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The purpose of this book is to help the owners of real estate 
brokerages realize the full potential of their businesses. Real estate 
brokerages are being hit from all sides. The internet, while vastly 
improving our productivity, has also empowered buyers, sellers, 
and individual agents with enough knowledge to become a danger 
to themselves and others. The ultimate effect of Zillow, HGTV, and 
the rest has been to commoditize our business in the eyes of our 
customers. 

The advent of the agent ‘team concept’ has created mini-brokerages 
within brokerages with none of the risk and liability the broker owner 
incurs. Franchise companies are primarily focused on two things, 
agent recruiting, and selling more franchises. Franchises, which in 
most cases began as platforms to support broker owners and their 
businesses, have become little more than a means of supporting the 
quarterly goals of very large public companies. 

Many of our fellow broker owners have devalued their businesses, 
and by extension, our businesses, by resorting to limited service and 
discount listing options that have severely impacted profitability for all. 
Worse, many brokerages have so devalued their service to individual 
licensees that they operate with fee structures that favor the agent 
over the health of the brokerage. In both situations, we have been in a 
race to the bottom with our competitors for many years.

This book is for the entrepreneurs that chose real estate as their 
means of making a difference in the world. This book is for the real 
estate broker owner that is not afraid to earn a return on his or her 
investment, and for whom profit is not a dirty word. This book is for 
the broker owner who wants to differentiate themselves in a world that 
sees us more and more as all the same. This book is for the broker 
owner who refuses to become a commodity and seeks to differentiate 
themselves through dedicated service and results. This book is about 
leading, not about following.

I have been a real estate agent since February 2001. I opened my first 
RE/MAX franchise in early 2003. I closed my RE/MAX offices and 

PREFACE
filed bankruptcy after the crash in 2009. I spent a few years running 
my office in association with a local firm and began researching 
franchises again in late 2012. I soon figured out that another franchise 
relationship was not going to work for me.

Not a single franchisor I interviewed shared my bedrock personal and 
business values. My ‘non-negotiables’ include:

• Working by referral.

• Providing more value than I am often initially paid for.

• Support for continuously expanding my skills and capabilities.

• The belief that relationships are infinitely more valuable than   
 transactions.

• The joy of consistent processes and doing the work of serving  
 my clients.

• The intentional application of my unique talents and abilities, and  
 those of everyone I work with.

These ‘non-negotiables’, or ‘mindsets’ if you will, have been the 
foundation of all of my successes. The times in my life when things 
have gone off the rails are the times when I lost focus on who I am 
and what I believe at my core. I did not grow up dreaming of becoming 
a real estate broker. Becoming an entrepreneur at all was never on my 
radar until I turned 40 years old. However, the real estate business has 
provided me a tremendous opportunity to do what I do best and make 
a positive difference in the lives of my clients and my team.

My goal became to create a real estate company that I wanted to 
work for. I wanted to create a company that reflected my values and 
aspirations. I have been on this journey going on five years now, long 
enough to know I am on the right track. I consider Real Estate Brands 
Ltd, to be my life’s work. 

Some might argue that it is presumptuous of me to think that after 
only five years that I have anything to say that will be of value to my 
peers. I look at it that we all have to start somewhere and while my 
story may not gain universal acclaim or acceptance, I know there are 
people out there that share my sensibilities. Most importantly, I know 
there are hundreds if not thousands of broker owners in our industry 
looking for a better way. I hope this book inspires a path and a plan of 
action for anyone who cares to read it through. 
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INTRODUCTION

This book is made up of  
three main parts.

The first part is about The Client Experience. The Client Ex-
perience is what sets ROOST Real Estate Co. and Lucky Town 
Real Estate Co. apart in the market. The Client Experience is 
often aspirational in nature. We are constantly striving to cre-
ate new and innovative ways to win customers over as clients 
and keep them as clients for life.

The second part of this book is about The Agent Experience. 
How do we go about creating a business platform and home 
for agents that adapts to their needs over the course of a 
career? Just as our goal for The Client Experience is to create 
Clients for Life, so is our goal for The Agent Experience to 
maintain our agent relationships for life. In other words, we 
aspire to be the only brokerage our agents will every need.

The final main thrust of this book is The Broker Experience 
and our laser like focus on Broker Profitability. It is my posi-
tion that the broker owner is the link in real estate brokerage 
chain that has been left behind. It is the entrepreneur, the risk 
taker, the transformer of scarce resources into a scalable and 
sustainable business, who deserves the preponderance of our 
support and gratitude.

WHAT THIS BOOK  
IS ABOUT

A Real Estate Broker’s Guide to Entrepreneurial Success 
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PART 1: THE CLIENT EXPERIENCE
Relationships vs. Transactions
Back in the day when dinosaurs roamed the earth, real estate 
brokers literally had the only keys to all the houses for sale in 
their market.  There was no internet back in the day.  There 
were MLS ‘books’ of listings that brokers had exclusive access 
to.  Information about listings was strategically disseminated in 
the local newspaper or real estate marketing magazine.

When you were part of an exclusive club – the local board of 
Realtors - that controlled all the information about the listings 
in your market, you could afford to run a transaction based 
business.  I am sure many veterans would argue this point but 
let’s be real, the business was vastly simpler than it is today, if 
not easier. Buyers had to go through a broker who was a Realtor 
to get information about houses for sale in the area.  There was 
no other way.

Fast forward to today, and the world of real estate has changed 
dramatically.  Brokers no longer hold the keys to the kingdom.  
Zillow, Realtor.com, HGTV and the rest have given light and life 
to what was privileged information.  This information revolution 
resulted in a lot of dead dinosaurs.      

While many of the industry’s former leaders were left behind by 
technology, a few insightful veterans and new licensees, real-
ized they had to approach the business from a new perspective.  
That perspective had to include building productive relation-
ships with clients and continuously adding more and more value 
to the client experience. In short, the successful among us 
became passionate advocates for, and partners with, our clients.

Working by Referral

Working by referral is the essence of our company.  As I dis-
cussed in my previous book A Real Estate Agent’s Guide to the 
Good Life, early on in my career I realized it was going to be 
much easier (and less stressful) to take the long view for my 
business and create advocates for my services and expertise.

During my first year as an agent I discovered Top Producer.  At 
the time this was the premier real estate tool for keeping track 
of client information and staying in touch.  It came with tem-
plates for different letters and marketing campaigns.  It helped 
me leapfrog far more experienced agents in my office in terms 
of both sales and productivity.  

Top Producer also made me wonder why my brokers did not run 
the entire office around these basic principles.  I was still pretty 
naïve about the whole independent contractor / broker relation-
ship back then – but still I could not shake the intuition that 
there had to be a better way to run a brokerage. 

Later in my career as a RE/MAX franchisee I was introduced to 
Buffini and Company.  (www.buffiniandcompany,com) Buffini 
and Company is a real estate coaching company that champi-
ons systems for working by referral.  When I brought their 100 
Days to Greatness training program, now called Peak Producers, 
to the agents in my office, I began to envision a real estate 
office environment where working by referral was an integral 
part of the DNA. 

I soon found that only a small percentage of my agents were 
willing to commit to the work and the processes that working 
by referral entails.  After all, taking the long view is not always 
conducive to making next month’s mortgage payment.  Never-
theless, the agents who did embrace the concepts were by far 
the most productive agents in my office.  They were also the 
ones who required very little of my time.  
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I started to dream about what my life would be like if the only 
agents I employed were agents who wanted to work by refer-
ral.  What if we built a company around agents that shared my 
philosophy?  We may not have the largest firm in town in terms 
of agent count, but we would likely be the most productive, and 
dare I dream, the happiest?  

Building a company around ongoing productive relationships 
with our biggest fans seemed like a no-brainer to me.  The icing 
on the cake was creating over time a predictable, sustainable, 
and even steadily increasing income stream.  Working by refer-
ral is the first step to a profitable brokerage.

Avoiding the Commoditization Trap
One of my ongoing motivations for creating a real estate broker-
age platform centered on the needs and desires of our clients 
is to avoid the commoditization that is sweeping our industry.  
Increasingly, customers and prospective clients view all real 
estate professionals as being alike.  Consequently, many broker 
owners feel the only way they can survive is to cut their com-
missions and fees and try to compete on price.  Personally, I 
am not interested in a pay cut.

One way to avoid the trap is to package our unique methods 
and processes in a fashion that authentically speaks to our 
desired clients. The second way is to cultivate ongoing rela-
tionships with clients where the value they receive from the 
service, information, and ongoing counsel we provide exceeds 
their expectations.  The way to accomplish these twin strategies 
is to create a brand that communicates our unique place in the 
industry. 

According to the American Marketing Association Dictionary, a 
‘brand’ by definition is a “name, term, design, symbol, or other 
feature that distinguishes one seller’s product from those of oth-
ers.”  What sets the most successful brands apart however, is a 
set of documented unique methods and processes that result in 

a consistent and satisfying client experience.  

One of the best known examples of a successful brand is 
McDonald’s.  Not only is the brand ubiquitous and instantly 
recognizable, we know intuitively what it stands for. One of the 
pillars of the McDonald’s brand is serving consistent tasting 
food in thousands of restaurants all over the world.  They do 
this through detailed unique methods and processes that each 
and every restaurant must adhere to.  They begin the indoc-
trination process with new franchisees and managers at their 
famous Hamburger University. 

Training and ongoing support is the center piece of all great 
brands and franchise operations.  Training and support is the 
center piece of our brand as well.  We ask our broker owners 
and managers to become Buffini and Company Certified Men-
tors so that they can facilitate the twelve week Peak Producer 
training program for new and experienced agents alike.  This is 
the first step in our indoctrination process for our agents.

There is one glaring difference between a business like McDon-
ald’s and a real estate brokerage.  Every person who works at 
McDonald’s is an employee that receives a W2 at the end of 
the year.  The majority of the people who work for a real estate 
brokerage like ours are independent contractors who receive a 
1099 at the end of the year.

Most broker owners and real estate franchise operators use 
this as an excuse to avoid the hard work of creating a culture 
that both embodies and celebrates the core values we espouse.  
Just because we have no formal ‘control’ over our agents as 
traditional employers does not mean our agents will not adopt 
the core values and beliefs that are the basis of our unique 
methods and processes.  In my experience, an independent 
contractor, completely responsible for their personal income 
and well-being, will be a far more passionate evangelist for their 
company’s products and services than a 9 to 5 employee who 
simply needs a job.
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I see the traditional independent contractor relationship we bro-
ker owners have with our agents as a source of great strength 
when it comes to building and expanding our brand. Our very 
best agents believe in our mission as much as I do.  It goes 
without saying that we are 100% dependent on our agents to 
ensure a unique, consistent, and successful client experience.

Obviously not every licensee in the world is a good fit for our 
company.  There may be only a few thousand agents across the 
United States that share our core beliefs and values.  We are 
not a body shop.  We are a premium brand that only desires to 
support and serve the agents that leverage the business plat-
form and strategies we provide to the maximum possible bene-
fit.  We are looking for agents with a business owner mentality 
that are experts at helping people buy and sell houses.  

From Listing Focused to Client Obsessed
Many brokers believe that listings are the life blood of the real 
estate business. I agree that listings are critically important to 
a firm’s financial health. However, I think these brokers came to 
this belief in the days when they controlled all the information 
about, and access to, houses for sale in the market. These days, 
with the ascension of Zillow and Realtor.com as the preferred 
shopping platforms for home buyers, the firm with the sign in 
the yard matters less and less.

Let’s face it, on the internet, houses are houses. The size of 
the listing firm and the market share they enjoy are of little 
consequence to a home buyer. They want the house that works 
for them. They could care less whose sign is in the yard. In con-
trast to someone who is obsessed with Mercedes Benz cars and 
who will only buy a Mercedes Benz product, nobody is going to 
restrict themselves to only buying a house listed with a specific 
real estate firm. 

They may however, only choose to buy a house with the as-
sistance of a ROOST Real Estate Co. professional whom they 

have a relationship with. Or, they may seek out a relationship 
with a ROOST Real Estate Co. professional because the brand 
promise resonates with their personal sensibilities and desire for 
a successful purchase or sale. In either case, making the sale 
had nothing to do with which firm’s sign was in the yard.

From a firm’s cash flow perspective, list side commissions 
matter. However, in the age of compressed commissions, they 
are of no more value, and often of less value, than a buy side 
commission. This fact further confirms my thesis that in the 
real estate world of today, the ability to create long term val-
ue-added relationships that generate referrals, is infinitely more 
valuable than any number of listings. 

Listings are the natural byproduct of working by referral. They 
are far more often the result of a relationship rather than the 
cause of one. I will further postulate that a brokerage or agent 
obsessed with listings is too often obsessed with earning both 
sides of the commission. There is nothing wrong with earning 
both sides of a commission provided it occurs as a natural con-
sequence of meeting the needs and exceeding the expectations 
of both your buyer and your seller. Double popping a listing 
should be the result of an agent’s obsession with the needs of 
their client, not simply greed.

A focus on listings is the result of a transaction based mindset 
rather than a relationship based mindset. The current envi-
ronment in 2017 is that we have more buyers than listings to 
sell. The scarcity mentality that is infecting so many markets 
right now is resulting in a proliferation of ‘pocket listings’ and 
off-market ‘coming soon’ listings, that in my opinion, further 
devalue our profession in the eyes of the public. The market will 
turn again and I believe Karma is a bitch. The congregation may 
be seated. 
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The Times They Are a Changin’
The Baby Boomers, the great demographic wave of people born 
between 1946 and 1964 totaled 77 million people. Follow-
ing them was the cohort dubbed Generation X, people born 
between the mid 1960’s and early 1980’s. The size of both of 
these demographic groups are eclipsed by the Millennials. 

The Millennials, born between the early 1980’s and 2000, total 
82 million people in the United States alone. Coming in fast 
right after the Millennials is Generation Z, people born at the 
turn of the century and rapidly coming of age today.

Since 2007 the number of young people between the ages of 
15 and 34 living at home has grown dramatically. In addition, 
the number of unmarried couples has grown and the birthrate 
has dropped. These trends will not last as the economy contin-
ues to improve. The inevitable outcome over the next few years 
is that household formation will explode. We want to be ready 
to help these people rent, buy, and sell houses. 

ROOST Real Estate Co. was founded by a baby boomer with 
the help of a marketing and branding expert born in 1978. 
Together we worked to create a brand that would resonate with 
young and old alike. Truth be told however, our goal was to 
build a brand that appealed first and foremost to Millennials 
and Generation Z. 

So what does a young person want today when it comes to 
buying or renting a place of their own? To answer that question 
we need to understand the shared experiences of these two 
groups. There are a few distinctions between the life experienc-
es of Millennials and members of Generation Z, but there are 
far more similarities.

Millennials started life before cell phones and the internet 
became ubiquitous. Generation Z never experienced a world 
in which they were not fully interconnected. The Millennials, 
like my two daughters, grew up watching VHS tapes of Disney 

classics. Children today watch Disney movies downloaded to a 
tablet. 

Millennials watched 9/11 happen in real time while Generation 
Z has only known the aftermath. The Millennials personally 
experienced the devastating effects of the great recession, 
while the younger cohort of Generation Z bore witness as their 
families struggled. For both groups, economic struggle has left 
a lasting impression.

Based on my personal research and experience, what young 
people today really want is a collaborative experience. The last 
thing they want is to be told what to do, but they do not want 
to make a mistake either. They want to be delighted and at the 
center of every experience.

They are obviously tech savvy, but in ways foreign to older peo-
ple like myself. Everything in their life has to work like an app 
on their smart phone. They value seamless and smooth experi-
ences that ‘just work’. 

In terms of purchasing, they value transparency in pricing 
and they have little desire to barter. They have no taste for 
an extended negotiation process. Young people today will not 
tolerate pricing that is vague, aggressive sales techniques, or 
an absence of technology. They expect every experience to be 
like shopping with Amazon Prime, clear, easy, dependable and 
hassle-free. 

This explains the popularity of Zillow and their Zestimates. It 
also explains why over-pricing a home because ‘everyone wants 
to negotiate’ is not the optimum strategy for positioning a piece 
of property on the market anymore. Young people want informa-
tion, they want to know the ‘why’ of a situation, and they expect 
to be empowered.

All of these obstacles to connecting with these cohorts in reality 
are tremendous opportunities for the real estate firm of today 
and tomorrow. We as agents and brokers have to adapt or die. 
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According to the National Association of Realtors, the average 
age of a Realtor is 53 years old. We truly have a generation gap 
in our industry that we must bridge. In the immortal words of 
one of the greatest baby boomers who ever lived, Bob Dylan, 

“The times they are a changin’.”   

Our tag line for ROOST Real Estate Co, is “For the way you 
want to live today.” We strive to create a warm and welcoming 
environment whether virtually or in person. Our goal from the 
start was to create a brand that would follow a person from the 
time they rent their first apartment, to their first home purchase, 
subsequent home purchases and investments, and finally their 
retirement villa on the beach.

 Smart, Passionate, Approachable, and Supportive are the key 
attributes of the ROOST Real Estate Co. brand. Our mission is 
to simplify the complexities of renting, buying, and investing 
in real estate. We are approachable, informative, and generally 
more relaxed in our approach to collaborating with our clients. 
We help our clients eliminate dangers, capture opportunities, 
and maximize their strengths. 

Our clients are from all walks of life and economic backgrounds. 
We strive to provide each and every one with a positive brand 
experience that brings them, and their friends and family, back 
time and time again. We value transparency, authenticity, and 
collaboration, just as our target clients do. We don’t hide our 
cards. We don’t play it cool. We aspire to be understood and 
accessible. We want our clients to feel safe and armed with the 
information they need to make informed decisions about their 
real estate needs.

Property Management –  
A Point of Differentiation
In any given market, roughly 60% to 65% of the people live 
in a home they own. That means at least 35% to 40% live in 
homes they don’t own. Why do the vast majority of brokerages 
only elect to serve barely two thirds of the population? What 

about the other 35% to 40% of the people that still need a roof 
over their heads?

Offering real estate services to all of the people that need a roof 
over their heads is a key point of differentiation for us. It always 
struck me as odd that virtually everyone I met in this business 
looked down their noses at property management. I discovered 
the same attitude towards working with banks to sell their REO 
listings and thought that was odd too. In both cases I created 
very impressive streams of income providing services others felt 
were beneath them. 

I am going to discuss property management services as it per-
tains to broker owner profitability in Part #3 of this book. The 
point I want to make here is that there is great synergy in bring-
ing the sale and management of real estate under one roof. The 
reason this synergy exists is because most real estate investors 
will regularly expand their portfolio if they have reliable profes-
sional management in place. The relationships we have with our 
property management clients are some of the most profitable 
we have.

Property owners also look to professional property management 
providers when they find themselves in an “accidental landlord” 
situation. Sometimes people want to move, but they don’t want 
to sell their existing property. Sometimes people inherit proper-
ty that they want to hold on to. These investor / property owners 
often become sellers in the future and they will turn to us to list 
their property. In the meantime, we are happy to manage their 
property for them.

Renting a house versus buying is a prudent lifestyle and finan-
cial choice for many people for a thousand different reasons. 
Many people move in and out of ownership throughout their 
lives as their personal circumstances change. Young people 
moving out of their parents’ homes almost always rent for a 
number of years before making their first home purchase. We 
want to help all of these people find the rental property they 
need today, and be there for them tomorrow when it’s time for 
them to buy.  
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Client Touch Points

One of the five aspirations I have for our company is to be the 
most referred real estate brand in the land. (I will discuss all five 
aspirations in detail in Part #3 of this book.) For now, suffice it 
to say that only by breaking down and improving every detail of 
every possible brand interaction, will we be able to connect on 
a level that creates a client for life. This is an ambitious agenda 
that we will tackle one step at a time. It all starts with an aware-
ness of client touch points. 

A client touch point is simply any opportunity to make a connec-
tion with someone. There are a myriad of opportunities to make 
a great first impression, and even more opportunities to build 
upon that initial encounter. As an example, I have divided the 
client touch points that occur throughout the home purchase ex-
perience into four phases, pre-sale, home shopping, contract to 
closing, and post-closing. Each of these four phases are divided 
into three subcategories that track the arc of the home purchase 
process. 

The Pre-Sale phase of the process starts with the inkling that 
maybe a new house is a possibility.  This inkling is reinforced 
by a new awareness of all sorts of real estate related marketing 
and advertising cues that reinforce the notion and prompt some 
initial action.  The initial action may include internet searches 
and even a visit to an open house or two.  As the pre-sale phase 
proceeds, we have an opportunity to win the business as the 
prospective buyer begins consulting family and friends for refer-
rals to a Realtor.

Assuming the Pre-Sale phase results in a referral, the home buy-
ing experience moves to the Home Shopping phase.  This phase 
is all about identifying and championing the needs of the client.  
The best way to kick this process into high gear and create a cli-
ent for life is to schedule a one on one meeting with the buyer(s).  
I have become a bit of a fanatic about this but I will not work 
with a buyer in any capacity until they agree to meet with me in 
my office for a consultation that lasts less than one hour.

HOME BUYER TOUCH POINTS
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HOME BUYER TOUCH POINTS
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During this meeting, my goal is to find out what is the most 
important thing to them about this move.  I want to know what 
kind of property they have in mind and I want to know how 
we are going to collaborate to reach their goals.  I take them 
through the entire process step by step and I end the meeting 
by logging onto the Multiple Listing Service together so they can 
see exactly what I see.

The home shopping phase ends with identifying the perfect 
house and negotiating a contract.

This leads us to the Contract to Closing phase where our client 
service skills are on full display.  We all know that finding a 
home and getting it under contract is only half the battle, getting 
to the closing table is where the true professionals shine.  The 
key to this phase of the home buying experience is to keep our 
promise to get our buyers into the house they were so excited 
about at our first meeting.  That is what they hired us to do in 
the first place.

This phase also introduces other people and vendors into the 
process that we have no direct control over.  We may have the 
opportunity to recommend lenders, title professionals, home 
inspectors, and other service providers we know and trust to 
our clients, but we still have no direct control over the outcome.  
We can however manage our client’s expectations and let them 
know exactly what to anticipate.  Communication during this 
phase is critical.  We literally cannot communicate enough with 
our clients during this phase of the experience.

The Post Closing phase is critical to cementing the relationship 
we have worked so hard to cultivate and to create a client and a 
referral partner for life.  Our role here is to be available to answer 
any questions or concerns that come up after the sale.  The 
new home owners will want to make their new house their own 
and may need referrals to contractors and skilled trades peo-
ple.  They will be entered into our Client Appreciation Program 
and can expect an item of value in the mail each month and of 
course, the periodic pop-by gift and personal note.

I in no way wish to imply that this is an exhaustive list of all the 
possible client touch points that make up the home purchase 
process.  I am sure that you, dear reader, have already added to 
the list.  So, while the list above is certainly is not exhaustive, it 
goes a long way towards identifying the high-value touch points 
and those moments of truth where a situation can break against 
us. 

Moments of Truth
A moment of truth can easily turn into an obstacle and a ‘pain 
point’ for a potential client. Gaps in our understanding of what 
a client really wants, brand ‘misses’ where we fail to execute as 
promised, or a failure to acknowledge what a client might be 
feeling, are just three common challenges that interfere with 
the desired brand experience. Our ability to solicit feedback 
along the way, rapidly resolve conflicts, and address concerns 
in real time all go a long way towards countering the inevitable 
misstep. 

Moments of truth are our big opportunities to demonstrate the 
value we add to the client / professional relationship. Making a 
situation ‘right’ with a client usually carries the day, and if done 
with integrity and authenticity, creates an emotionally engaging 
experience. Moments of truth give us a chance to show that we 
are accountable to both the client and our brand promise. They 
are opportunities for connection. 

I cannot stress enough how important an awareness of client 
touch points, pain points, and high value moments are to the 
success of a real estate professional. Awareness is the first step 
to vastly improved customer service and the ability to attract 
clients and advocates for life. Once we become aware of the 
possibilities for connection that are really right under our noses, 
we can begin an analysis and an action plan for making the 
most of each opportunity.
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Marketing and Advertising
The home purchase process is just one part of the business 
of running a brokerage.  There are completely different sets of 
client touch points for the home selling process, working with 
investors, tenants, and the agent recruiting and retention experi-
ence.  Client touch points inform all of our virtual and face to 
face encounters with customers and future clients.

We continuously refine our brand content and unique methods 
and processes to capitalize on client touch point opportunities.  
The results of this ongoing systematic review are reflected in our 
approach to marketing, advertising and personal interactions.  
The process will never be complete because it is what differen-
tiates our brand.  This is how we roll. 

Client touch points help us establish the consistent experiences 
our clients desire.  We are driven by the goals, needs, thoughts, 
and emotions that motivate our clients to make some of the 
biggest financial decisions of their lives.  Two good examples 
of how our approach to working with clients has been influ-
enced by our awareness of client touch points are our List 
With ROOST™ and our Buy With ROOST™ presentations and 
brochures.  

Buy with ROOST™ consists of nine 
short sections and forms the agenda 
of the first buyer consultation.  These 
parts include The First Meeting, 
Agency Law, My Services are FREE, 
Helping You Find Your Perfect Home, 
Viewing Homes, Getting Pre-Ap-
proved for a Mortgage, Making an 
Offer, Contingencies and Inspections, 
Contract to Closing and Our Commit-
ment to you.

List with ROOST™ is designed to 
take a home seller through all the 
phases of the home selling process 
from getting the house ready to show, 
marketing, how we communicate, 
negotiating and structuring the sale, 
managing the transaction, the market 
analysis and of course, our Client 
Appreciation Program.  

The brochure is designed as a listing 
presentation tool that is left with the 
seller so they can refer to it after the 
initial listing consultation.  Using the 
talking points in the brochure, and setting the proper expec-
tations up front, goes a long way towards ensuring a superior 
selling experience.  It also tends to diffuse any potential con-
versations about our fees.  Once the seller realizes everything 
we do for them, they are less likely to want to negotiate our 
commission.

Additional Brochures and Content
My First ROOST™ is a comprehensive education and buyer 
representation experience that ensures first time buyers have 
the information they need to make informed purchase decisions 
that will fulfill their immediate desires and benefit them finan-
cially over the long run. Buying a home is the largest financial 
decision people make in their lifetimes. It is a momentous life 
event and we want to be there with them every step of the way.

The My Next ROOST™ speaks directly to the opportunity to get 
a client from the house they currently own and into a new home.    

BUY
WITH 
ROOST

1

LIST
WITH 
ROOST
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The client touch points we have identified in our work with real 
estate investors and landlords have informed the processes 
we follow in our property management division too. Rent With 
ROOST™ outlines the experience our tenants can expect when 
they rent from ROOST.  

Manage with ROOST details how we work with our landlord 
clients.

937.390.3715 x 401
www.roostrealestateco.com

14 E. Main Street
Springfield, Ohio 45502

FOR THE  
WAY YOU 
WANT TO  
LIVE TODAY.

Invest With ROOST™

Your ROOST Real Estate Professional 

can help you expand your portfolio 

by helping to identify and evaluate 

potentially great new investments for 

you. Whether you are interested in 

single family, multi-family, apartment 

buildings or commercial purchases, 

we have you covered.

Whether you are an Accidental Landlord or 
a Professional Investor, ROOST™ will help 
insure that your real estate investment 
works for you, and not the other way around.

Here is a sampling of activities we manage on a daily basis:
· Rehabbing, painting and renovating.

· Performing preventative maintenance.

· Marketing and advertising vacancies.

· Screening potential tenants.

· Writing leases and keeping track of files and paperwork.

· Keeping the books.

· Answering emergency calls and tenant inquiries.

· Answering ad calls generated from ads placed in the paper.

· Mediating tenant disputes.

· Collecting rent.

· Posting notices, filing evictions and going to court.

· Consulting with our owner clients to help improve their ROI.

 

Let us do what we do best so you can focus on what you  
do best. We will tailor a ROOST Property Management Solution  
to meet your unique needs.

MANAGE WITH

RENT WITH

937.390.3715 x 401
www.ROOSTRealEstateCo.com

14 E. Main Street
Springfield, Ohio 45502

FOR THE  
WAY YOU 
WANT TO  
LIVE TODAY.

What does ROOST™ 
expect from you?
It is simple really. A landlord wants a fair 

return on their investment and they want 

to be able to make their monthly mortgage, 

tax, insurance and utility payments on 

time. They don’t  want any complaints from 

the neighbors or other tenants regarding 

excessive noise or bad behavior.  Most 

importantly, they want you to take care of 

your home and when your lease is up, leave 

it in the same or better condition than when 

you moved in.

 

What should you  
expect from ROOST™?
You should expect a clean, functional unit 

that is in move in condition the day your 

sign your lease. You should expect a staff 

that is responsive to your needs should 

your home require maintenance or repairs.  

Finally, you should expect to be treated at 

all times with the utmost respect.

ROOST-RENT FINAL.indd   1-3 1/22/14   4:24 PM

MY  
NEXT 
ROOST

WE’RE HERE 
TO HELP YOU. 
SO GIVE US  
A SHOUT.

937.390.3715 x 401
www.roostrealestateco.com

14 E. Main Street
Springfield, Ohio 45502

Is There a Move In 
Your Future?

Do you need more space for a growing family?

Do you want to locate to a new 
neighborhood or school district?

Are you thinking about moving to a smaller 

home or condominium?

Is it simply time for a change?

Do you want to take advantage of a great  

buying opportunity and at a historically low  

interest rate?

Your ROOST Real Estate Co.™ professional 
has the experience and expertise you 
need to help you make  
your move.

MY  
FIRST 
ROOST

WE’RE HERE 
TO HELP YOU. 
SO GIVE US  
A SHOUT.

Here is a list of topics 
we will discuss at our 
first meeting.

• What is the most important thing to you about this move?

• How we represent you.

• Working with a ROOST Realtor™

• Finding your perfect home.

• Making the Internet work for you.

• Mortgage qualification vs. pre-approval. 

• How not to pay too much for your first home.

• Making an offer and negotiating counter offers.

• Inspections and hidden problems.

• Getting to closing and moving in.

• ALL of your questions and concerns.

Oh by the way... If you know of anyone interested in buying or selling 

real estate, we hope you will think of us. We promise to take great 

care of everyone you refer to ROOST Real Estate Co.™

937.390.3715 x 401
www.ROOSTRealEstateCo.com

14 E. Main Street
Springfield, Ohio 45502

I have also written a book called 
A Real Estate Investor’s Guide 
to Profitability – Making Your 
Real Estate Investments Work 
for You, And Not the Other Way 
Around that has become a key 
advertising and marketing tool for 
expanding our property manage-
ment business.

MANAGE WITH

Our Approach to Property Management

We also took some of the con-
tent from A Real Estate Inves-
tor’s Guide to Profitability and 
created a large form brochure 
that we give to prospective 
clients who find us through our 
websites.
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FOR THE WAY YOU WANT TO LIVE TODAY
ROOST ™ is a different kind of real estate co. 
We believe in making the process of renting, buying, selling, 
or investing in real estate more approachable, informative and 
generally less intimidating. We strive to create a warm &  
welcoming experience that will meet you where you are, whether 
you’re looking for a rental, looking to buy, or looking for an 
investment opportunity. 
Our tenants become buyers, and refer new tenants and new buyers to ROOST. Our investors 

become repeat buyers, referring new investors and new buyers, and new sellers to ROOST.  

Our buyers and sellers refer their friends, family and co-workers again and again. 

We also help investors find, evaluate, purchase, and manage investment property.  

By offering Property Management services to our investors, they are more comfortable 

buying more property. Working in the property management business, we have 

relationships with skilled trades people that can help all of our listing clients prepare and 

maintain their properties for sale as well.

This is ROOST Real Estate Co.™—Smart. Passionate. Supportive. Approachable. Meeting 

people where they are today, and helping them get to where they want to be tomorrow.

FOR THE WAY YOU WANT TO LIVE TODAY
ROOST ™ is a different kind of  
real estate company.
Most real estate companies have two lines of business.  
They work with buyers and they work with sellers.  At 
ROOST, we work with buyers and sellers too, but we also 
work with investors, and the people who rent from them.  

Embracing 100% of all of the people who need a home, 
not just the 60% to 65% of the people who own real 
estate, creates a very different kind of Real Estate Company 
for our clients and for our agents.

Many people who rent their homes do so for their entire 
lives.  Others will only rent for a few years before buying 
a home of their own.  We help our tenant clients become 
home owners.

We also work closely with investors.  We help investors find, 
evaluate, purchase, and manage investment property.  By 
offering Property Management services to our investors, 
they are more comfortable buying more property.

Because we work in the property management business, 
we have relationships with skilled trades’ people that can 
help all of our listing clients prepare and maintain their 
properties for sale.

ROOST Real Estate Co. is a referral based business.  
We believe that the very best clients are those that are 
recommended by our existing and past clients.  We have 
a referral based marketing system that keeps ROOST Real 
Estate Co. top of mind with everyone we work with.

Our tenants become buyers, and refer new tenants and new 
buyers to ROOST.  Our investors become repeat buyers, 
referring new investors and new buyers, and new sellers to 
ROOST.  Our buyers and sellers refer their friends, family 
and co-workers again and again.  

We are the real estate company people turn to at every 
stage of their lives.  We are there when our clients rent 
their first apartment, buy their first home, buy their first 
investment property, and buy their retirement villa on the 
beach.  

This is the ROOST Real Estate Co.    Smart.  Passionate. 
Supportive. Approachable.  Meeting people where they 
are today, and helping them get to where they want to be 
tomorrow.

ROOST Real Estate Co.  

For the way you want to live today™.
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PART 2: THE AGENT EXPERIENCE
A Real Estate Agent’s Guide to  
the Good Life
Client touch points in the agent recruiting and retention process 
occur from the moment an agent becomes aware that we exist, 
and continue throughout our (hopefully) career-long association 
with that agent. Ideally, a prospective agent will ‘discover’ us 
through a google search, a social media post, or possibly a tar-
geted email to a select group of agents in a given market. Our 
goal is make it possible for our right-fit candidates to find us. If 
they discover us organically, then they own the experience and 
it is their victory.

Our marketing plan for recruiting new agents is grounded in my 
2015 book A Real Estate Agents Guide to the Good Life – What 
You Should Expect from Your Brokerage. Once I put the book 
out there in our primary markets and on Amazon.com, I quickly 
realized that getting agents to read it, even my own, was not 
going to be easy. Even at less than 10,000 words, it was not 
something very many people wanted to plow through in their 
spare time. I even put a free downloadable version on our web-
site but had very few takers.

So, I had the bright idea that I would break the book down into 
weekly, easily digestible bite-size pieces and release it weekly 
on social media. Our social media partners, Levi and Shayna 
Wiggins, suggested that we also create short weekly videos 
to complement the blog posts. I re-wrote the book during the 
summer and fall of 2016 as a series of 48 blog posts. Levi 
and Shayna further edited my work down to 60 to 90 second 
scripts, then created, and narrated, 48 animated videos. 

The videos are very simple, but hold the viewer’s attention in 
such a way that 60 to 90 seconds flies by. All of the videos are 
available on our CareerWithROOST.com blog and on the website 
GoodLife4Realtors.com, and our YouTube channel. We will 
continue to update and reposition the content annually to keep 
weekly communication fresh and to catch new eyes over time. 
This is one way we are creating client touch points on line and 
new opportunities to make connections.
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spare time. I even put a free downloadable version on our web-
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We also created a series of 12 recruiting post cards featuring 
our agents and key points from the book. We mail these to our 
recruiting ‘hit-lists’ in each market we operate in. We use the 
same content to create emails that we send out monthly to a 
broader group of local Realtors.  Here are a two examples.

A Real Estate Agents Guide to the Good Life
Nobody is under more pressure in the real estate industry than you. Realtors like you 
are getting hit from all sides. It seems like everyone has their hand in your pocket. Even 
your broker is struggling to make sense of it all. What can you do? Take a look at my new 
e-book A Real Estate Agent’s Guide to the Good Life–A Blueprint of What to Expect from 
Your Broker. It just might help you find the answers.

Log on to our website and download my new E-Book. It’s free.

CAREER WITH ROOST

Chris McAllister 
Chris@ROOSTRealEstateCo.com 
844.806.6577

www.CareerWithROOST.com

THE GOOD LIFE

HEROES  
WANTED

Join the ROOST team and find the opportunity  
to do what you do best.
There is nothing more gratifying than helping somebody make a move they have been 
preparing their entire lives to make. ROOST is not for everyone, but for a select group 
of agents who want to be heroes for their clients day in and day out, the job satisfaction 
and the potential income are unlimited.

We invite you to explore a Career With ROOST™. Give us a shout.

CAREER WITH ROOST

Chris McAllister 
Chris@ROOSTRealEstateCo.com 
937-392-3715 ext. 401

www.CareerWithROOST.com

Our Best Candidates Are Referred by  
Our Agents
It should come as no surprise that our best agent candidates 
are referred to us by our existing agents. I am always happy to 
schedule an appointment with almost anyone that wants to talk 
to us about our company, but I always ask them to read A Real 
Estate Agent’s Guide to the Good Life first. Anyone who reads 
the book and still honors our appointment, is almost always pre-
sold on what we have to offer. If the book resonated with the 
prospective agent at all, they want to learn more. If the book is 
perceived as an obstacle to whatever that agent’s personal goals 
are, they screen themselves out.

Even if the meeting goes well there is generally a lengthy 
courtship process because successful agents are busy earning 
a living and any move, even a good move, will disrupt their 
business to some degree. There is also the issue of ending their 
relationship with their current broker. Even in less than satis-
fying relationships, breaking up is hard to do. That is why it is 
critical to keep the good will of the make or break moment / 
meeting alive by staying in touch online and in person.
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The Candidate Screening Process
One of the recruiting tools we have in development is called The 
Good Life for Realtors Mindset Scorecard®. This screening tool, 
available for view at  http://kys.coach/s/fJOn/GoodLife4Realtors, 
is one of a series of marketing ‘scorecards’ we are developing 
for agents, buyers, sellers, property management clients, staff 
members, and prospective ROOST and Lucky Town franchisees. 
The beauty of the scorecard is that within ten to fifteen minutes, 
a prospective agent will know intuitively whether they belong 
with us or not. Depending on how they score, we know too.

The Online Agent Attraction Strategy
Our marketing funnel for attracting new agents to our company 
consists of four parts. They are reach, engage, activate, and 
re-engage. In the reach stage, we are casting the widest net to 
reach all possible people who self-identify as Realtors. We hope 
to capture their interest with our weekly recruiting videos and 
blog posts drawn from A Real Estate Agent’s Guide to the Good 
Life. We can target our online marketing activities to specific 
geographic areas.

The engage stage involves establishing a relationship with those 
people whom we identified in the reach stage. They are watch-
ing our videos and following us on social media. In this stage of 
the marketing process, we hope to see them download a free 
e-book version of A Real Estate Agent’s Guide to the Good Life 
from the www.CareerWithROOST.com website. 

In the activate stage, we hope to be communicating directly 
with Realtors looking for a new brokerage. These people will 
be our best qualified prospects and we hope to engage them 
through the GoodLife4Realtors scorecard, and hopefully a 
phone call, and even a meeting. At this stage, we want to mail 
them a free paperback copy of A Real Estate Agent’s Guide to 
the Good Life, and a piece of swag like a t-shirt or mug. As an 
additional inducement down the line, we will mail them a copy 
A Real Estate Investor’s Guide to Profitability.

At this point we hope to seal the deal with the prospect joining 
our company. However, timing is everything and sometimes the 
courtship process is longer than we would like. The ‘re-engage’ 
stage is essentially outside the funnel and is an incubation peri-
od where we hope to stay connected with the prospect through 
social media and target emails with information and updates 
about our company. The goal is to get these Realtors back to 
the activation stage.
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Your Brokerage for Life
Just as I want to attract clients to our brand and retain them 
throughout their lives, I want the same for our agent and 
broker relationships. A great relationship starts with attracting 
someone who is personally aligned with our brand values and 
aspirations. The relationship grows over time as we continuously 
add value to an agent’s business and life.   

As the needs of an agent change over the arc of their career, we 
will adapt, change, and develop whatever new capabilities we 
need to support them. We will be there from the day they pass 
their real estate license exam, sell their first house, hire their 
first assistant, assemble their first team, all the way to the point 
where they decide to sell their business or just slow down a bit. 

Ours is a business relationship, but no matter how much we 
like to kid ourselves, our business is personal. When we find a 
good match in an agent, our hearts get thrown in too. There is 
respect, admiration, and love at the core of what we do. Ours is 

a relationship where we expect each other to bring the best we 
have inside us to our profession every day. It is the heart and a 
mutual commitment to each other’s success that sustains our 
relationships over time.

Training and Technology
In survey after survey, real estate professionals tell us that what 
they want most from their broker is training and technology. 
The surveys do not necessarily specify exactly what kind of 
training and technology they want, they just want it. If we as 
broker owners presume to be leaders in our own industry, we 
need to be very specific how the training and tools we provide 
our agents are intended to support their businesses. Further-
more, we must be deliberate in the implementation and ongoing 
support for the training and technology we to provide so that it 
adds value over time.

There is a tremendous amount of just plain crap in the real 
estate world disguised as training and technology. Most of the 
purveyors or real estate coaching and miracle tech tools do 
nothing to address the actual needs of today’s real estate pro-
fessionals. At best, these distractions interrupt an agent’s pro-
ductivity and at worst leave them in a state of ‘analysis-paraly-
sis’ where they forget how to interact with the world on a one on 
one basis. The ultimate goal of these coaches and tech gurus is 
to produce the next shiny object that captures the attention of 
just enough licensees to make their charade profitable.

CAREER WITH

937.390.3715 x 401
www.roostrealestateco.com

14 E. Main Street
Springfield, Ohio 45502

FOR THE  
WAY YOU 
WANT TO  
LIVE TODAY.

Buy With ROOST™

My First ROOST™ is how we help our clients buy their first home.

My Next ROOST™ is how we simplify the process of helping  

buyers who have a home to sell first. Buy With ROOST signs 

and marketing materials are designed to convey the heart of our 

brand experience with design elements that are unique to the 

market place.

Rent With ROOST™

The ROOST Way™ is how we work with and market to our tenant 

clients. Rent With ROOST signs and marketing materials are 

clearly differentiated from Buy With ROOST by color. This 

helps avoid customer confusion between properties for rent and 

properties for sale.

Invest With ROOST™

The ROOST Landlord Advantage™ is how we help our owner clients 

ensure that their investments work for them and not the other way 

around. Invest With ROOST signs and marketing materials are used 

for commercial, multi-family, and distressed properties that will be 

marketed primarily to investors. These signs are also differentiated 

by color but clearly part of the same family.

ROOST™ is a different kind of brokerage.  
Most brokerages have two lines of business. They work with buyers and 
they work with sellers. At ROOST, we work with buyers and sellers too, 
but we also work with investors, and the people who rent from them.

Embracing 100% of all of the people who need a home, not just the 60% to 65% 

of the people who own real estate, creates a very different kind of real estate 

company for our clients and for our agents.

Many people who rent their homes do so for their entire lives. Others will only 

rent for a few years before buying a home of their own. We help our tenant clients 

become home owners.

We also work closely with investors. We help investors find, evaluate, purchase, 

and manage investment property. By offering Property Management services to 

our investors, they are more comfortable buying more property.

Because we work in the property management business, we have relationships 

with skilled trades people that can help all of our listing clients prepare and 

maintain their properties for sale.

ROOST Real Estate Co.™ is a referral based business. We believe that the very best 

clients are those that are recommended by our existing and past clients. We have 

a referral based marketing system that keeps ROOST Real Estate Co. top of mind 

with everyone we work with.

Our tenants become buyers, and refer new tenants and new buyers to ROOST. Our 

investors become repeat buyers, referring new investors and new buyers, and new 

sellers to ROOST. Our buyers and sellers refer their friends, family and co-workers 

again and again. 

We are the real estate company people turn to at every stage of their lives. We are 

there when our clients rent their first apartment, buy their first home, buy their 

first investment property, and buy their retirement villa on the beach. 

This is the ROOST Real Estate Co. —Smart. Passionate. Supportive. Approachable. 

Meeting people where they are today, and helping them get to where they  

want to be tomorrow.

Career With ROOST™

The ROOST Broker/
Partners
ROOST brokers and managers are 

some of the most experienced and 

successful in the real estate business. 

This is important because the success 

of our agents is 100% dependent on the 

strength and financial stability of our 

Broker/Partners. Because the ROOST 

brokerage model incorporates property 

management income into the financial 

equation, there are fewer ups and downs 

throughout the year allowing for more 

consistent marketing and promotion.

The ROOST Culture
All of our agents are full time real estate 

professionals who are committed to the 

needs of their clients. Ours is a culture 

where agents and team members are free 

to do the work they do best. We believe 

in personal growth and supporting the 

communities and neighborhoods where 

we do business. Most of all we believe in 

creating opportunity and value for our 

agents and clients.

Motivation Commitment
ROOST Real Estate Co. Broker/Partners 

are also Buffini and Company Certified 

Trainers. Buffini and Company is 

the leading real estate coaching and 

development company in the country.  

Our association with Buffini and Company 

provides our agents with world class 

training that enhances and reinforces our 

referral based business model.

The Technology Solution
At ROOST we do not believe in employing 

technology for technology’s sake. We 

use technology to improve productivity 

and increase the income of our agents. 

Internet marketing and lead capture, 

contact management, communication, 

and cloud-based property management 

are just a few of the areas where we 

employ the latest technology to support 

our agents and clients. Most importantly, 

our technology just works.

Lead Generation Machine
ROOST Real Estate Co. is a marketing 

company that specializes in the sale and 

management of real estate. Everything 

we do is designed to generate leads and 

referrals for our offices and agents. All 

of our training is designed to help our 

agents and teams consistently generate 

more and more leads for their personal 

business. Incoming leads and referrals 

are what make a real estate business 

successful. Generating leads is our 

highest priority.

The Opportunity
Because we work in all aspects of the 

real estate business we have more, and 

different types of opportunities for agents 

and team members. We offer world class 

support and income opportunities for 

agents and agent teams. Call us today 

and find out what ROOST Real Estate Co. 

can do for your career.

Dear Real Estate  
Professional

 ROOST Real Estate Co.™ is the real estate company I’ve always wanted to be a part of. 

ROOST™ is the product of my experience as an agent, broker,  owner, trainer, and 

team leader. ROOST is about building and maintaining relationships, continuously 

adding value, being of use, and earning the referrals that give us the opportunity to do 

it all over again with new clients.

There is nothing more gratifying than helping somebody make a move they have been 

preparing their entire lives to make. ROOST is not for everyone, but for a select group 

of agents who want to be heroes to their clients day in and day out, the job satisfaction 

and the potential income are unlimited.

Thank you for taking the time to learn about our business. 

Regards,

Chris McAllister

Founder 
ROOST Real Estate Co.™

About ROOST™

FOR THE WAY YOU WANT TO LIVE TODAYTargeted 
emails /  

updates during  
incubation 

period.

Mail paper back copy 
of book and swag.

Free E-Book

Videos, Blog and Social Media Posts

STAGE FREE CONTENT/INFORMATION DESIRED OUTCOME

REACH
Agent moves to  

engage stage.

Agent moves to  
activate stage.

Agent joins us.

Agent joins us.

ENGAGE

ACTIVATE

RE-ENGAGE
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Our approach is different. We will never offer technology for 
technology’s sake. In fact, in our company technology is almost 
a non-event. It is an invisible presence that makes all we do 
possible. The successful implementation of our unique methods 
and processes depend on multiple technologies, but technology 
itself is not a goal, core value, or company objective in and of 
itself.  

Let’s face it, the most important tech we provide as broker 
owners are working wireless connections, copiers and scanners, 
and the ability to print from any internet connected device an 
agent chooses to employ. In many offices a coffee machine is 
an indispensable piece of tech as well. 

We do not attempt to create our own proprietary technology. 
Everything we use is off the shelf and available to any broker 
who wants to purchase it. The difference is the tech we pur-
chase and deploy is designed to address a business opportunity 
or to complete the steps of a specific process. For instance, it 
makes no sense for us to reinvent the wheel and create our own 
document management platform. Dotloop already exists, and if 
deployed correctly and supported internally, provides our agents 
with capabilities that make them extremely productive.  

Training is the second area where we have no desire to reinvent 
the wheel. There is only one real estate training and devel-
opment organization dedicated to training agents to work by 
referral and that is Buffini and Company. Even with all of the 
money, talent, and resources in the world we would never be 
able to create the company that Brian Buffini and his team 
have created. What would be the point?

Referral Maker CRM, Peak Producers training, podcasts, 
webcasts, advertising content, and personal coaching are all 
products and services we and our agents purchase from Buffini 
and Company every year. While these products and services are 
available to every agent and broker in the world, how we have 
integrated these products and their underlying philosophies into 
the fabric of our company is a big part of our ‘secret sauce’. 

Unlike other brokerages, our training strategy is to give new 
agents the tools they need to generate an opportunity to write 
an offer or list a property. We want them to learn the tech-
niques and develop the confidence to become Lead Generation 
Machines. We are not handing out leads to agents, we are 
training agents how to create their own leads. To paraphrase the 
‘if you give a man a fish’ proverb, giving an agent a lead may 
feed him for a week, teaching an agent how to generate his own 
leads will feed him his entire career.

Many brokerages focus their initial training on the tactical skills 
of filling out purchase contracts or learning how to use the MLS. 
These are critical skills to be sure. However, the skills are use-
less without a reason to use them. Our philosophy is to focus on 
sales training dedicated to working by referral, and train on us-
ing the tools as the agent develops their business. In our offices, 
the Agent Service Manager (ASM) ensures that our agents have 
the support they need to make full use of the service and tech 
tools we provide. I will elaborate on this key staff position later 
in this section.

At ROOST Real Estate Co, we simplify the complexities of rent-
ing, buying, and investing in real estate. We are approachable, in-
formative, and generally more relaxed in our approach to collab-
orating with clients be they Tenants, First Time Buyers, Move-up 
Buyers, Multiple and Repeat Buyers, or Property Owners who 
want to ensure that their investments are profitable. We help our 
clients, team members and Broker /Owner Partners eliminate 
dangers, capture opportunities, and maximize their strengths.

Transitioning to a New Culture
I have agents that have been with me since my RE/MAX days. 
They have seen me at my best and at my worst. They watched 
me live and bleed RE/MAX red, white, and blue, and rent hot 
air balloons for display at local events for almost eight years. 
They endured the transition back to a local Mom and Pop 
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operation and stuck with me through the creation of, and the 
transition to, ROOST Real Estate Co. Not everyone made it 
however, some were left behind. 

Transitioning to a new business model, philosophy and culture 
can be a traumatic experience. Change is hard and most people 
avoid it all costs. Even good change is stressful. While it is 
impossible to make transitioning a real estate business to a new 
model completely painless, knowing where obstacles are likely 
to come up can be helpful.

First of all, to some degree, your agents are going to be inconve-
nienced. Some inconveniences will be minor, like changing out 
yard signs to reflect the company change. Other annoyances 
like notifying the local board of realtors, completing new licens-
ing requirements, and updating websites as individual tasks 
are not that terrible. When experienced in their totality however, 
they can be overwhelming. Especially when the agent still has 
their day to day business to run.

Aside from the perceived enormity of the transition, agents 
may be reluctant to embrace the new direction because they 
feel they have tried this before. If the last major transformation 
did not ‘take’ why should they believe this one will? Expect 
some folks, agents and staff, to never get completely on board 
because they just don’t believe it will ever work. Some will give 
it a chance. Some will not.

You as a broker may be interested in making a change because 
you believe that a new direction and culture will counter low 
team moral. A new direction may be just what the team needs 
to get back on a growth track. Be aware however that too much 
change too quickly, inadequate support, ineffective leadership, 
or poor communication will derail your hopes for a better life 
and business. 

My advice is to never assume anyone is going to buy-in com-
pletely to your vision for the future. Sometimes, the people we 

think will be on board are the ones that surprise us and choose 
to leave. Conversely, I have found that people I expected to be 
in conflict with, were the most eager for change.

In an extreme situation, a little ‘creative destruction’ may be 
just what the doctor ordered. Sometimes we have to leave the 
past behind, and many of the people in it, to secure a new 
future. As hard as that may be to accept, life is too short to 
continue in an unhappy situation. In our broker owner train-
ing program, The Self-Managing Brokerage™, we address the 
transitioning of an existing office to a ROOST Real Estate Co. or 
Lucky Town Real Estate Co. office in detail. 

THE FOUR FREEDOMS OF A REAL ESTATE PROFESSIONAL
I spend a significant amount of time in A Real Estate Agent’s 
Guide to the Good Life painting a picture of what the life of a 
real estate professional can be like. For many agents, life could 
and should be better. If real estate does not offer a superior 
way of making our way in the world, I don’t see the point of 
being in the business at all. There are much easier ways of 
making a living.  

Dan Sullivan founder of the entrepreneurial coaching firm Stra-
tegic Coach™ (who I will write more about later in Part #3) says 
that successful entrepreneurs enjoy four ‘freedoms’. The free-
dom of time, money, relationship, and purpose. I have thought 
a lot over the years about what these four freedoms might look 
like for real estate professionals. and how we as brokers can 
help our agents learn to enjoy them.
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Freedom of Time 
The freedom of time means our agents are in control of their days. 
Our agents were told that becoming Realtors would allow them to 
work when and how they wanted to. But at the end of the day, how 
many agents really have control over their time? Whether because 
they feel financial pressure to be on duty 24/7, or lack the support 
to focus solely on their clients and relationships, too often their 
time is not their own. 

Freedom of Relationship
The freedom of relationship means our agents get to choose their 
clients. The confidence of our agents is often depleted by working 
with people they flat out do not enjoy working with because they 
have no other choice. Because most agents do not have the skills 
to create a steady stream of incoming referrals, they end up trying 
to please clients and customers that at best do not appreciate their 
efforts, and at worst are just plain abusive.  

Freedom of Money
Not only were our agents promised control of their time, they were 
told they had unlimited income potential too. Most agents learn 
very quickly that unless they have the resources, training, and sup-
port to claim their share of the billions of dollars of real estate com-
missions generated annually in the United States alone, real estate 
pays rather poorly.  Freedom of money at our company means 
that our agents have everything they need to build a business big 
enough to meet whatever income goals they have. 

Freedom of Purpose
Every agent needs a reason or motivation to do their jobs. They 
need a purpose. That purpose may be unrelated to real estate. 
Real estate may be a means to achieve a personal goal. For others, 
the satisfaction that comes with helping people make the big 
moves in their lives is purpose enough. We all want to be heroes 
to our clients. As a company, our purpose is to help people live the 
way they want to live today, and get them where they want to be 
tomorrow.

TIME
Freedom from spending your time 
doing things you are not good at or that 
do not align with your goals. Freedom to 
do what you love and what you do best-
make real estate dreams come true.

RELATIONSHIP
Freedom from taking on any customer 
with a pulse that happens to call your 
cell phone. Freedom to work only with 
clients and customers that respect you 
and value both you and your time.

MONEY
Freedom from living closing to 
closing, and not having the resources 
needed to create stable income. 
Freedom to build a business that 
works for you by creating increasing 
value, leading to more referrals and 
increasing levels of income.

PURPOSE
Freedom from continuously finding 
yourself involved in things you 
don’t find meaningful. Freedom to 
work in a company with a culture 
that values your dreams and goals 
and is committed to seeing you 
succeed on your terms.

The 4 Freedoms  
for Real Estate Professionals
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THE RHYTHM OF OUR BUSINESS
Another key difference in the culture of our company versus 
other real estate firms is how we embrace the annual rhythm, 
or flow of our business. While working by referral makes for far 
more consistent income throughout the year, there is still a sea-
sonality to the business. Our agents need to be aware of it, they 
need to be comfortable in it, and we need to model the way. 

Having tracked my personal productivity, and the productivity 
of my agents, for several years now, I know exactly when we 
need to be ‘in’ the business, when we need to be working ‘on’ 
the business, and when we need to be focused on recovery and 
rejuvenation - so we can go out and do it all over again. Working 
against the natural economic tide leads to decreased productivi-
ty, stress, mistakes, and eventually burnout. 

Holidays and Long Weekends
Free time, time off, a holiday, or a vacation should not be some-
thing we must earn and then reward ourselves with at some 
point in the future. For a real estate professional, and any other 
professional for that matter, time off for rest, relaxation, and 
rejuvenation is essential to being able to operate in a peak state. 
Time off and rest must be a top priority to make long term 
success possible. People who never take time off quite simply 
cannot last in this business.

We all know agents that like to be on call over holiday weekends 
because they think they are going to get a step ahead of the 
slacker agents enjoying some much-needed time off with their 
families. I used to be the same way until I realized the random 
showings and appointments I took rarely resulted in a closing, 
much less a referral relationship of any kind.

I counsel my agents to mark off every national holiday on their 
calendar as a free day for the rest of their lives. I tell them 
not to just mark off the holidays, mark off the weekend that sur-

rounds it. I want them to start with the big six national holidays, 
Christmas Day, New Year’s Day, Memorial Day, 4th of July, 
Labor Day, and Thanksgiving. Once they master these few days, 
they will be more comfortable taking additional time off in the 
months and years ahead.

Our clients are taking this time off, and even if they are not, 
they are going to understand and support our agents taking 
time off. Clients and customers who don’t understand need to 
be released back to the market. They can go find another agent 
to torture. Our agents deserve better. We need to encourage our 
agents to set boundaries and respect and protect them. I know 
of no other professional fields where the practitioners are at 
the mercy of the public 24/7. Real estate agents should not be 
either.

The ‘All-In’ Season
Spring and summer without a doubt is the prime season for real 
estate.  A referral based business will produce steady income 
throughout the year, but spring and summer is when our agents 
can take their businesses to another level, and harvest addition-
al financial rewards.  This is time to go to work!

Here in Ohio, we tell our sellers that they want to get their 
house on the market right around Valentine’s Day.  That way, 
when the very first new buyers of the year start to dust off their 
Realtor.com apps, their properties are ready and waiting.  If the 
winter has been particularly harsh, that first glimpse of warmer 
weather leads to a dramatic increase in activity in March.

Spring and summer is when we have to be in our business and 
100% committed.  Spring and summer is when our agents will 
be working late at least a couple of nights a week and probably 
at least one day each weekend.  The business is there.  Their 
clients need their help and this is what they signed up for.  
They need to be ‘all-in’.
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The latter half of February, March and April are prime time 
but there are breaks in the business where things naturally 
slow down a bit. There is a pause for instance during Easter 
and spring break season. May, June and July are generally the 
busiest months of the year but Memorial Day weekend offers a 
break at a crucial time. June tends to slow down every year for 
a few days around graduation party season and Father’s Day. 

A strong July is critical to a strong year but I still want to see 
agents take the 4th of July and the nearest weekend off. Inde-
pendence Day week is one of the most popular summer vaca-
tion weeks for our clients, so it is a natural time for our agents 
to take a break too. July is also a transitional month. A lot of 
business will occur in a short time but by the end, things start 
to slow down as people squeeze in their last bit of vacation time 
before school starts again. Which brings us to August. 

The Mid-Year Recovery
There is still business to be had in August, but in reality, it is 
one of the slowest months of the year for placing houses under 
contract and securing new business. It is however, one of the 
biggest months for closings and our agents’ customer service 
and contract management skills are on full display. August 
marks the end of the All-In peak period and our agents need to 
take a break and celebrate another successful season.

The ‘On the Business’ Season
As we move into the last third of the year, the peak season is 
behind us. While there will still be a steady stream of referrals 
flowing our way, it’s time to look back at spring and summer with 
a critical eye and look for lessons learned that will make next 
year even better. During the fall, I like to encourage my agents 
to focus on developing new capabilities, completing continuing 
education requirements, and attending the State and maybe the 

National Association of Realtors conventions. I also want them to 
start developing next year’s business plan. I want to encourage 
them to create space to reflect and make plans to improve. 

The Holidays 
The holiday season in the USA starts with Halloween and spills 
like a hangover into the first week of January. It happens this 
way every year. From a working by referral perspective the 
holidays are the most important time of the year. This is the 
time when our agents should be making calls, writing notes 
and cards, giving gifts, going to parties, and visiting with their 
clients. 

I want our agents to approach the holiday season with a plan 
and sense of purpose. Their goal should be to contact everyone 
in their database at least once – and sometimes more than 
once. During November and December, the seeds that are 
planted, and the referrals earned, create closings in January 
and February that other real estate companies can only dream 
about. This is the ‘All-In’ season for gratitude and celebration.

The Year-End Recovery
Our agents have done great work this year and it is time to 
take a break, to recharge, and get some much-needed rest 
and relaxation with family and friends. Christmas through New 
Year’s should be a guilt-free opportunity for our agents to enjoy 
themselves and their accomplishments. A new year is about to 
begin, and spring and summer are right around the corner.
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THE AGENT SERVICE MANAGER
A primary tenant of our company culture and staffing strategy is 
to create an environment where everyone is free to do what they 
do best. Every team member in our offices has a defined role 
on their team and are given the tools and the latitude to do their 
jobs. We have a number of hiring tools to assist us in identifying 
‘right-fit’ team members. One way to ensure that our agents are 
free to do what they do best, is to support them with a staff 
person we call the Agent Service Manager (ASM).

The Agent Service Manager’s sole responsibility is to support 
the daily business activities of the agents assigned to him or 
her. The ASM is often the primary point of contact between the 
agent and the brokerage. Consequently this key team member 
must embody the best of what ROOST Real Estate Co. and 
Lucky Town Real Estate Co. aspire to be. 

The ASM manages all of the agent services the brokerage 
provides and provides ongoing technical and training support 
as needed. The ASM may be licensed or unlicensed but we feel 
an unlicensed person is best so that it is clear that he or she in 
a supporting role and not in competition with the agents. The 
ASM plays a critical role in the successful day to day function-
ing of the brokerage.

The ASM in many respects functions as a personal business 
assistant to the agents assigned to them. This means, within 
reason of course, the ASM is expected to do whatever it takes 
to assist the agent in facilitating the completion of a transaction 
and getting paid. This may mean scanning and emailing docu-
ments, getting signatures, pulling files, making copies, schedul-
ing a random appointment, or in many cases just being there to 
listen when the agents are ‘in the weeds’. 

 

 Job Description / Agent Service Manager 
(ASM) 

• Ensure that our agents are getting the greatest benefit from the  
 tools we provide.

• Onboarding new agents and implementing The Quick Start  
 Game Plan™.

• Assist with client appreciation parties, agent training sessions,  
 meetings, and any other brokerage associated events.

• Coordinate monthly Item of Value mailings each month. 

• Coordinate special projects such as screening new vendors,  
 and managing new equipment and software installs.

• Process files, make bank deposits, and write commission  
 checks to agents.

• Manage the brokerage trust account to state standards.

• Invoice agents monthly for errors and omissions insurance,  
 MLS, board fees, and miscellaneous expenses.

• Maintain Dotloop and paper-copy listing files to Division of  
 Real Estate standards.

• Maintain personnel files and records for agents, brokers and  
 branch offices.

• Maintain brand standards by encouraging each agent to  
 complete Listing and / or Buyer checklists for each file.

• Schedule showings, duplicate listings in secondary MLS  
 systems if applicable, and complete random tasks as requested.
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It is important to highlight what we do not want to task the ASM 
with. The ASM is not the company bookkeeper or the office 
receptionist. They are not a sales person but they may interact 
with customers and clients during the performance of their 
duties. Overall office sales volume and agent count will deter-
mine the ultimate task list for any staff member, but as a rule, 
if the task does not directly benefit at least one agent, the task 
should be performed by someone else.

The ASM needs to be proficient with Microsoft Office, be able 
to navigate the web, maintain electronic files, use all of the 
tools we provide our agents, and become familiar with the 
deposit and check writing functions of QuickBooks Online. We 
recommend the ASM candidate take a Kolbe A (www.Kolbe.
com) assessment and complete an office task ‘test’ prior to 
extending an offer. He or she must be available in the office 
during normal business hours.

How We Support Working by Referral
We offer Referral Maker CRM (Client Relationship Manager) to 
our agents.  This desktop and mobile platform is offered by 
Buffini and Company our training and coaching partners.  Re-
ferral Maker allows agents to track their referral creating activi-
ties, relationships, and transactions.  Referral Maker for Teams 
allows the broker or sales manager to manage leads, and reward 
referral producing activities for all agents in the office.  

The ASM assists new agents with importing their database of 
relationships to their Referral Maker account, directing agents 
to experts at Buffini and Company when questions arise, and 
accessing each agent’s database each month in order to create 
the monthly Item of Value (IOA) mailings.

A key tenant of ‘working by referral’ are the personalized Buffini 
and Company designed monthly Item of Value mailings.  We 
mail up to 100 Items of Value each month to our agents’ very 
best clients - at no cost to the agent.  This jump start to the 
Working by Referral business model is one of the most valuable 
services we provide. The ASM must insure this monthly task is 
executed without fail.

We are not handing out leads to agents, we are training agents 
how to create their own leads.  To paraphrase the ‘if you give 
a man a fish’ proverb, giving an agent a lead may feed him for 
a week, teaching an agent how to generate his own leads will 
feed him his entire career.
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Backstage Support
A real estate professional focused on building relationships, 
generating leads, and closing transactions doesn’t always have 
time for all of the ‘backstage’ activities that make the ‘on stage’ 
work possible.  That is why we offer each agent a complete 
productivity package designed to allow our agents more time 
with their clients and customers.

Each agent is set up with an account at Centralized Showing 
Services or Showingtime Showing Service to eliminate the need 
to personally set up showings on their listings.  Each of these 
services provide a mobile app allowing each agent to quickly 
and easily tailor the service to the needs of each seller.  These 
services and others like them, automatically ask the showing 
agents for feedback and that feedback can be shared directly 
with the seller in real time.

Each agent is set up with a Dotloop account.  Dotloop allows 
agents to create contracts and listing packages electronically 
on their desktop computers or mobile devices.  It provides 
a secure platform for obtaining signatures electronically and 
ensuring that contract packages are complete for compliance 
purposes.

Each agent is set up with a personal 8X8 Phone Number.  Our 
offices are equipped with an 8X8 state-of-the-art cloud based 
auto attendant and voicemail system.  The 8X8 system allows 
each office to tailor their answering and communication ser-
vices to the needs of their specific clients and market.  Through 
either a desktop computer or mobile app, agents direct their 
incoming calls to ring through to their desk, home office, cell 
phone, a fellow team member, or to voicemail, at select times 
of the day.  Agents can be notified about voicemail messages 
via email as well.  

Each of the above services require periodic upgrading and ad-
ditional training from time to time.  The Agent Service Manager 
is responsible for implementing not only upgrades to existing 

services as needed, but also bringing new agent services online 
as opportunities arise.  The ASM is ultimately responsible 
for making sure the office ‘works’ – meaning the office has 
dependable wireless internet access, fully functioning office 
machines and backup plans, and that the overall office is clean 
and maintained.

Your Pay Your Way
Whether you are new to the business, an experienced profes-
sional, or a team leader looking for the best possible brokerage 
to build your business with, ROOST Real Estate Co. has a 
compensation plan and fee structure that grows with you as 
your business grows.  Your Pay Your Way™ is designed to be 
transparent, easy to understand, and most of all flexible.  It is 
designed to support the goals of the agent, the brokerage, and 
the ROOST Real Estate Co. mission and brand values

YOUR PAY YOUR WAY™
A ROOST Real Estate Co. broker owner has five financial 
commitments. The first commitment is the Monthly Franchise 
and Marketing Fee payable to Real Estate Brands Ltd. This 
money is used by Real Estate Brands Ltd to continue to expand 
the brand through social and other electronic media, upgrade 
our print materials, and to keep the brand fresh and forward 
thinking. 

This fee is equal to 5% of sales and is payable monthly by the 
broker owner. This fee is capped through year 2020 at 5% of 
gross agent sales or a maximum of $5,000 per agent per year. 
And, unlike other national franchises, Real Estate Brands Ltd 
does not collect fees on individual transactions. 

The second commitment the broker has, is the Shared Office 
Expense. This fee is collected to cover the overhead of the phys-



56 57

A Real Estate Broker’s Guide to Entrepreneurial Success 

Backstage Support
A real estate professional focused on building relationships, 
generating leads, and closing transactions doesn’t always have 
time for all of the ‘backstage’ activities that make the ‘on stage’ 
work possible.  That is why we offer each agent a complete 
productivity package designed to allow our agents more time 
with their clients and customers.

Each agent is set up with an account at Centralized Showing 
Services or Showingtime Showing Service to eliminate the need 
to personally set up showings on their listings.  Each of these 
services provide a mobile app allowing each agent to quickly 
and easily tailor the service to the needs of each seller.  These 
services and others like them, automatically ask the showing 
agents for feedback and that feedback can be shared directly 
with the seller in real time.

Each agent is set up with a Dotloop account.  Dotloop allows 
agents to create contracts and listing packages electronically 
on their desktop computers or mobile devices.  It provides 
a secure platform for obtaining signatures electronically and 
ensuring that contract packages are complete for compliance 
purposes.

Each agent is set up with a personal 8X8 Phone Number.  Our 
offices are equipped with an 8X8 state-of-the-art cloud based 
auto attendant and voicemail system.  The 8X8 system allows 
each office to tailor their answering and communication ser-
vices to the needs of their specific clients and market.  Through 
either a desktop computer or mobile app, agents direct their 
incoming calls to ring through to their desk, home office, cell 
phone, a fellow team member, or to voicemail, at select times 
of the day.  Agents can be notified about voicemail messages 
via email as well.  

Each of the above services require periodic upgrading and ad-
ditional training from time to time.  The Agent Service Manager 
is responsible for implementing not only upgrades to existing 

services as needed, but also bringing new agent services online 
as opportunities arise.  The ASM is ultimately responsible 
for making sure the office ‘works’ – meaning the office has 
dependable wireless internet access, fully functioning office 
machines and backup plans, and that the overall office is clean 
and maintained.

Your Pay Your Way
Whether you are new to the business, an experienced profes-
sional, or a team leader looking for the best possible brokerage 
to build your business with, ROOST Real Estate Co. has a 
compensation plan and fee structure that grows with you as 
your business grows.  Your Pay Your Way™ is designed to be 
transparent, easy to understand, and most of all flexible.  It is 
designed to support the goals of the agent, the brokerage, and 
the ROOST Real Estate Co. mission and brand values

YOUR PAY YOUR WAY™
A ROOST Real Estate Co. broker owner has five financial 
commitments. The first commitment is the Monthly Franchise 
and Marketing Fee payable to Real Estate Brands Ltd. This 
money is used by Real Estate Brands Ltd to continue to expand 
the brand through social and other electronic media, upgrade 
our print materials, and to keep the brand fresh and forward 
thinking. 

This fee is equal to 5% of sales and is payable monthly by the 
broker owner. This fee is capped through year 2020 at 5% of 
gross agent sales or a maximum of $5,000 per agent per year. 
And, unlike other national franchises, Real Estate Brands Ltd 
does not collect fees on individual transactions. 

The second commitment the broker has, is the Shared Office 
Expense. This fee is collected to cover the overhead of the phys-



58 59

A Real Estate Broker’s Guide to Entrepreneurial Success 

ical office space including, rent or mortgage payments, office 
equipment, utilities, and all the rest of the things required to 
maintain a business. This fee is equal to 5% of sales and is 
retained by the broker. This fee is also capped through 2020 at 
5% of sales per agent per year to a maximum of $5000. 

The third commitment the broker has, is to the Administrative 
Staff including the Agent Service Manager(s) or ASM’s. Whether 
an office has 50 agents or 5 agents, administrative functions 
have to be completed by someone, and even if this is done in 
the early days by the broker herself, there is a cost involved. 
This fee is equal to 5% of sales and is retained by the broker. 
This fee is also capped through 2020 at 5% of sales per agent 
per year to a maximum of $5,000. 

The fourth commitment the broker has, is to the Basic Agent 
Service and Technology Package. We want our agents focused 
on working with buyers and sellers. We do not want our agents 
doing basic marketing and promotion, setting up showings, or 
filling out contracts with pen and paper. This fee is also capped 
at $5,000 a year or 5% of sales through 2020. 

The Fifth Commitment is to the broker owner herself and is 
called the Broker Service Fee. Every fee we have defined so far 
exists to cover the cost of owning and operating a brokerage. 
Every entrepreneur expects a return on their investment of time 
and capital. Our franchises are no different. This is where the 
Broker Service Fee comes in.

As you will note above, the monthly Franchise and Marketing 
Fee, Shared Office expense, Administrative Staff fee, and 
Basic Agent Services and Technology Package add up to 20% 
of every commission dollar earned by an agent. However, the 
most an agent will ever pay in any calendar year for these fees 
is $20,000 regardless of how much they earn. These fees are 
capped to cover actual costs and no more.

The Broker Service fee is equal to 10% of every commission 
dollar earned by every agent. There is no cap on this fee. 

Whether an agent earns $100,000 or $1,000,000 over the 
course of the year, the brokerage will retain 10%. We structure 
our fees this way to ensure the broker owners are rewarded and 
motivated to support all producers, regardless of their volume.

Agent teams are a strong trend right now and I believe will 
continue to be popular well into the future. All ‘team’ sales 
whether credited to a team member or the team leader are 
subject to the first four broker commitments up to a maximum 
of $5,000.00 each or a total of $20,000.00 per year. All team 
members are subject to The Franchise and Marketing Fee up to 
an annual maximum of $5,000.00 per year. The Broker Service 
Fee is equal to 10% of all gross commissions earned by the 
team and has no annual cap.  

Our Financial Goals for Our Agents
I would love to see every one of our agents earn at least 
$100,000 in gross commissions each year.  If that agent is 
paid on a 70/30 split, they are paid $70,000 and the brokerage 
retains $30,000.  All agents are responsible for their annual 
board dues and licensing fees, MLS fees, and a monthly errors 
and omissions insurance fee determined by the broker.

What if this agent has a great year and hits their $100,000 
sales goal at the end of September and still has several clos-
ings in the last quarter of the year?  Once the brokerage is paid 
$30,000 the agent keeps 90% of every dollar they earn for the 
rest of the calendar year.  This compensates the agent at, or 
above, the industry average and allows the brokerage to contin-
ue to grow, upgrade, and offer new services over time.

For a new agent just starting out, we offer full service and 
support with a 60/40 split.  Sixty percent of every dollar the 
agent earns is paid to the agent, and 40% is retained by the 
brokerage.  The agent is responsible for their monthly MLS(s) 
fees and a monthly Errors and Omissions Insurance fee.  Once 
the agent earns gross commissions of at least $60,000 during 
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a twelve-month period, or at the discretion of the broker owner, 
they move to the standard 70/30 split.  

Agents with a proven track record earning in excess of 
$150,000 per year, may negotiate up to a 90/10 split with the 
monthly Franchise and Marketing Fee, Shared Office expense, 
Administrative Staff fee, and Basic Agent and Technology 
Services Package covered with an additional monthly payment. 
This gives the broker the flexibility to create a package for a top 
producing agent or team while remaining true to the tenants of 
Your Pay Your Way™.  

I am going to talk about property management as it relates 
to broker profitability in the next section of this book.  I rec-
ommend that when a broker owner establishes a property 
management department that they staff it with w2 employees, 
including the licensed members of the team.  However, there 
are situations where a licensed property manager with an estab-
lished book of business may want to join one of our offices.  If 
that is the case, they should be treated exactly like any other 
licensed agent according Your Pay Your Way™.

 

THE BROKER OWNER  
EXPERIENCE
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Mission
We at Real Estate Brands want to be heroes to real estate brokers every-
where who work hard every day for their agents and clients.

Vision

Our goal is to redefine the real estate brokerage business model by 
ensuring superior support and services for our clients whether they are 
renting their first apartment, buying their first home, their second home, 
investment property, or an empty-nest condominium.  We want to be 
our clients’ real estate brokerage for life.

We provide our Broker Owner Partners with the tools and marketing 
muscle to create new streams of income from all facets of the real 
estate industry. These streams of income include listing and selling 
residential property, selling, leasing, and managing commercial property, 
and working closely with the owners of investment property to ensure 
their properties are working for them and not the other way around.  

Broker profitability and positive cash flow is job number one.

As we continuously expand our client base, whether they be renting or 
buying, we expand the opportunities for our licensed real estate profes-
sionals to grow their businesses in a thoughtful and intentional manner.  
At ROOST Real Estate Co. our licensed professionals are the best in the 
business and are all dedicated to continuously adding value, expand-
ing their capabilities, and deepening long term relationships with their 
clients.

PART 3: THE BROKER OWNER EXPERIENCE
In this section I want to give the  
reader a sense of what sets our  

broker owner relationships apart  
from the industry norms.

I want to try and share the essence and spirit of our brand, and 
how that hopefully will come through in the marketing and ad-
vertising materials we have in development. So, to begin, I have 
included some of the content from our Partner with Real Estate 
Brands Ltd. Brochure. 

PARTNER WITH REAL ESTATE BRANDS LTD®
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Real Estate Brands Ltd. is about the way our clients live 
today and the way they want to live tomorrow.

 THE SELF-MANAGING BROKERAGE™
1. We Work by Referral – We are in the relationship business, not the 
transaction business. Our approach to the business is built on earning 
referrals from our very best clients. Working by referral is built into our 
DNA and is essential to who we are as a company. We not only teach 
our licensed professionals how to create referral based businesses, we 
support them daily through our operations, marketing, and technical 
investments. 

2. The Client Obsession – We are committed to maximizing every oppor-
tunity we can to form a personal and lasting connection with our clients. 
Every client touch point from the moment a potential client contem-
plates a purchase or sale, until well after a transaction is closed, is an 
opportunity to advance our brand and reputation.

3. Innovation Through Process – We understand the freedom, innova-
tion, and superior service is achieved by documenting and sharing every-
thing we know about operating a profitable brokerage with our partners. 
A profitable franchise relationship is not just about a logo and marketing 
slogan, it is about the proven processes and operational procedures that 
form the basis for a consistent and satisfying client experience. 

4. Agents for Life – It goes without saying that our licensed profession-
als are the front line of our organization. Our agent attraction strategy 
and selection process is designed to screen in professionals that are 
personally aligned with our brand values. We expect to be the brokerage 
of choice for every agent we serve, at every stage of their career. We 
pledge to work with our broker owner partners to provide the leadership 
necessary to ensure our agents reach their personal goals and potential.

5. Tools and Tech – From the mundane of a reliable wireless connection 
and working printers and scanners, to the sophisticated technology of an 
online customer relationship manager, the tools we provide our agents 
must work as promised day in and day out. Every tool and technology 

we offer our agents is designed to facilitate working by referral, or to 
increase productivity. Tech that does not support at least one of these 
mandates is a distraction to be avoided.

6. Broker Profitability is Job #1 – Our mission is to support the entre-
preneurs that have chosen to make their mark on the world through 
real estate. Broker owners have been hit from all sides for years now. 
We believe that broker owners deserve to be recognized, and appropri-
ately compensated, for the critical role they play in our industry. Our 
clients will only be served if our brokerages and broker owners are 
financially strong. 

7. The 25% Solution – There is significant opportunity in this business 
for broker owners who wish to serve 100% of the people who need a 
home, not just the people who want to own their home. Adding prop-
erty management services sets up an additional stream of income that 
can make the difference between merely existing as an independently 
owned brokerage, and thriving. While it may be appropriate for some 
offices to emphasis property management over sales, for most, prop-
erty management income that is no more than 25% of total revenue is 
enough create significantly increased cash flow..

The Self-Managing Brokerage™ is our training program for our broker 
owner partners and franchisees. It is a self-contained business plan 
designed launch a new brokerage, or to transition an existing broker-
age to the Real Estate Brands Ltd model. Creating a Self-Managing 
Brokerage is not a one-time training event, it is the foundation of our 
value-added relationship with our partners and franchisees.

A Word about Chris McAllister
Chris has been a Realtor® since 2001 and a broker since 2003. Chris 
has owned franchises and helped manage a locally owned firm. He has 
lived the best and worst of both worlds and believes that a real estate 
firm has to be about the profession and the client to be successful. It 
cannot be simply about the agent or simply about the owner. 

Most large real estate firms are in the business of recruiting agents 
and selling franchises. These are important goals at ROOST as well but 
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new partners, recruits, and offices are a natural result of the growth of 
the brand and our message and mission of being Smart, Passionate, 
Supportive and Approachable.

ROOST Real Estate Co. is designed to serve the needs and goals of 
all of their stakeholders. To do that however, the Broker owner Entre-
preneurs have to make an appropriate return on their time, talent, and 
financial investments. The Self-Managing Brokerage™ is the training, 
branding, and operational guide to leading a successful and profitable 
ROOST Real Estate Co. or Lucky Town Real Estate Co. brokerage

Chris’s unique ability is creating business opportunities and strategies 
designed to support and add value to the lives of real estate profes-
sionals and their clients. ROOST Real Estate Co. is not only the com-
pany Chris has always wanted to work for, he considers ROOST Real 
Estate Co. to be his life’s work.

Real Estate Brands Ltd Owners  
and Partners 
Real Estate Brands Ltd plans to expand by partnering with entre-
preneurs interested in acquiring a franchise and franchise rights to 
specific geographic areas. We also expect to expand by opening addi-
tional company owned offices. RELB is also interested in establishing 
financial partnerships with entrepreneurs in new markets where RELB 
would share both the risks and rewards of a new venture.

For more information please contact Chris McAllister at  
844-806-6577 or Chris@RealEstateBrands.com. 
 

Our Five Aspirations 
 
I have five ‘Core Aspirations’ for our company.  

1. Be the Most Referred Real Estate Brand in the Land

2. Keep Clients for Life

3. Be the Only Partner our Realtors Will Ever Need 

4. Lead in Average Agent Productivity

5. Support the Most Profitable Broker owners in the Industry

 
Continuous improvement towards achieving aspirations 1 and 
2 are pre-requisites for achieving numbers 3, 4, and 5. But the 
reality is all five aspirations support and enhance the whole. Im-
provement in one aspiration supports improvement in all of the 
others. It all sounds a little out there I know but bear with me.

We are playing a different game than our commoditized com-
petition. We are making our own rules and establishing our own 
unique criteria for success. These are the outcomes that matter 
to us. We will measure our improvement in each aspiration over 
time. Our competitors will eventually have to grade themselves 
against the standards we set.  

The value of a ROOST Real Estate Co. or Lucky Town Real 
Estate Co. franchise is in the processes we have created, 
documented, and made available to our broker owner partners. 
Process is the not so sexy twin of what most people perceive 
as a brand. The real value of a McDonald’s franchise is in the 
systems, methods, and processes designed to ensure the profit-
ability of the business. 

Let’s face it, anyone can make a hamburger, but very few 
people can make billions of hamburgers at scale, and at a profit. 
Not to put too fine a point on it, just about anyone can get a 
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real estate license and sell a house or two too. Creating a scal-
able and sustainable business selling houses is not so easy. 

An individual involved in selling a product or service is involved 
in a transaction. An individual or company involved in selling a 
process, is involved in transformation. We aspire to be in the 
transformation business. It is counterintuitive to many, but the 
security of working within a proven process leads to greater 
creativity, connections and transformation. A unique process 
will give you the tools you need to lead your team, your market, 
and our industry. 

The majority of our unique methods and processes are centered 
on marketing and advertising. I believe that to be a successful 
entrepreneur in any industry, one has to be a successful mar-
keter. Marketing drives the business and consistent execution 
drives results. I look at Real Estate Brands Ltd. as a marketing 
company that just happens to work in the real estate industry.

Dan Sullivan, founder of the Strategic Coach™, has distilled the 
duties of an entrepreneur to their very essence. Sullivan defines 
marketing as the systematic planning, implementing, and con-
trol of business activity to bring together buyers and sellers. He 
defines sales as a transaction between two parties where the 
buyer received goods, services, or assets in exchange for money. 
Finally, he defines an entrepreneur as a person whose primary 
duties are the identification of the goods and services desired 
by a set of consumers, as well as the marketing of those goods 
and services on behalf of a company.

My Take on the State of Our Industry  
The real estate brokerage industry thrived during the early 
2000’s until the slowdown and eventual crash in 2007 and 
2008.  Almost every model from the large international fran-
chises, to the regional players, to the Mom and Pop shops 
across the country made money during the early 2000’s.  As 

we know, access to easy financing drove the frenzy and the 
resulting financial crisis.

Technology, the internet and the microchip have had a profound 
effect on the real estate industry during the last ten to fifteen 
years.  The effect of rapidly changing technology on the real 
estate industry is not unlike the effect technology had on the 
travel industry.  Real estate agents have not gone the way of the 
travel agent of course, but our industry has become a revolving 
door for new licensees who cannot gain traction quickly.  Suc-
cessful agents have learned to both work with, and to leverage 
technology, so that it works for them.  

Big players will always be with us, however, small players and 
niche players are learning to use technology to compete increas-
ingly well with the giants.  When looking at the industry in 
terms of productivity per agent one will find high volume agents 
at both the big companies, but increasingly in small niche or 
boutique firms.  

Advertising dollars in the real estate industry are traditionally 
spent in two areas, personal or institutional marketing, and 
advertising listings for sale.  Technology and the new virtual 
real estate brands are quickly leveling the playing field when it 
comes to exposure of real estate listings.  Consumers do not go 
to an individual agent website – or even a company site any-
more – to look for a home.  They go to Zillow, Trulia and Realtor.
com for information and to see listings.  

In terms of building a following, social media, YouTube, and 
Google are quickly changing what works in terms of building 
brand awareness.  From the beginning we hired professional 
social media experts to create and manage our presence on 
Facebook and Twitter.  We are expanding our strategy to include 
Instagram to target first time buyers and LinkedIn for recruiting 
purposes. While our internet marketing investments are sub-
stantial, they are a fraction of what they would have been had 
we launched 20 years ago.
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Real estate agents no longer have the luxury of building a sus-
tainable business thanks to simply being licensed by the state, 
cornering the market on listings, and doing whatever is possible 
to control access to information about those listings.   All of the 
information on the local multiple listing services is available ev-
erywhere on the internet.  This traditional advantage no longer 
exists.

Real estate brokerage has always been an 80/20 business.  
This means that just 20% of the licensed agent population con-
ducts 80% of the business.  The full time professional who has 
built and nurtured a proprietary book of business and knows his 
or her local market values is generally doing well right now.  The 
full time professional with an established book of business who 
has embraced the new technological reality has an opportunity 
to do incredibly well right now.  

The great recession has also changed what people think of as 
the American Dream.  The last few years have been a night-
mare for many home owners.  The loss of equity, being upside 
down on the mortgage, and the need for mobility – i.e. being 
able to go where the work is – has for many people stricken 
homeownership from their list of lifetime goals.

According to the U.S. Census Bureau, the seasonally adjust-
ed national homeownership rate stood at 65.3 percent in the 
fourth quarter of 2012. That was a big dip compared with the 
peak of 69.4 percent in 2004 but comparable to the 65.4 per-
cent rate at the beginning of 1996.  (http://www.bankrate.com/
finance/real-estate/nation-of-renters.aspx)

Obviously, more and more people are choosing to rent their 
homes than buy.  34.6% of the population require a home to 
rent.  Many of these people will not rent their entire lives.  Many 
will eventually buy – and some of these will sell and rent again.  
Attitudes toward renting vs. home ownership have, and are 
changing rapidly for more than a third of population either by 
choice or necessity.  

This market begs to be served.  The opportunity for profession-
alizing the property management business has presented itself.  
This requires improving the service level as the intermediary – 
the licensed real estate broker – between the tenant client and 
the investor client.  The income stream from property manage-
ment done well can be a significant source of income for real 
estate brokers.

Property management has never been easy, never been espe-
cially lucrative, and for the most part a niche business for a 
handful of small real estate firms.  However, demand for this 
service is rising.  The challenge is serving the needs of the 
tenant client while ensuring that the owner client is making the 
required return on his or her investment.  Prudent application 
of technology and the realization that many tenant clients will 
become buyers, and if not buyers then potentially tenants for 
life, means that either way, incorporating property management 
into the traditional brokerage model is an opportunity whose 
time has come.  

When one considers the demographic tsunami of the echo 
boomers / millennials moving into the housing market as both 
tenants and first time home buyers, the opportunity to broker 
all of the housing needs of this cohort is immense.  The coin-
cidental opportunity to serve the needs of landlord owners as 
capital floods the housing market less than a decade after the 
crash is equally immense.

An article in the October 2013 issue of The Atlantic titled “Why 
Wall Street Loves Houses Again” sums up the opportunity when 
discussing the Blackstone Group’s massive investment in single 
family housing:

“…the firm sees a new, untapped market that it believes can 
serve a growing group of renters who, thanks to tightening credit 
standards, can no longer afford the down payment to buy a 
home, or have been unable to convince a bank to give them a 
mortgage, or have simply soured on the idea of homeownership. 
Since the crises, Gray says the number of single-family homes 
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being rented has increased from 11 million to 14 million.  …the 
downturn created an opportunity to create a business … and in 
doing so we could do something for tenants that never existed 
before… Wouldn’t somebody pay for that experience?”

Not only will tenants pay for this experience but real estate 
investors require this level of service in what will be an increas-
ingly competitive marketplace.

No national or regional franchises that we are aware of are 
actively serving the needs of 100% of the people who require 
a place to live.  The 65% that are and wish to remain home-
owners is their primary focus.  We believe serving the housing 
needs of all customers be they tenants, buyers, or investors 
creates a synergy that will transform the real estate brokerage 
model and create new and fresh opportunities for real estate 
broker owners throughout the United States.

Broker Profitability Matters
I believe that where our passion for our business intersects with 
our desire to be heroes to our clients lies our opportunity as 
entrepreneurs to be rewarded handsomely for our efforts. This 
is not a magic formula however. If it were, many of us would be 
very well off indeed. Profitability requires focus, structure, a set 
of proven processes, and intentional execution.

Our business plan is deceptively simple. It is designed to 
offer our agents and clients superior experiences not regularly 
obtainable in the market, at a competitive if not premium price. 
In short, we offer superior value. My goal is to offer our broker 
owner partners and franchisees superior value as well.

A ROOST Real Estate Co. or Lucky Town Real Estate Co. 
franchise is not the least expensive in the market nor the most 

expensive. Our fees are however transparent and straight for-
ward. There are no surprises and no hidden charges. We work 
with our partners the same way we want you to work with your 
agents and clients. If you know what to expect, you can plan 
and budget for it.

Profitability is influenced by both revenue and expenses. Prof-
itability is also influenced by how we manage our income and 
expenses. The difference any given month between our revenue 
earned and expenses paid is cash flow. Managing cashflow is 
critical to the success of a real estate brokerage and its ulti-
mate profitability. Make no mistake, the cliché is true, cashflow 
is king.

I am passionate about teaching our broker owners to manage 
their cashflow. Some of us are very good at this skill and need 
no assistance. For most of us however, at least in my experi-
ence, budgeting, forecasting, and managing cashflow are not 
core competencies. A significant portion of our broker owner 
training program, called The Self-Managing Brokerage, is 
devoted to just this topic. We also provide ongoing support and 
access to additional resources as needed.

We suggest that our partners utilize QuickBooks online to man-
age their accounting. Using the online version allows the owner, 
Agent Service Manager, an accountant or bookkeeper, and any 
other team member to have access to the system tailored to 
their role in the company. We provide our franchisees with a 
chart of accounts specific to running a ROOST or Lucky Town 
brokerage. We also offer The Cash Flow Forecaster™, built on 
an excel spreadsheet, to help project and manage expected 
income and expenses into the future. 

We help build revenue with internet marketing strategies de-
signed to grow our three main lines of business. We have The 
Agent Attraction Strategy discussed previously in Part 2, as 
well as dedicated programs for attracting property management 
clients, and of course buyers and sellers. We utilize search en-
gine marketing, blogs, our continuously evolving websites, and 
various social media platforms to reach our target audiences. It 
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is possible that these techniques were responsible for introduc-
ing us to you, a potential future partner.

Managing Revenue and Expenses
Your Pay Your Way™ is designed to attract agents who want to 
build a scalable and sustainable business in a way that rewards 
the broker owner for their efforts. It directly and indirectly sets 
standards of service and production for our agents. It names a 
target and sets the bar high enough to be a challenge. It is a 
universal program with no room for special deals. It is flexible 
enough to accommodate high producers without compromising 
the integrity of the strategy. It is the primary income stream for 
most franchisees.

An additional revenue stream to the brokerage may include the 
broker owner’s own production. While it is never a good idea for 
the broker to be in competition with his or her agents, there is 
nothing wrong with a broker cultivating their own book of busi-
ness. The broker owner who walks the walk when it comes to 
working by referral and making full use of the tools we provide, 
is a powerful motivating force for the agents in the office. 

Another revenue stream that few brokers take advantage of is 
property management. Property management as a stand-alone 
department is not necessarily a great profit generator in and of 
itself. However, revenue from this service covers a significant 
amount of general office overhead throughout the year, making 
ongoing marketing and agent support investments sustainable. 
And, as I discussed earlier, the relationships we have with our 
owner clients are some of our best as many continue to buy 
more properties which generates additional commission income 
to the brokerage. 

In my office in Springfield, our average rent per unit is right 
around $550 per month. Our average sale hovers between 
$100,000 and $120,000. We are not a high-end market. The 

revenue we generate managing a little over 700 units for 150 
or so owners comes to about 25% of our total revenue. That 
means 75% of our revenue comes from sales. Other offices 
may do more and others less. For the Springfield office, it is 
the perfect mix. That is why I refer to adding property manage-
ment to a brokerage’s service offerings as the 25% Solution.

The Self-Managing Brokerage broker training program has a 
complete section devoted to starting and building a property 
management department. We have almost 15 years of experi-
ence in this area and have developed methods and processes 
that make the business manageable. We currently look after 
1200+ units amongst all our offices and we do it with an inter-
net based system called AppFolio. www.AppFolio.com We also 
employ a dedicated accounting firm specializing in property 
management and the AppFolio platform to handle our accounts 
payable and monthly reconciliations.

Expense management is built into our model for operating a 
profitable brokerage. Just as revenue is tied directly to produc-
tivity, so is expense management. One of the biggest expenses 
for any brokerage, especially one running a stand-alone property 
management division, is payroll. 

We address the payroll / productivity issue by first creating 
detailed job descriptions for every team member on each team. 
(An example job description for the Agent Service Manager is 
included in Part #2 of this book.) From there we document the 
behaviors of previously successful team members, and hire 
accordingly. There are a few more steps to the process that we 
teach in The Self-Managing Real Estate Brokerage™ training 
program, but that is the gist of our method.

We also influence expenses by building partnerships with ven-
dors that know us and understand our business. For instance, 
our printing partners have built a website for us designed to 
facilitate personalizing and ordering printed material such as 
business cards and brochures. Our sign company does the 
same. Our website and internet partners are set up to expand 
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with us and our broker owner partners well into the future at costs 
we can plan for and count on. We only work with vendors that offer 
us the greatest value for our money.

Marketing with Mindset Scorecards 
As I mentioned earlier in Part #2, we are working on several 
marketing projects using what we call mindset scorecards. We are 
currently beta-testing the Good Life for Realtors scorecard, the 
Make Your Real Estate Work scorecard for prospective property 
management clients, the Happy Home Buyer and Successful 
Home Seller scorecards, the What Success Looks Like score card 
for staff members, and the Take a Look at Your Future scorecard 
for prospective broker partners and franchisees.

A mindset scorecard is designed to do several things. First, it is 
an instrument that clearly defines our goals and aspirations as a 
company. Second, it helps prospective clients self-identify with our 
way of doing business and motivating them to learn more about 
what we offer. Third, depending on how a prospective client, team 
member, realtor, or broker owner scores themselves, gives us a 
pretty good idea if they are a good fit for our company.
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Brand Position and Concepts

Back in 2012 I began a partnership with Andy Hayes, founder 
of Hucklebuck Design Studio to bring ROOST Real Estate Co. to 
life for our clients and team members. Andy’s portfolio included 
branding for several prominent establishments local to Springfield, 
Ohio, as well as some work with nationally recognized companies 
based in Columbus. After several extensive meetings and inter-
views with me, Andy distilled the essence of the company I had 
in my head to four key attributes. The key attributes are Smart, 
Passionate, Approachable, and Supportive. 

The key attributes and benefits of our brands is summarized on the 
following pages.

The ROOST Real Estate Co. brand and associated marks have 
been developed to embody our market position and value proposi-
tion. Each of our lines of business, have color themed and coor-
dinated brochures, yard signs, web pages, post cards, billboards, 
stationery, business cards, swag, and office design elements that 
support the business. This ensures consistency and uniformity 
from office to office and agent to agent. And most importantly 
makes an emotional connection with our clients.

ROOST REAL ESTATE CO.  
believes in making the process 
of renting, buying, or investing in 
real estate more approachable, 
informative and generally less 
intimidating. We strive to create 
a warm & welcoming experience 
that will meet you where you 
are, whether you’re looking for a 
rental, looking to buy, or looking 
for an investment opportunity. 

BRAND POSITION
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Roost makes the 
process easy to 
understand / not 

intimidating

Roost provides options 
for every stage in your 
life (rental/purchase/

investment)

Roost offers a more 
laid back real estate 

experience designed to 
be warm and welcoming

KEY ATTRIBUTES

Empowered to approach 
ROOST knowing they’ll 

be informed and helped 
along the way

ROOST will grow 
with you or meet 

you where you are

Strong customer 
loyalty and long term 

relationships

KEY BENEFITS



80 81

A Real Estate Broker’s Guide to Entrepreneurial Success 

Roost makes the 
process easy to 
understand / not 

intimidating

Roost provides options 
for every stage in your 
life (rental/purchase/

investment)

Roost offers a more 
laid back real estate 

experience designed to 
be warm and welcoming

KEY ATTRIBUTES

Empowered to approach 
ROOST knowing they’ll 

be informed and helped 
along the way

ROOST will grow 
with you or meet 

you where you are

Strong customer 
loyalty and long term 

relationships

KEY BENEFITS



82

FOR THE WAY 
YOU WANT TO 
LIVE TODAY™

FOR THE WAY 
YOU WANT TO 
LIVE TODAY™

Bringing the Brand to Life

83

Bringing the Brand to Life

FOR THE WAY 
YOU WANT TO 
LIVE TODAY



82

FOR THE WAY 
YOU WANT TO 
LIVE TODAY™

FOR THE WAY 
YOU WANT TO 
LIVE TODAY™

Bringing the Brand to Life

83

Bringing the Brand to Life

FOR THE WAY 
YOU WANT TO 
LIVE TODAY



84

CAREER WITH

937.390.3715 x 401
www.roostrealestateco.com

14 E. Main Street
Springfield, Ohio 45502

FOR THE  
WAY YOU 
WANT TO  
LIVE TODAY.

Buy With ROOST™

My First ROOST™ is how we help our clients buy their first home.

My Next ROOST™ is how we simplify the process of helping  

buyers who have a home to sell first. Buy With ROOST signs 

and marketing materials are designed to convey the heart of our 

brand experience with design elements that are unique to the 

market place.

Rent With ROOST™

The ROOST Way™ is how we work with and market to our tenant 

clients. Rent With ROOST signs and marketing materials are 

clearly differentiated from Buy With ROOST by color. This 

helps avoid customer confusion between properties for rent and 

properties for sale.

Invest With ROOST™

The ROOST Landlord Advantage™ is how we help our owner clients 

ensure that their investments work for them and not the other way 

around. Invest With ROOST signs and marketing materials are used 

for commercial, multi-family, and distressed properties that will be 

marketed primarily to investors. These signs are also differentiated 

by color but clearly part of the same family.

MY  
NEXT 
ROOST

WE’RE HERE 
TO HELP YOU. 
SO GIVE US  
A SHOUT.

937.390.3715 x 401
www.roostrealestateco.com

14 E. Main Street
Springfield, Ohio 45502

Is There a Move In 
Your Future?

Do you need more space for a growing family?

Do you want to locate to a new 
neighborhood or school district?

Are you thinking about moving to a smaller 

home or condominium?

Is it simply time for a change?

Do you want to take advantage of a great  

buying opportunity and at a historically low  

interest rate?

Your ROOST Real Estate Co.™ professional 
has the experience and expertise you 
need to help you make  
your move.

MY  
FIRST 
ROOST

WE’RE HERE 
TO HELP YOU. 
SO GIVE US  
A SHOUT.

Here is a list of topics 
we will discuss at our 
first meeting.

• What is the most important thing to you about this move?

• How we represent you.

• Working with a ROOST Realtor™

• Finding your perfect home.

• Making the Internet work for you.

• Mortgage qualification vs. pre-approval. 

• How not to pay too much for your first home.

• Making an offer and negotiating counter offers.

• Inspections and hidden problems.

• Getting to closing and moving in.

• ALL of your questions and concerns.

Oh by the way... If you know of anyone interested in buying or selling 

real estate, we hope you will think of us. We promise to take great 

care of everyone you refer to ROOST Real Estate Co.™

937.390.3715 x 401
www.ROOSTRealEstateCo.com

14 E. Main Street
Springfield, Ohio 45502

RENT WITH
937.390.3715 x 401
www.ROOSTRealEstateCo.com

14 E. Main Street
Springfield, Ohio 45502

FOR THE  
WAY YOU 
WANT TO  
LIVE TODAY.

What does ROOST™ 
expect from you?
It is simple really. A landlord wants a fair 

return on their investment and they want 

to be able to make their monthly mortgage, 

tax, insurance and utility payments on 

time. They don’t  want any complaints from 

the neighbors or other tenants regarding 

excessive noise or bad behavior.  Most 

importantly, they want you to take care of 

your home and when your lease is up, leave 

it in the same or better condition than when 

you moved in.

 

What should you  
expect from ROOST™?
You should expect a clean, functional unit 

that is in move in condition the day your 

sign your lease. You should expect a staff 

that is responsive to your needs should 

your home require maintenance or repairs.  

Finally, you should expect to be treated at 

all times with the utmost respect.

ROOST-RENT FINAL.indd   1-3 1/22/14   4:24 PM
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Brick and Mortar
A real estate company’s success is no longer dependent on the 
location of their office, or in some cases, even having an office 
at all. These days, most of our agents only come in as they 
need to, usually to meet a client, attend a closing, or to turn in 
a file and collect a commission check. Technology has given 
every agent the option of having their ‘office’ wherever they 
are. In new markets, we are exploring shared space facilities to 
obtain a great address at an affordable cost with an opportunity 
for expansion. A larger operation and a robust property man-
agement business will require something larger but the need for 
dedicated space for individual agents has long past.

The pictures below will give you sense of our office in Spring-
field, Ohio. It is not terribly fancy, but it is supremely functional. 
Any office should fit the needs of the business and the expecta-
tions of the local market.
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The ROOST Culture
The following core values of the company are critical to deliv-
ering the results our clients deserve. While we may be far from 
perfect on any given day, these are the actions and behaviors 
every ROOST team member aspires to consistently demonstrate. 
A career with ROOST is not be for everybody, but for those who 
share our desire to transform the real estate industry, the poten-
tial for growth, achievement, and unlimited income potential is 
very real.

We All Are Free to Do What We Do Best

My unique ability is creating business opportunities and strat-
egies designed to support and add value to the lives of real 
estate professionals and clients. In other words, the highest and 
best use of my time is spent assessing situations, identifying 
problems, creating solutions, and working with clients and team 
members in implementing those solutions. I want my team 
members to be free to do what they do best as well.

Unique Ability Team 

At ROOST, we continuously strive to maintain a work environ-
ment where everyone is in a position to maximize their unique 
abilities. We want to ensure that each person is the right fit for 
each job. To that end, we are a Kolbe® client. (www.Kolbe.com) 
We use Kolbe to help us define our job descriptions and choose 
the right person for each job as part of our interview and hiring 
practices.  

We Are Dedicated to Personal Growth

ROOST Real Estate Co. is the result of many years of expe-
rience, and thousands of completed transactions and rental 
agreements signed. The one constant in our industry is change. 
The velocity of change continues to increase and we as real 
estate professionals have be out in front of that change. We 
believe we are on the leading edge of what the 21st century 
real estate brokerage must be to meet both the challenges and 
the needs of the industry and our clients. 

We want to see our team members realize their full potential 
both within the business and in their personal lives. We believe 
in the power of personal coaching and self-development and 
make these resources accessible to our team members. The 
nature of our business is that being licensed by the state is 
critical to being of greater value to our clients, making more 
money, and advancing within the organization. We support our 
staff members becoming licensed ROOST Real Estate Co. pro-
fessionals if they so desire.

Opportunity

There is no shortage of opportunity in our business. The key is 
to find ways to be of greater and greater value to our clients. We 
believe in abundance and the power of productive relationships. 
We reject the scarcity mindset of a transaction based business 
where our services continue to devolve into lower cost / lower 
value commodities. We are dedicated to expanding systems and 
networks of cooperation that multiply everyone’s resources and 
results.

We Work by Referral

Each ROOST Real Estate Co. office is a stand-alone, referral 
based, Lead Generation Machine. The fact that we work by 
referral is a key point of differentiation for us. We cultivate 
referrals from our tenants, owners, past and current buyers and 
sellers, and our individual spheres of influence.  

Community 

ROOST strives to become an integral part of the fabric of the 
communities where we do business. We continuously look for 

“cause marketing” opportunities where our desire to contribute 
dovetails with our desire to communicate our brand and mes-
sage to our target audience. 
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Have an Ownership 
Attitude
When there is a problem, step up 
and take responsibility. Never report 
a problem without bringing a solution 
along for the ride.  

Create Value 
Continuously look for new ways to be 
of greater use to our clients and fellow 
team members. Look for new ways to 
contribute and help our client’s realize 
their goals.  

Take Initiative 
Don’t wait to ask permission to do the 
right thing when it comes to exceeding 
the expectations of a client. We expect 
you to do what is right.  

Focus on Results 
The road to ruin is paved with good 
intentions. At ROOST® we trade on 
performance, not promise.

Have Patience and 
Compassion
We serve a diverse client base with 
varied educational and socio-economic 
backgrounds. Not all of our clients 
will handle problems and conflict the 
way you or I might. Regardless, we 
will treat everyone we serve with the 
utmost dignity and respect.

Take a Partner
Some of our challenges are bigger than 
we are, or at least seem that way. Take 
a partner with another team member 
or team leader. Don’t hide bad news 
thinking it will go away. If something 
feels wrong, it probably is.

Never Give Up
Mistakes and breakdowns in 
performance are learning opportunities 
in disguise. You will make mistakes – 
our hope is that you will do all you can 
to never make the same mistake twice.

What Success at 
ROOST® Looks Like THE SELF-MANAGING BROKERAGE™ 

 
The Self-Managing Brokerage™ is our onboarding and training 
program for new franchisees. The initial training is an evolving 
work in progress. Our ultimate goal is to create our own Hamburg-
er University (thank you McDonald’s) for our broker owner part-
ners and managers. The initial training is five days long including 
travel into and out of either Dayton or Columbus, Ohio. The 
training is held at our current home base of Springfield, Ohio. 

The training expands in detail the processes discussed in this 
book, includes all the marketing materials and plans in place and 
in development, as well as presentations by our key vendor, adver-
tising, tech partners, and preferred providers. The week is de-
signed as a collaborative forum to ensure we understand the goals 
and desires of our franchise partners so that we may support their 
businesses as promised.

We are also designing training programs specifically for property 
management professionals and broker owners who wish to add 
this service to their offices. These training sessions will also be 
held in Springfield with the option of having our key personnel 
make onsite visits to our franchisees offices. We will be recording 
all our training sessions and making the videos available online to 
our franchisees as well. 

THE SELF-MANAGING 

REAL ESTATE 
BROKERAGE   

TRAINING MANUAL
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The Self-Managing Brokerage™
Training Highlights by Day

MONDAY / TRAVEL DAY AND INTRODUCTIONS
• About Real Estate Brands Ltd.

• Realizing Our Five Aspirations

• Kolbe ‘A’ Exercise

TUESDAY / IT STARTS WITH A CLIENT
• The Client Experience

• Marketing and Advertising

• Working with Investors

WEDNESDAY /  
WHERE THE VERY BEST AGENTS DO WHAT THEY DO BEST
• The Agent Experience

• The Agent Attraction Strategy

• Agent Training and Development

• The Agent Service and Technology Package

• Your Pay Your Way™

• Celebrating Agent Teams

THURSDAY / IT’S ALL ABOUT THE ENTREPRENEUR
• The Broker Owner Experience

• Broker Profitability Matters

• QuickBooks Online

• The Cash Flow Forecaster™

• Managing with AppFolio

• Marketing with Mindset Scorecards

• Staffing 

 

FRIDAY / FRANCHISE SUPPORT AND TRAVEL DAY
• What You Should Expect from Real Estate Brands LTD.

• Brand Position and Concepts

• Brick and Mortar

• Ongoing Support

• Monthly Reporting
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Conclusion 
So, care to join us?  Our company as I write this is barely five 
years old in conception and well into our fourth year old as a 
going concern.  In that time however, we have laid the ground-
work for a scalable and sustainable enterprise that addresses 
the needs of the client, the agent, and most importantly, the 
broker owner.

We invite you to engage with us in a transformational journey. 
We need you to help us bring our brand to the world.  We want 
to help more and more people live the way they want to live to-
day, and help them get to where they want to be tomorrow.  We 
want to partner with you to build the real estate brokerage you 
always wanted for yourself, your agents, and your clients.  

I hope my vision for ROOST and Lucky Town reminds you 
something you have felt deep down inside your entire career.  
That there is a better way and that we and our industry are at 
our best when we partner with others who share our values and 
commitments.  I want you to remember what it feels like when 
one and one make three.

1 + 1 = 3 is the essential equation for all success in the world. 
It is the magic spark.  It is the motivation for making a differ-
ence in lives of our clients and the agents who serve them.  It is 
the reason success is never fully understood.  It is the equation 
you are shooting for when you desire to make your own dent in 
the universe.

Are there risks associated with joining what is essentially still a 
start up?  Of course there are.  However, if you share our vision 
for what a real estate brokerage should be, then you owe it to 
yourself to learn more.  

If you want to share your thoughts and opinions with us, I urge 
you to take a few minutes and complete the Take a Look at Your 
Future Mindset Scorecard at   http://kys.coach/s/CIKk/TakeAL-
ookAtYourFuture. For information about a ROOST Real Estate 

Co. or Lucky Town Real Estate Co. franchise, please email me 
at Chris@RealEstateBrandsLtd.com to request a Franchise 
Disclosure Document.  

 

 

 

Our mission is to redefine the real estate brokerage business 
model by ensuring superior support and services for our clients 
whether they are renting their first apartment, buying their first 
home, their second home, investment property, or an emp-
ty-nest condominium. We want to be our client’s real estate 
brokerage for life.

We plan to provide our future Franchise Owners/Partners with 
the tools and marketing muscle necessary to create multiple 
streams of income from all facets of the real estate industry. 
These streams of income include listing and selling real proper-
ty, leasing and managing real property, and working with owners 
of investment property to ensure their properties are working for 
them and not the other way around.

As we continuously expand our client base, whether they be 
renting or buying, we expand the opportunities for our licensed 
real estate professionals to grow their businesses in a thought-
ful and intentional manner. At ROOST Real Estate Co. our 
licensed professionals are the best in the business and are all 
dedicated to continuously adding value, expanding their capabil-
ities, and deepening long term relationships with their clients.
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Chris McAllister was born and raised in Springfield, Ohio and 
graduated from The Ohio State University with a degree in 
Communication in 1982.  He also earned a Master of Arts in 
Organizational Management (MAOM) in the late 1990’s via the 
University of Phoenix online campus.  

Chris worked in single and multi-unit retail management 
throughout the Midwest and Northeastern United States from 
1985 through 2000.  His last assignment was opening and 
managing Target stores on Long Island and in Queens NYC.  

Chris returned home to Ohio in late 2000.  He entered the 
real estate business as a licensed sales agent in Ohio in 2001.  
He earned his broker license in Ohio in 2003 and became a 
licensed broker in Florida in 2013.  He was a RE/MAX franchi-
see from 2003 to 2009 and was affiliated with Real Estate II, a 
well- established local brokerage from May 2009 until Decem-
ber 2013.  He founded ROOST Real Estate Co. in 2014 and 
Real Estate Brands Ltd. in 2017.

Chris’s unique ability is creating business opportunities and 
strategies designed to support and add value to the lives of real 
estate professionals and their clients.  Chris created ROOST 
Real Estate Co. as his platform for helping people get the most 
out of their real estate investments whether they are investors, 
owner occupants, or tenants.
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