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ABIDE ACADEMY OF REAL ESTATE

THE

Build one recognizable look, connect it to your voice, and use it
consistently across your Atlanta and Georgia real estate presence.

BUILT FOR GEORGIA REAL ESTATE PROFESSIONALS

A practical workbook for creating a clear personal brand that supports trust, remains compliant, and
is easy to repeat.

Created by Debra Betolatti
Georgia Real Estate Broker * GREC-Approved Instructor * National Speaker ¢ Al Trainer
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BEFORE WE BEGIN

A MESSAGE FROM DEB

Your brand is not the prettiest template. It is the promise people learn to

recoghize when your words, visuals, values, and actions continue to match.

Real estate is a relationship business, and familiarity matters. A consistent brand helps people
remember who you are, what you stand for, and why your experience may be relevant to them.

But consistency is not permission to outshine, obscure, or separate yourself from the brokerage
requirements that govern advertising. In Georgia, a strong personal brand must work with—not
around—your broker’s policies and the rules that protect consumers.

Be recognizable, be truthful, be useful, and make the brokerage relationship clear.

What you will build

*A one-page brand direction

*A consistent color and type system

¢A clear message and visual personality
*A compliant design-review process
eAn Atlanta/Georgia content batch

¢A reusable quality-control checklist
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READ THIS FIRST

CONSISTENCY BUILDS RECOGNITION

You do not need a dramatic rebrand. If you already have a logo, colors, fonts, and visual system

that work, keep them. The purpose is to clarify the system so you—and your Al tools—can repeat it

accurately.

SECTION PURPOSE

PART 1 Audit what you have and identify the trust-breaking
gaps.

PART 2 Choose four brand decisions: message, colors, fonts,
and visual personality.

PART 3 Build or refine logo and design assets with
structured feedback.

PART 4 Create a repeatable Atlanta/Georgia content batch.

PART 5 Apply Georgia advertising, Fair Housing, privacy,
accessibility, and copyright guardrails.

TIME BUDGET

Brand interview: 20 minutes. Brand review: 10 minutes. First three-post content batch: 30-60

minutes, depending on design revisions.
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THE PROBLEM

THREE BRANDING HABITS THAT
WEAKEN TRUST

1. Your personal identity disappears

Every post looks like a generic brokerage template. Consumers cannot tell what makes your
service, teaching, experience, or perspective distinct.

2. Every post begins from zero

New colors, fonts, layouts, and tone appear each week. The work may be attractive, but nothing
repeats long enough to become recognizable.

3. The brand has style but no substance

The design looks polished, yet the message does not say who you help, what problems you solve, or
why your approach matters.

People do not have to dislike inconsistent branding to ignore it. Repetition creates familiarity; useful,
accurate repetition can create trust.
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THE BIG IDEA

YOUR BRAND IS FOUR DECISIONS

MESSAGE Who you help, what you help them do, and why
your approach is different.

COLORS A primary, secondary, accent, neutral, and
approved contrast combination—with exact hex
codes.

FONTS One headline family and one body family that

remain readable across print and digital formats.

VISUAL PERSONALITY The feeling, imagery, spacing, shapes, and level of
formality that make the work feel like you.

For Deb’s work, the direction should communicate

eExperienced without feeling dated

eProfessional without becoming stiff

eDirect without becoming harsh

eWarm without losing authority

eModern and Al-capable without becoming gimmicky
eProtective of consumers and committed to ethics
*Welcoming across cultures, audiences, and experience levels
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PART 1
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AUDIT WHAT YOU ALREADY HAVE

Collect representative samples before making new decisions: website, social posts, class materials,

presentation slides, email signature, headshots, flyers, business cards, brokerage advertising, and

course graphics.

L

Current logo files in usable formats

O

Brokerage-required logos, wording, colors, and
approval rules

Personal headshots and approved photography

Existing color hex codes and font names

Taglines, course titles, and signature phrases

Best-performing or most representative materials

Examples that feel unlike the current brand

Accessibility and contrast concerns

O] g g g O] ] O

Outdated credentials, roles, links, or contact
information

AUDIT QUESTION

as mine?

If my name and photograph were removed, would someone who knows my work still recognize this
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PART 1 « BRAND INTERVIEW

DEFINE HOW THE BRAND SHOULD FEEL

Ask yourself

eWhat should someone feel within five seconds of seeing my work?

eIf my brand walked into a listing appointment or classroom, how would it be dressed?
eWhich words must always describe the experience?

eWhich visual styles feel trendy, impersonal, cluttered, or unlike me?

eWhat must remain because of brokerage, school, association, or sponsor requirements?
eWhich audiences must feel included and able to read the material easily?

BRAND-DIRECTION PROMPT

Using my approved Al Business Brain and the materials I provide, interview me to create a one-page
brand direction. Ask about my message, audience, colors, fonts, visual personality, existing assets,
brokerage requirements, accessibility, and what I never want the brand to feel like. Do not invent
credentials, slogans, testimonials, or results. Show me the proposed direction for approval before
finalizing.
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PART 1 - THE HANDOFF

LOCK THE SYSTEM—NOT YOUR
GROWTH

Once the direction is approved, save it as a named document in your Al headquarters beside your
Business Brain. Every public-facing design session should begin by reading both files.

Your one-page direction should contain

] Primary message and short positioning statement

] Audience priorities and common concerns

] Primary, secondary, accent, and neutral colors
with hex codes

O Headline and body fonts with fallback options

] Photography and illustration direction

] Layout, spacing, icon, and shape preferences

O Brokerage identification and approval
requirements

] Fair Housing, accessibility, privacy, and copyright
guardrails

O Examples of on-brand and off-brand language

] Last-reviewed date and owner

NAMING SUGGESTION

Deb_Betolatti Brand_Direction.docx
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PART 2

YOUR LOGO: KEEP, REFINE, OR BUILD

Alogo is one part of a brand—not the strategy itself. Keep a logo that is recognizable, usable, and
aligned. Refine only when the change solves a real problem.

SECTION PURPOSE

KEEP It is legible, professional, flexible, and consistent
with the desired brand.

REFINE It works conceptually but has weak spacing, poor
contrast, dated typography, or limited file formats.

BUILD No usable identity exists, the current mark creates
confusion, or a new business/offer needs its own
approved system.

LOGO BRIEF PROMPT

Develop three original logo directions for [business/offer]. Use my brand direction. The name is
[name], and the approved descriptor is [descriptor]. Prioritize legibility, simplicity, accessibility, and
professional use across presentations, social media, signs, handouts, and small icons. Avoid generic
house-roof clichés unless they serve a clear purpose. Do not imitate or closely reproduce another
brand’s protected design.
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PART 2 « REVIEW
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ASK FOR VARIATIONS THAT MATTER

Request a practical logo family

ePrimary horizontal logo

eStacked or compact version

eSimple icon or monogram

eFull-color version

*One-color dark version

*One-color light version
eTransparent-background PNG
eScalable vector format when supported

Review at real sizes

SECTION PURPOSE

PHONE ICON Is the mark still recognizable when very small?

SOCIAL POST Does it support the content without dominating it?

PRESENTATION Does it remain crisp and professional on a large
screen?

PRINT HANDOUT Are small type and thin lines still readable?

SIGNAGE Can someone understand the name quickly and at a
distance?

DO NOT COPY

Inspiration may help explain a direction, but do not ask AI to duplicate another company’s logo,

distinctive artwork, or protected trade dress.

PAGE 10



DEB BETOLATTI | AI BRANDING PLAYBOOK

PART 3

BRIEF Al LIKE A DESIGN PARTNER

Good visual work begins with a specific brief. “Make it look better” transfers too much judgment to
the tool.

SECTION PURPOSE

PURPOSE What is this design supposed to help the audience
understand or do?

AUDIENCE Who is it for, and what do they already know?

FORMAT Exact dimensions, platform, file type, and
print/digital destination.

CONTENT Approved copy, hierarchy, CTA, disclaimers, contact
information, and citations.

BRAND Attach the Business Brain, Brand Direction, logo
files, colors, fonts, and photography.

CONSTRAINTS Brokerage rules, Fair Housing, accessibility, sponsor
requirements, copyright, and deadline.

DESIGN BRIEF PROMPT

Create [asset] for [audience] to accomplish [purpose]. Use the attached brand direction and approved
copy. Format: [dimensions/file]. Keep the hierarchy clear, body text readable, contrast accessible, and
brokerage identification visible as required. Use placeholders for missing facts. Show me three
distinct original directions before finalizing.
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PART 3 » REVISION

FOUR WAYS TO GIVE BETTER
FEEDBACK

SECTION PURPOSE

NARROW Identify the strongest concept and explain exactly

what is working.

VARY Request controlled alternatives: typography, crop,
hierarchy, light/dark, or spacing.

POINT Name the exact element and change: “Increase the
headline,” “reduce the icon count,” “add breathing
room.”

COMPARE Evaluate options against the brand direction,
audience need, readability, and compliance—not
personal mood alone.

REVISION LANGUAGE

Keep version 2 as the approved baseline. Create three variations that preserve its hierarchy and color
system. Change only the headline treatment and image placement. Do not alter the approved copy,
disclaimer, brokerage identification, or CTA.

Avoid vague feedback

eMake it pop.

] don’t know—just do something different.
eMake it viral.

¢Copy this competitor exactly.
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PART 3 « QUALITY

SIX HABITS THAT IMPROVE DESIGN

1. Start with hierarchy

Establish the message, headline, supporting point, and CTA before adding decorative elements.

2. Be specific

Name the element, the problem, and the intended effect.

3. Attach the right source material

Use approved copy, brand files, original photography, and current credentials.

4. Ask for meaningful options

Request variations with controlled differences so you can evaluate them intelligently.

5. Save the approved baseline

Preserve the strongest version before experimenting.

6. End with two reviews

Run a visual quality check and a separate compliance/factual review before exporting.
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PART 3 » ASSET SYSTEM

BUILD A BRAND LIBRARY YOU CAN
REUSE

SECTION PURPOSE

IDENTITY Logo family, color palette, font guidance, headshots,

bio, positioning, and contact information.

REAL ESTATE Listing presentation, buyer consultation, seller
guide, market update, open-house materials, and
compliant social templates.

EDUCATION Course covers, slides, workbooks, activity cards,
certificates, instructor bio, and sponsor-ready
materials.

SPEAKING One-sheet, keynote descriptions, stage slides,
promotional tiles, introductions, and event follow-
up assets.

COACHING Program overview, worksheets, progress
dashboards, accountability templates, and client
communications.

VERSION CONTROL

Use clear names and dates. Keep approved masters separate from working drafts, and archive—not
overwrite—major prior versions.
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PART 4

WHY START WITH A THREE-POST
BATCH

A small batch is large enough to test consistency and small enough to revise without wasting a

week. Use three related topics to evaluate whether the brand can repeat without becoming boring.

Atlanta and Georgia starter batch

SECTION PURPOSE

POST 1 What Atlanta-area buyers should understand before
touring homes

POST 2 Three Georgia contract deadlines consumers should
never guess about

POST 3 Questions Atlanta sellers should ask before choosing
a listing strategy

Other batch themes

eRelocating to metro Atlanta

eGeorgia buyer-agency expectations

eNew construction questions

eContract clarity and common misunderstandings
e Al productivity with ethics

eBroker supervision and advertising compliance
eCultural proficiency in real estate service

CONTENT RULE

Teach what you know, verify what may change, and never turn a protected class or neighborhood
characteristic into a marketing shortcut.
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PART 4 - THE WORDS
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WRITE THE CONTENT BEFORE

DESIGNING IT

CAROUSEL-WRITING PROMPT

Create three educational carousels for Atlanta and Georgia real estate audiences using the topics
below. For each, provide: three cover-hook options, slide-by-slide copy, a concise caption, one useful
CTA, and a design brief based on my Brand Direction. Keep each slide focused on one idea. Do not use
fear, manufactured urgency, steering language, unverifiable market claims, legal conclusions, or
guarantees. Flag facts that require current-source verification. Topics: [insert topics].

A useful carousel structure

SLIDE 1

SLIDE 2

SLIDES 3-6

SLIDE 7

SLIDE 8

FINAL SLIDE

Specific hook that names the audience or problem.
Why the topic matters.

Clear teaching points, examples, or steps.
Common mistake or misconception.

Practical next step.

Simple CTA, required identification, and disclaimer
when appropriate.
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PART 4 « THE LOOK

DESIGN THE BATCH AS ONE SYSTEM

Design the three posts together so spacing, type scale, colors, image treatment, icons, and page
furniture repeat intentionally.

BATCH-DESIGN PROMPT

Design this three-carousel series as one coordinated system using my attached Brand Direction and
approved copy. Create a repeatable cover, content-slide, example, caution, and CTA layout. Keep body
text readable on a phone, use strong contrast, preserve approved wording, and include required
brokerage identification. Use original or properly licensed visuals and clearly mark image
placeholders. Do not publish or export final files until I approve the full batch.

Photo choices

*Use your own approved Atlanta, Georgia, classroom, event, listing, and professional photographs.

*Use properly licensed stock images and retain license/source information.

eAvoid imagery that implies neighborhood preference or exclusion based on protected
characteristics.

eObtain permission before using recognizable clients, students, properties, or private locations.
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PART 4 - PRODUCTION

STACK TASKS WITHOUT STACKING
ERRORS

Batching is efficient only when review happens between stages. Approve copy before design,

approve one visual direction before applying it to every asset, and run final review before export.

SECTION PURPOSE

STAGE 1 Research and verify current facts.

STAGE 2 Draft and approve copy.

STAGE 3 Approve one design direction.

STAGE 4 Apply the system across the batch.

STAGE 5 Run visual, factual, compliance, accessibility, and
copyright checks.

STAGE 6 Export platform-ready files and archive the
approved master.

FINAL QUALITY PROMPT

Review the full batch for consistent hierarchy, spacing, typography, colors, imagery, alignment,
contrast, mobile readability, spelling, factual accuracy, Atlanta/Georgia relevance, brokerage
identification, Fair Housing risk, accessibility, and copyright concerns. List proposed changes for my
approval before implementing them.
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PART 5 « GEORGIA GUARDRAILS
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PERSONAL BRANDING STILL REQUIRES
BROKERAGE CLARITY

A personal brand can be distinctive without confusing the consumer about the licensed firm, the
nature of the service, or who is responsible for the brokerage activity.

] Confirm current brokerage advertising policy
and approval requirements.

] Display the firm name and other required
identification clearly and conspicuously.

O Do not create a team, group, company, or service
name that misleads consumers.

] Verify license status, titles, designations, awards,
testimonials, statistics, and claims.

] Review targeting, copy, imagery, and
neighborhood language for Fair Housing risk.

] Use only authorized logos, photographs, music,
fonts, icons, and artwork.

O Protect client and transaction confidentiality.

] Add disclosures for endorsements, sponsorships,
paid relationships, or Al-created content when
required.

O Ensure text contrast, font size, captions, and
alternative text support accessibility.

] Obtain broker or legal review when an issue is
unclear.

COMPLIANCE NOTE

This playbook is educational and operational. It does not replace current Georgia law, GREC rules,
brokerage policy, Fair Housing requirements, intellectual-property law, platform rules, or qualified
legal advice.
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COMPLETION
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THE BRAND CHECKLIST

Existing assets collected and audited

O

Brokerage requirements documented

O

Message, colors, fonts, and visual personality
selected

Brand Direction reviewed and saved

Logo kept, refined, or built with a clear reason

Logo family and file formats organized

Design brief template saved

Three-post Atlanta/Georgia batch written

Facts and claims verified

One visual direction approved

Batch designed consistently

Visual and compliance reviews completed

Approved masters archived

O O gl ol O ) ol gof o] O .

Quarterly brand review scheduled

YOU ARE READY WHEN

A person can recognize the work as yours, understand the value quickly, read it easily, and identify
the brokerage relationship without confusion.
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SUPPORT

COMMON QUESTIONS

Do | need to rebrand?

No. Keep what already works. Clarify the system and improve only what creates inconsistency,
confusion, poor usability, or compliance risk.

How many colors and fonts do | need?

A small system is easier to repeat: a primary, secondary, accent, and neutrals; one headline family and
one body family with fallbacks.

Should my personal brand match the brokerage?

It must comply with brokerage rules and make the firm relationship clear. It does not have to erase
your individual voice or areas of expertise.

Can Al use a logo | found online?

Use examples to discuss general direction, not to reproduce protected work. Build an original identity
and verify usage rights.

How many posts should | batch first?

Start with three. Approve the process before scaling it.

Why did the design come out off-brand?

The brand direction or correct source files may be missing, the brief may be vague, or the tool may have
changed approved content. Diagnose the specific break before revising.
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MAKE IT YOURS

MY BRAND NOTES & NEXT MOVES

DECISION MY NOTES

My primary message

My colors / hex codes

My headline and body fonts

My visual personality

What must always remain

What must never appear

My first Atlanta/Georgia content batch
1.

The goal is not to look like everyone else. The goal is to become consistently recognizable for the
value, professionalism, clarity, and integrity you already bring.
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