Technology is playing a bigger and bigger role in agent marketing and 

productivity. And, we recognize that in order to succeed in today's global real 

estate market, you have to stay on the cutting edge of marketing and 

technology.  

Keller Williams’ technology suite is completely focused on driving your 

business and saving you time and money. And, it’s available exclusively to 

Keller Williams associates. 

 

The lead generation network falls under the umbrella of eAgentC. This 

stands for Electronic Agent Consortium, which is an agent-focused and 

funded technology group, established in 1999. Today, our lead generation 

network is bigger than ever! It includes: 

• National-level websites that help consumers find a professional real 

estate associate in as few clicks as possible. 

• Market Center and agent websites that contain numerous lead 

capture opportunities, and can be tailored to match the brands of 

brokers and agents seeking a custom web presence. 

Keller Williams agents and brokers are also armed with eEdge. A lot of 

people think that KW Technology is eEdge, when in fact, eEdge is just one 

piece of a much bigger picture, as shown here. Inspired and directed by our 

associates, and named by Inman News as the Most Innovative Web Service 

in the real estate industry in 2011, it is the repository for all of the leads that 

come in from the lead generation network. eEdge is the real estate industry’s 

first and only COMPLETE lead conversion to close system. It includes lead 

management and routing capabilities, full contact management, a 

professional marketing library, and a true paperless transaction system—all in 

one integrated, efficiency-increasing package. All based on the MREA 

models and systems. Our technology is designed to enhance, not distract you 

from, your business activities. 
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Finally, all Keller Williams associates are equipped with a number of cutting-

edge productivity tools, and the critical support and training that enables 

them to move into production immediately and stay ahead of the 

competition. We are proud to say that Training Magazine named Keller 

Williams Realty the #2 training organization in the world and #1 in the real 

estate industry. 

MarketiMarketiMarketiMarketing to Win Businessng to Win Businessng to Win Businessng to Win Business    

We have found that the difference between success and failure in real estate 

is the ability to stay connected to a complex matrix of hundreds of people 

and their information.  

To turn your business into a productivity machine, it is not enough to simply 

have a large database of contacts. You must have a plan for when and how 

you are going to contact those people and a tool with which to execute the 

plan. Your plan should be systematic, and your tool efficient, so you are 

contacting everyone at the appropriate time, with the appropriate message, in 

the right medium. 

We give you the power to grow your Keller Williams Realty office and your 

associates' careers using our world-class marketing systems with automated 

campaigns, design templates, call scripts, video touches, and proven 

presentations. From attracting new agents to your Market Center to helping 

them grow their business, Keller Williams Realty helps to build a customized 

marketing approach in every market.  

These unique, automated marketing campaigns are all based on the proven 

models from The Millionaire Real Estate Agent. They are quick and easy to 

launch, allowing agents to follow up with potential and past clients in a truly 

automated way.  
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Most importantly, they work! The proof is in the numbers! We monitored 

the productivity of agents who used eEdge to run touch campaigns to their 

contact database. From the time eEdge was launched in 2011 to January 

2013, we saw an average increase of 90 percent in gross commission income! 

 

Your Brand Matters MostYour Brand Matters MostYour Brand Matters MostYour Brand Matters Most    

When it comes to marketing and technology, you'll have the power of the 

Keller Williams name as an asset to your business. At the same time, we 

recognize the need you'll have to customize and localize your marketing 

approach.  

Keller Williams agents are independent contractors who can market 

themselves any way they want. We know that the vast majority of consumers 

choose agents on individual characteristics. National brand affiliation doesn’t 

matter to 96 percent of them. So, we think you should spend your marketing 

dollars on promoting YOUR individual brand. 

 

We aim to make our agents the premier resource for consumers looking for 

real estate online in their market because they are the expert. While other 

companies have a marketing department dedicated to promoting their 
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national brand, Keller Williams has a marketing department dedicated to 

creating marketing pieces that help agents build their own brand.  

Put the Models Into ActionPut the Models Into ActionPut the Models Into ActionPut the Models Into Action    

Gary Keller has also identified the pillars of any successful real estate 

business: Leads, Listings, and Leverage. The “Three Ls” are the key 

activities that will yield the greatest return for your business, and therefore, 

these should be first and foremost in your mind. 

 

• Leads: Like it or not, you’re in the lead generation business. 
Without leads, you won’t be in business for long. No leads 

means no sales.  

• Listings: After leads, getting listings should be the primary 
focus. Marketing a listing not only gets the listing sold, it 

delivers buyer leads and other referrals to you. 

• Leverage: When you focus effectively on getting leads and 
listings, you’ll eventually have more business than you can 

handle. You’ll then have the opportunity to leverage help in 

the form of people and tools so you can offload your 

administrative tasks—the ones that don’t bring you revenue. 

In the center of this triangle is your contact database. That’s because we 

believe that “your business is your database.” The health of your business 

depends on how well and how often you stay in touch with your contact 

database and feed your database with new leads. Your database is at the 

center of everything you do and you need to keep it alive by engaging with it 

every day.  

The marketing and technology systems we provide you at Keller Williams 

Realty are specifically designed so that you can focus on Leads, Listings, and 
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Leverage. We also provide you a powerful contact management system so 

you can stay on top of those activities and your database without spending 

excessive time or money. That’s the law of leverage in action. 

Many of our agents who came from other companies have stated they are 

more productive now because of the models, systems, tools and training they 

have received at Keller Williams—again, because everything we offer our 

associates is designed to make it easy to put the MREA models into action.  

We’ll take a closer look now at the marketing and technology tools that 

Keller Williams provides. 

Leads: The Lifeblood of Your Leads: The Lifeblood of Your Leads: The Lifeblood of Your Leads: The Lifeblood of Your 
BusinessBusinessBusinessBusiness    

First, let’s talk about your #1 job—lead generation and conversion. 

 

Because getting and converting leads is an agent’s most important activity, 

and we know that 90 percent of home buyers start their search online,  we 

have a vast lead generation network of websites and systems that work 

together with a single objective: to connect potential clients to our associates. 

That’s our ONE Thing. 

There are more than 100,000 websites in our lead generation network, giving 

our associates presence and power in online searches. All of these websites 

work together with one objective: to connect potential clients to our 

associates. We aim to make our agents the premier resource for consumers 

looking for real estate online in their market because they are the experts.  
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KW Lead Network 

 

We also want to make sure our associates are squarely in the path of online 

consumers so that they’re the first ones consumers find! Sixty percent of 

consumers pick the first agent they interview. We want our agents to get the 

appointment first. 

To walk you through the lead network, we will start with KW.com and 

country-specific websites. 

KW.com and Country-specific Websites 

KW.com is a consumer site that provides accurate and timely information on 

buying and selling real estate. The site’s main goal is to assist consumers in 

locating a professional real estate associate in as few clicks as possible. The 

site adapts to the visitor to make them feel as if we are right around the 

corner, but also have the size and power of a large national company. We 

look at where website visitors are located and what they’re searching for. We 

remember that information so the next time those consumers come to the 

site, they’ll see localized photos and featured listings in the area they last 

searched. 
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KW.com links together the IDX (broker reciprocity) solutions of our brokers 

across North America to provide a search for all area properties across the 

United States and Canada. We determine the IDX solution to drive the 

consumer to based on the territories defined in your franchise agreements. 

Outside the United States, we power country-specific websites that have a 

localized feel and a property search that’s contained to that country.  

KW.com and our country-specific websites consistently carry the message 

that using a real estate professional saves the consumer time, money, and 

risk. These sites are not designed to capture consumers for the purpose of 

selling them back to our associates for a referral fee. In alignment with our 

core philosophies, the agent is first and foremost the most important brand 

to promote.  

We also believe that agents work hard for listings and deserve all the leads 

that come from them. That's why whenever our agents’ listings are marketed 

on these sites, all the leads go to the listing agent. We call that our “My 

Listings, My Leads” philosophy.  
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KW Specialty Websites 

For our agents who serve specialty markets, such as luxury and commercial 

clients, we provide a specialty web presence. 

 

KWLuxuryHomes.com features all Keller Williams listings above the luxury 

pricepoint for that market, whether or not they belong to a member of KW 

Luxury Homes International. While member agents are showcased on the 

site, the My Listings, My Leads rule applies here too. We could have decided 

to take leads and assign them exclusively to members, but the board decided 

that if it’s a Keller Williams listing, the lead should go back to that Keller 

Williams agent, regardless of their membership. 

Many agents ask why this site has no IDX. The ultimate goal with this site—

as well as with KW.com—is to connect people, not with our national sites, 

but rather, with your local luxury homes business. We want to bring clients in 

with the listing inventory that we have, but want to make sure that they stick 

with you, not with us. 

The KW Technology team also builds and powers KWCommercial.com—

the website for the commercial real estate arm of Keller Williams Realty. 

KW Commercial agents have the Keller Williams Commercial Listing System 

(KWCLS), which syndicates all listings to dozens of commercial websites 

daily. 

Every KW Commercial agent can list all KWCLS listings as their own, 

expanding their personal websites by thousands of webpages. Additionally, 

each KWCLS listing has its own unique webpage on KWCommercial.com, 

which has a call to action for the listing broker.  
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Agent Profiles 

Every Keller Williams associate automatically receives an agent profile, which 

can be found through the agent search function on national-level and office-

level websites. 

This is powerful for our associates, especially for those who don’t want to 

maintain a personal website yet want a professional, branded, online 

presence. 

As soon as associates are activated in myKW and enter just a few pieces of 

information in their White Pages profile, they can be found on our websites. 

 

 

ACTION ITEMACTION ITEMACTION ITEMACTION ITEM    

Ensure that your Market Center’s White Pages profile is completed, 
as well as your agents’ profiles. Make sure that when consumers find 
your agents through the search on national-level or office-level websites 
that their profiles are complete and up-to-date. Profiles can be edited by 
going to myKW.kw.com, clicking White Pages in the Quick Links section 
in the lower right corner, and then searching for an agent’s or office’s 
profile 
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Market Center Websites 

Every office, including Market Centers and Business Centers, is provided a 

powerful local website that looks and feels like KW.com. 

 

Some of the best features of these sites are: 

• The photos are all customizable. You can upload up to 8 photos and 
have them scroll through on your site just like KW.com does. 

• They are powered with WolfNet IDX (where available), so your 
agents’ listings are indexed as part of your Market Center’s website 

content. This means that Google and other search engines will see 

your Market Center website growing in number of pages, because 

each listing technically is its own page.  

• You can add WolfNet Map Tracks to your website—a highly 
interactive and easy-to-use way to search properties. 

• Your office’s listings are highlighted on the home page as featured 
properties. 

• And again, just like all our products, the office websites follow the 
My Listings, My Leads rule. All IDX leads on Keller Williams listings 

are sent directly to the listing agent, regardless of what office that 

agent is in. 

ACTION ITEMACTION ITEMACTION ITEMACTION ITEM    

Request WolfNet IDX for your Market Center, if available in your 
area. Ask your Regional leadership for the KW Market Center Request 
Form, and send the completed form to support@kw.com to get started. 
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Lead Capture for Recruiting 

By the way, our national- and office-level websites don’t just capture buyer 

and seller leads. There are also several opportunities for prospective agents to 

contact you about a career with Keller Williams.  
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Agent Websites 

The most important lead sources are the KW agent websites. In addition to 

an agent profile, every associate receives two websites they can use to 

establish a strong web presence and become the premier resource for 

consumers looking for real estate online.  

• The eAgentC website is highly customizable. Associates are provided 
with a selection of predesigned, attractive, content-rich website 

designs that can be tailored to their own customer base.  

• The eEdge website can be launched in minutes—it’s truly set it and 
forget it. 

Both websites are powered with full IDX (where available). 
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Mobile App 

Made for iPhone and Android phones and tablets, the KW mobile app is yet 

another way to keep our associates top of mind with their clients.  

A study by the National Association of REALTORS and Google also 

supports the fact that the use of mobile apps is becoming an increasingly 

popular way for buyers and sellers to find their next home. Of those 

surveyed, 68 percent of home shoppers reported using mobile apps at some 

point during their real estate search. 

True to our agent-centric philosophy, we didn’t build just one app—we built 

one for every single agent. Every KW mobile app is individually branded 

with the agent’s name and contact information, and displays completely 

localized listing information. Our agents can give their clients a nationwide 

search without ever leaving their app. 

Your Market Center also has a branded app, just as your Market Center has a 

website. In fact, you can think of your Market Center app as an extension of 

your office website. 

With a single tap, clients can search for nearby homes and connect with a 

knowledgeable agent in the search area. Leads from any listings on an agent’s 

branded app go directly to that agent. My App, My Leads! 

 

 

ACTION ITEMACTION ITEMACTION ITEMACTION ITEM    
Download, install, and explore the Keller Williams Realty Real Estate 

Search app from your mobile app store. 
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All Leads Go to eEdge 

So, our agents have leads coming in from all over the Internet.  They’ve cast 

their net wide using the KW lead network. How are they going to manage all 

of these leads? That’s where eEdge comes in.  

When we conceived eEdge in 2010, it was in direct response to a study that 

showed that on average the industry left 67 percent of online leads 

unanswered. When we sat down with our agents, we quickly realized that it 

wasn’t their fault! They had leads coming in from all over the place – email, 

contact forms, listing inquiries—and much of the time, they didn’t know the 

leads were there. There was no way to systematically handle leads from 

various sources. So, eEdge was built to help ensure our agents’ leads didn’t 

fall into that 67 percent.  
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Your Lead Conversion to Close Solution 

eEdge is actually more than just lead management. It’s a system to manage 

the entire lead conversion to close process, and it’s used by agents as well as 

leadership. After all, as leadership, your business activities really aren’t all that 

different from those of an agent, when you think about it. Just as your agents 

are constantly working to convert leads to clients, you’re working to recruit 

new talent and retain your agents in order to grow your Market Center.  

 

Notice how the components of eEdge fit neatly into the MREA model of 

Leads, Listings, and Leverage.   

• Because your business is your database, your contact management 
system—myContacts—is at the core of eEdge  

• myContacts is fed by myLeads—the lead management system   

• Leads are cultivated and listings are advertised with myMarketing 

• Finally, contracts are closed through myTransactions 

Let’s take a closer look at the lead conversion components of eEdge. 
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myLeads 

Regardless of where an online lead comes from—whether from an agent 

website or mobile app, Market Center website or app, a listing landing page, 

or anywhere within the KW lead network—everything gets funneled into one 

place: eEdge myLeads. 

When new leads register on an agent’s eEdge website, they instantly appear 

on the myLeads Dashboard, which quickly gives agents information about 

that person’s wants and needs. What area are they looking in? In what price 

range? Did they save any of their favorites? Are they just browsing or are 

they ready to work with an agent now? All information to help the agent 

make an informed, personal follow-up call. In fact, myLeads provides agents 

with an “Initial Contact Wizard” that provides a script for making that first 

call. 

And, eEdge lets agents know immediately when new leads come in. Agents 

can set up alerts in eEdge so that they’re notified instantly by text and/or 

email when a new lead hits their myLeads Dashboard, allowing them to 

follow up before the next agent gets there. This is critical, as today’s 

consumers have a very low tolerance for a delayed response. And, if a lead 

comes in while an agent is on holiday halfway around the world, eEdge will 

automatically follow up with that lead on the agent’s behalf, making sure that 

none of our agents’ leads fall into that 67 percent that go unanswered. As we 

like to say, “eEdge has your back.” 

All leads are automatically added to myContacts as soon as they hit the 

Dashboard.
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ACTION ITEMACTION ITEMACTION ITEMACTION ITEMSSSS    
• Establish a process for routing Market Center leads that 
come into your office’s shared email account 
(klrw###@kw.com). For help with this, view this tutorial video: 
kwconnect.kw.com > Leadership > Technology for 
Leadership > eEdge > Manage Your Market Center Leads. 

 

• Ensure all agents have activated their eEdge Lead Alerts so 
that they can respond immediately when a lead is routed to 
them. Direct agents to the following tutorial video so they can 
turn on lead alerts: kwconnect.kw.com > Agents > Technology 
Training > eEdge myLeads/myContacts > How to Add 
eEdge Lead Notification Alerts. 
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myContacts 

Here’s a glimpse of a contact summary page in myContacts, which is a 

complete contact management system. myContacts lets you organize your 

contacts into groups, set follow-up reminders, and track every 

communication and activity you’ve had with each contact, including 

contracts. 

• Agents can organize their contacts into one or more groups, 

such as buyers, sellers, investors, friends … anything they 

want. 

• Leadership, you can also use your office’s version of 

myContacts to organize your recruits into groups (by 

productivity level, by recruiting source, or both). Your current 

associates can be managed in myContacts as well so that you 

can stay in touch with them and remind them why they joined 

KW in the first place with a variety of retention 

communication pieces. 
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ACTION ITEMACTION ITEMACTION ITEMACTION ITEM    

Schedule a recurring task to clean up your office contact database of 
current agents and recruits. On a regular basis, ensure that your 
database of agents inside and outside your Market Center is up-to-date. 
For help, view this tutorial video: kwconnect.kw.com > Leadership > 
Technology for Leadership > eEdge > Get Your Database In Order. 

 
 

myMarketing 

myMarketing is a world-class design tool allowing your associates to quickly 

and easily create high-end marketing pieces—from listing presentations to 

property fliers to fully automated touch campaigns. It is seamlessly integrated 

with myContacts, KWLS, and other KW systems to make marketing a snap. 

There are materials to help agents cultivate new leads and stay in touch with 

past clients so they can generate repeat business and referrals. 
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Build Relationships with 8 x 8  

The 8 x 8 lead generation campaign pieces to attract new buyers and sellers 

are graphically appealing and contain timely information relevant to the 

market of the moment.  

As always, each piece is customizable and the campaigns can be launched in 

just a few clicks. Once launched, the campaigns automatically deliver each 

piece, on schedule, until the last piece is sent, and then agents are reminded 

to start a new campaign for those contacts. 

 

Cultivate Relationships with 33 Touch 

After an 8 x 8 campaign ends, agents can continue to build and strengthen 

those relationships with a 33 Touch campaign, which consists of 33 

“touches” over one year. By immediately following an 8 x 8 with a 33 Touch, 

they’ll be reminding their contacts of their value—and sending them relevant, 

useful information—41 times in 14 months. This is how Keller Williams 

Realty agents stay top of mind! 
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Target Speciality Buyers and Sellers 

You’ll also see materials for agents in specialty markets (commercial, luxury, 

or global property) to use in targeting their specific set of buyers and sellers. 

 

 

 

 

 

 

 

Win Buyer and Seller Business 

We found that the vast majority of agents do not conduct buyer 

consultations or even get buyer agreements signed before taking potential 

buyers out to view homes. The buyer presentation templates in eEdge are 

intended to be used as tools throughout the consultation to keep agents on 

track. They enable agents to take a systematic approach to working with 

buyers—delving into buyers’ needs, wants, and values, and showcasing the 

agent’s services. Most importantly, the buyer presentations will educate and 

set expectations for how your agents work.  

And, Keller Williams stands behind our agents at every listing appointment 

with prelisting and listing presentation templates that help them stand out 

from the competition and get a signed agreement.  

 

ACTION ITEMACTION ITEMACTION ITEMACTION ITEMSSSS    
• Promote buyer presentations to your agents to help them expedite 
buyer agreements. 

• Encourage agents to customize listing presentations before their 
appointment. 
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Recruiting Campaigns 

Because growth of the Market Center is a Team Leader’s top priority, 

recruiting is your top activity.  

Just as eEdge provides multiple marketing campaigns for agents to generate 

and convert leads, the leadership edition of eEdge has a separate library of 

marketing campaigns to use in your recruiting efforts. Attract talent with 

world-class marketing designed to establish Keller Williams Realty as the 

company of choice. 

 

Retention Campaigns 

Because growth can’t be sustained unless you keep the agents you’ve 

recruited, retention is your next most important activity.  

Putting agents first is the key to a profitable Market Center with an 

unbeatable culture. Leverage eEdge to make Keller Williams Realty the 

company they keep. Keep your top talent with campaigns that are designed 

to easily connect you with your agents. 

 

ACTION ITEMACTION ITEMACTION ITEMACTION ITEM    

Put your recruits and current agents on relevant touch campaigns. 
After you’ve organized your office contact database into groups, put each 
group of agents on the most relevant touch campaign. For help, view the 
tutorial videos found here: kwconnect.kw.com > Leadership > 
Technology for Leadership > myMarketing for Leadership. 

 



340 Regional Leadership Manual – v1114.1 © 2014 Keller Williams Realty, Inc. 

MyKW Marketing 

As you’ve seen, eEdge is your place for automated campaign materials.  

On the Marketing page on myKW.kw.com, you’ll find additional digital and 

print materials—varying artwork and designs, ad templates, direct and 

indirect advertising campaigns, free downloads, and more—all geared toward 

making your business stand out in the market. 

Leadership, you have an entire “toolbox” full of customizable marketing 

materials used to promote and grow any associate’s business. 

 

Leadership Toolbox 

The Leadership Toolbox has everything you need to build a recruiting 

presentation, promote training and events, stay in touch with agents inside 

and outside your office, and articulate your competitive advantage. 
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Keep your top talent with event-specific campaigns, fliers, and e-greetings. 

Marketing pieces are designed to easily connect you with your agents. 

Highlight agent accomplishments and milestones with marketing that feels 

personalized. 

 

 

ACTION ITEMACTION ITEMACTION ITEMACTION ITEM    

• Use the prebuilt recruiting presentation at your next appointment. 

• Use the prebuilt fliers to promote your next event. 

 

     



342 Regional Leadership Manual – v1114.1 © 2014 Keller Williams Realty, Inc. 

Listings: HighListings: HighListings: HighListings: High----Leverage, HighLeverage, HighLeverage, HighLeverage, High----ReturnReturnReturnReturn    

Back to our MREA models, let’s talk about the second-most important focus 

area—listings. Listings are critical to an agent’s ability to build their business 

to the highest level with the lowest costs and highest net.  

 

 

KWLS and Listing Syndication 

To ensure our agents’ listings get the maximum exposure online, we created 

the Keller Williams Listing System (KWLS). This system allows agents to 

market their listings online when they want, where they want.  

When agents enter their listing into the KWLS, we take that listing and create 

a single property website for it. The listing is also distributed across a 

powerful syndication network of more than 300 different sites, a few of 

which are shown here. 
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We partner directly with the top publishing sites to ensure our leads are never 

sent to any other agent. Part of our agreement with our syndication partners 

states that if someone on their site requests more information about the 

listing, we route that inquiry back to this single property site which, 

conveniently enough, is branded with the listing agent’s photo and contact 

information. This is how we get our partners to adopt our My Listings, My 

Leads philosophy. And if a site doesn’t want to follow our model, they don’t 

get to play with us.  

KWLS was built several years ago to protect our agents. Now that many 

multiple listing services (MLSs) are starting to syndicate their listings 

themselves, our agents are just now really understanding what that protection 

means. Many areas are stopping syndication from their MLS and only 

syndicating through the KWLS for that reason! If your office is syndicating 

through your MLS and not the KWLS, we encourage you to rethink that 

position. MLSs don’t think every single day about protecting Keller Williams 

agents, but we do.  
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Capture Leads with Listing Landing Pages 

When agents enter their clients’ listings into the KWLS, those listings, as you 

know, get maximum exposure because they are syndicated across a wide 

network of real estate websites. The KWLS difference is that our agents have 

control over where inquiries on those listings go. All buyer leads go directly 

back to the listing agent—My Listings, My Leads. 

When a lead clicks to view the “listing website,” they’ll be taken to the listing 

landing page, shown here, which contains several calls to action. 

Also, the advantage of using the KWLS instead of their MLS for advertising 

listings is that agents can enhance their listings in the following ways: 

• Add up to 30 photos per listing 

• Add their branding and watermarks to listing photos 

• Include a link to a virtual tour 

• Write a longer listing description, which can include their name and 
contact information 

• Include more fields to be used in search filters 

• Each KWLS Listing has its own unique listing landing page with its 
own unique URL. 

 

 

ACTION ITEMACTION ITEMACTION ITEMACTION ITEM    
• Ensure your agents are entering their listings into the 
KWLS—either manually or via KW Connector. 

• If your office has Listhub enabled, run the report at Reports > 
Web Statistics > Listhub Exceptions to ensure it’s working 
correctly and to catch any errors. 
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Marketing Listings 

And when it’s time to market listings, turnkey marketing solutions save our 

agents time and money. 

As we mentioned, eEdge myMarketing is integrated with the KWLS, 

allowing agents to quickly create professional property fliers and postcards. 

Agents can even generate a unique URL for each marketing piece so that 

they can post it to their website or blog, or share with their social networks.  

Once an agent customizes their marketing piece, they can save it and send to 

their contacts by email, they can print and hand-deliver, or they can have 

them professionally printed and mailed for you. This is a great resource for 

getting the word out when an open house or listing sells! 
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Leverage: So You Can Focus on What Leverage: So You Can Focus on What Leverage: So You Can Focus on What Leverage: So You Can Focus on What 
MattersMattersMattersMatters    

 

So, we’ve talked about leads and listings. When agents give those areas of 

their business full attention, they’ll reap the rewards and will be ready to start 

leveraging help. 

Keller Williams Realty has some of the most advanced real estate technology 

tools out there. When fully leveraged, these tools save our associates 

thousands of dollars in systems development, software programming, and 

graphic design spends. 

myTransactions 

myTransactions is a true electronic solution including interactive online 

forms, e-signature capability for all parties, and transaction management. 

This time- and money-saving solution offers full integration with myContacts 

and the KWLS, resulting in greater agent and Market Center efficiency. 
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ACTION ITEMACTION ITEMACTION ITEMACTION ITEM    

Customize your Broker Dashboard settings to match your office's 
compliance workflows. For help, view the tutorial videos found here: 
kwconnect.kw.com > Leadership > Technology for Leadership > 
myTransactions for Leadership > The Basics of the Broker 
Dashboard. 

 

Action Plans 

You’ve seen the core components of eEdge already. But there’s more!  

Also available in eEdge are action plans to help agents stay on track with 

their clients by displaying their most pressing tasks on any given day. These 

to-do items might be phone calls, emails, appointments, or just general to-do 

items. Agents can assign tasks (or entire action plans) to other associates, 

even in other Market Centers. This is a great resource for agents who work as 

a team, whether or not they’re in the same location. 

Action plans can be used as is, or as a template to create a customized plan. 

Associates can even create new action plans from scratch to match their 

unique business procedures. 

Leadership, you also have action plans for recruiting, retention, and more. 
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eEdge On the Go 

For agents who are truly mobile, they will love eEdge on the Go—a mobile-

optimized version of myKW. 

Here’s how it works: 

1. Imagine you’re an agent. You’re out and about, and you get a lead 
alert from eEdge on your phone.  Using a shortcut you’ve saved to 

your phone home screen, you log into myKW.kw.com and arrive at 

the mobile version of your eEdge dashboard. 

2. You select myLeads and see a list of your new leads with a snapshot 
of what they’re looking for. 

3. Select the new contact and view their full contact record just as you 
would from your desktop. From here, you can call them, send an 

email, and then place them on a campaign after you make contact. 

4. And because it’s a mobile-optimized website, there’s nothing to 
download, and it doesn’t matter what kind of mobile device you’re 

on. 
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Performance Metrics 

Another key concept from the MREA is “know your numbers.” Millionaire 

Real Estate Agents know their goal numbers and track them. Knowing your 

numbers builds confidence and stability in your individual or team’s business. 

eEdge Performance Metrics for Agents and Teams gives you more visibility 

and accountability into your production and leads. 

Right from the home page of myKW.kw.com, you have easy access to all the 

metrics most important to your business. As an agent, you can instantly see 

your production numbers, cap status, and ratios to put those numbers in 

perspective. You also have visibility into the number of leads you are 

generating and where those leads are coming from, so you can better focus 

your efforts. 

As a team member, you have the same kind of visibility not only for your 

numbers, but for your team’s: both collectively and as individuals.  

Office leadership can see their Market Center’s numbers, compare goals 

against actuals, and know how they rank both in their Region and in all of 

KW. Regional leaders have similar insight into their regional goals, stats, and 

rankings. And, of course, Mark Willis can see the company’s numbers 

whenever he wants them! 

 

 

ACTION ITEMACTION ITEMACTION ITEMACTION ITEM    
Use the performance metrics in your coaching sessions with agents 
in your Market Center.. 

 

  



350 Regional Leadership Manual – v1114.1 © 2014 Keller Williams Realty, Inc. 

Reports 

To find even more numbers, you have the Reports Suite on myKW.kw.com. 

Reports make it easy to get answers to even more questions—where can I 

find a roster of everyone in my Market Center? Who are the top-ranked 

agents in terms of GCI? Which agents have the most branded mobile app 

downloads?  Who’s using eEdge in your Market Center and who isn’t? 

Depending on your role in the myKW system—agent level or leadership 

level—you’ll have access to different reports to help you measure your 

success and make informed business decisions.  

There are so many reports available that finding the one you want can be a 

bit overwhelming. Mark the ones you’ll refer to over and over as “Favorites” 

so you can pull them up easily, right when you need them. When you locate 

the reports, click the icon with a “plus” sign in the green circle to save them 

as favorites. 

 

ACTION ITEMACTION ITEMACTION ITEMACTION ITEM    
Mark your these two critical reports as favorites to support your Market 
Center’s growth initiative.  

• Reports > Market Center > Market Center Multi-Year Trends 
• Reports > Market Center > Vital Signs Scorecard 
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KW Google Apps for Business 

Speaking of Google, Keller Williams is excited to provide all of our 

associates with KW Google Apps for Business—a cloud-based productivity 

suite of leading-edge solutions to help associates grow their businesses and 

better serve consumers.  

This collection of apps helps agent and leadership associates and teams get 

work done from anywhere, on any device. 

The core Google apps are the fundamentals—mail, calendar, storage and 

collaboration tools—of using Google in your business. Once you have the 

core apps in place, start working in additional apps into your business. 

KW associates have all of these apps available to them as part of their 

monthly technology fee. 
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Market Center Intranet 

Another powerful tool to help associates work together and stay in touch is 

the Market Center Intranet. Powered by BackAgent, every Market Center has 

an intranet to streamline communication in the office and keep everyone 

informed of critical information. 

Market Center and Regional leadership can use this to: 

• Promote key events, share featured events, training, classes, listings, 

agent successes, new agents, and sales reports with the whole team. 

• Enter events for the entire Region or just the Market Center on the 

intranet’s calendar, which can then be synced with your Google 

calendar and shared publicly. 

• Set up, manage, and schedule resources, such as phone duty shifts or 

a conference room. Associates can sign up to reserve resources, as 

permitted by management. 

• Create custom email distribution lists or add to the global distribution 

lists. Leadership can email individuals, associates with specific roles, 

their custom lists, or the entire Region or Market Center. 

• Adjust and customize the types of content that can be published by 

the associates at any time. 

• Send emergency or mission-critical messaging to everyone or only to 

select associates to make sure the office is informed. 

 

  



Regional Leadership Manual – v1114.1 © 2014 Keller Williams Realty, Inc. 353 

 

ACTION ITEMACTION ITEMACTION ITEMACTION ITEM    

Add upcoming training events to your Market Center Intranet 

calendar. Then publish your Market Center Intranet calendar to a Google 

calendar and embed in your Market Center website. Sharing your training 

calendar publicly can attract new agents.  

 

Stay in the KnowStay in the KnowStay in the KnowStay in the Know    

myKW.kw.com 

The home page of myKW.kw.com is a single place that gives associates easy 

access to the resources needed to run their businesses.  

Each day, you’ll see upcoming events sponsored by KWRI and top KW 

news stories. The “Scheduled Events” calendar also includes live webinars 

delivered by the KW Technology training team every day at 2:00 p.m. 

(Central Time). Monday webinars are focused on Ignite, specifically how to 

put the concepts you learn in Ignite into action using KW technology and 

marketing systems. Tuesdays complement the Internet Lead Generation 

course, and Wednesday webinars are for leadership. Just register once for any 

of these and you’re signed up for the entire series! 

This page is also the launchpad for KW systems we’ve talked about today—

eEdge, Performance Metrics, Reports, and the Market Center Intranet. 
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KWConnect Videos 

On KWConnect, you’ll find our library of on-demand video learning 

modules for agents and leadership alike. These videos will broaden your 

perspective, fuel your production, and provide you with best practices to stay 

on top of your game. 

 

Social Media 

Follow Keller Williams Realty International on social media to stay in the 

know, share items of interest, and join the conversation. Feel free to share 

and/or incorporate these posts into your own blog or social networking. 
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KW NOW 

Finally, watch your @kw.com inbox for KW NOW—delivered to all 

associates every week with the most important news you need to know. 
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So, What’s Your ONE Thing?So, What’s Your ONE Thing?So, What’s Your ONE Thing?So, What’s Your ONE Thing?    

Now, you’ve seen how KW marketing and technology systems set you and 

your agents up for success by allowing you to focus on the activities that 

bring you business, and automating the ones that don’t. What’s your next 

step? What’s your ONE Thing? Of everything you learned today, what’s the 

ONE Thing you can do such that by doing it everything else will be easier or 

unnecessary?  

It might be as simple as going back through your manual and noting which 

action items you’d like to complete, by when, and by whom. 
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Technology Setup Action Plan: Leadership 

Maybe your ONE Thing is to get set up on all KW marketing and 

technology systems so that you can use them not only to manage your 

Market Center business tasks, but also to confidently talk about and 

demonstrate the systems with agents inside and outside your office. 

In eEdge, you’ll find the Technology Setup for Leadership plan. It’s a series 

of to-do items that, when completed, will allow you to fully leverage KW 

marketing and technology systems in your daily business activities, gaining 

the potential to increase productivity and profitability for agents and for your 

Market Center. 

 

Technology Setup Action Plan: Agents 

And, there’s one for agents as well. It’s a step-by-step list of tasks you can 

assign to agents to ensure they know how to use all of the different 

marketing and technology systems we offer. 
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Your Action ItemsYour Action ItemsYour Action ItemsYour Action Items    

Action Item Assign to Due by 

Ensure that your Market Center’s 
White Pages profile is completed, 
as well as your agents’ profiles. 

  

Request WolfNet IDX for your 
Market Center, if available in your 
area. 

  

Download, install, and explore the 
Keller Williams Realty Real Estate 
Search app from your mobile app 
store. 

  

Establish a process for routing 
Market Center leads that come into 
your office’s shared email account. 

  

Ensure all agents have activated 
their eEdge Lead Alerts. 

  

Schedule a recurring task to clean 
up your office contact database of 
current agents and recruits. 

  

Promote buyer presentations to 
your agents to expedite buyer 
agreements. 

  

Encourage agents to customize 
listing presentations before their 
appointment. 

  

Put your recruits and current agents 
on relevant touch campaigns. 

  

Use the prebuilt recruiting 
presentation at your next 
appointment.  
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Action Item Assign to Due by 

Use the prebuilt fliers to promote 
your next event. 

  

Ensure your agents are entering 
their listings into the KWLS. 

  

Run the Listhub Exceptions report 
to ensure the KW Connector is 
working correctly and to catch any 
errors. 

  

Customize your myTransactions 
Broker Dashboard settings to match 
your office’s compliance workflows. 

  

Use the performance metrics in 
your coaching sessions with agents 
in your Market Center. 

  

Mark your Market Center’s  
Multi-Year Trends report as a 
favorite. 

  

Mark your Market Center’s  
Vital Signs Scorecard report as a 
favorite. 

  

Add upcoming training events to 
your Market Center Intranet 
calendar. Then publish your Market 
Center Intranet calendar to a 
Google calendar and embed in your 
Market Center website. 
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Notes 

 

 

 


