It's Not What You Make,
It's What You Keep!
How to Get and Stay Profitable

Shane T. White, CRS
Broker/Owner — RE/MAX Town & Country
512.515.5263 shanetwhite @remax.net
www.ShaneTWhiteTeam.com
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Mizsion Statement: Orur mission is to provide the 7008 Goals
lighest lovel of customer service by | g0 30 npion
incorporating knowiedge, itegrity, | a0 275 Gideg
ﬁf":g’:’m ";:d"':’:f:‘m Grass Cormission: $1,170,000
; . §175
O e s mec dtoexceeding |\ orace Sales Price: $175,000

Core Values: Excelience is our minimum stapdard,
Absohute honesty and integrity.
Live the “Platinum Rule”...treat
othiers the way they want @ be
treated.

Perfect real estate transaction.

Values:
Family, Fur, Respect, Prafit

Strategies:

Team Approach
Cuztomer for Life
Unguestionable buegrity
Team Development

Education apd self improvement is
vital {0 our success.
There is oo “1” in TEAM.

Exrcntive Semmary

REMAX Town & Coumtry and The Shane T. White Team ate currently in an expansion
phase. 2007 was an “OK” vear in terms of business and the current status of the real
gstate market. The 2008 Goal of 39 Million in sales is a 6.5% incresse over 2007
closed business and the incresse 1o 223 sides is an 8% increase over 2007, We feel with
the current state of the real estate market and the buver’s hesitance 1o make decigions to
buy, these goats will be chalienging to achieve. Our goat this year is 1o implement better
gysterns, especisily on the listing side. We have set ideas 1o implement from our retreat
this vesr, and wilt focus on onp ides each meering until they aro 2lf tmplemented. We
will need to add a dedicated agent to help with Birerman Day’s business and to cover the
lot sales for the new development Rio Anche Ranch.

The Shane T. White Team’s objective is to give our clients unwavering service and
negotiste the best possible purchase contract with the greatest likelihood of closing
escrow and closing on time.

REMAX Town & Country may also ook to add additional “ilependent™ agents to the
company that wili perforn outside the reaim of the “Team™. Paula Edwards moved to an
independent agent in 2007,

REMAX Town & Countey operates a5 8 Sub Chaper S organization. Tt key
management is as follows:

Shane T. White CEO/Listing Specialist/Tesam Leader
8 years in the business
Diamond Chab from REMAX
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Executive summar y

= “State of the Market”

= Ambitions for the Business for the
Next Year

= Define the Type of Organization —
Sole Proprietorship, S Corp, C Corp

= Key Management and Experience
E Support Teams
= Current Market Conditions
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Paige White

Chyde A, Davig

Liz Barta

Ginger Floyd

Amber Felps

Nicole Henry

Juan Ayala
Micholic Cearlcy
Mary Jo Tyrrell
Mendy Wright

Chairman’s Club from REMAX

Lifctime Achicvemcnt from RE/MAX

Hall of Fame frome REMAX

Consistenly ranked among the top Austin RE/MAX Tearms

Ovmer/Advisor
6 % years in the business

Team member/Advisor
27 years in the bysiness
Hall of Fame from REMAX

Accounting/HR.
Financial operations

Teans Menager Marketing Administrator
€ yeurs in the business

Licensed Assistant

Closing Coordinator/Marketing Assistant
Licensed Assistant/ Buyer’s Specialist
Closing Coordinator’Assistant

Buyer's Specialist

Buyer's Spocialist

Buyer's Spociatist

Puyer's Specialist

Wrganizat
Support Teams;
Rill Caton - CPA

Michae! Dion .- Compister/Technology

Current market conditions fox the Liberty Hill area shows 1 sormal market with
normal/growing inventory. Range of prefessionaly from independent agents 10
companies. RE'MAX corgrols 27% of the regidential marker. REMAX, Ketler
Williams, Shin Oak Realty, Century 21, City Real Estate & Morntgage, and Coldwell
Banker controls over 54% of the residential market.

Managemeoni a8d Organization

Management Tearn
Rain Maker: Shape T. White

Partner! Advisor: Paige White
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Key support personnel and job descriptions
Team Manager and Marketing Administrator: Ginger Floyd

Listing mainienance
Agent feedback
Property marketing {ads, flyers, brochures, etc.)
Manage the mazrheting plan
Seller kits
Buyer kits
Special Marketing Events

Closing Coordinators / Marketing Assistants: Amber Felps and Nicole Henry
Escrow maintenance to closing
Schedule inspections, responses, loan coordination, etc.
Closing packages and gifis
Assist with marketing duties as directed by Ginger or Shane

Accounting/TR: Liz Banta
Performs all accoumting functions including writing checks
Prepares vearly budget and P&L statements
Meets with Shane monthly to go over budpet and PEL
Performs HR fimctions including payrolifiretirement plans/eic.

Marketitng Plan

Objective: To increase the number of qualified buyers and setiers that we will coms into
contact with that will lezd to an increase in sales and profitability for the team and
COTPARY.

i Client Appreciation Program — Continue with CAP program of matlings
followed up with phone calts, writing personsl notes (at the minimum
S/personiweek ), clicnt appreciation functions: Christmas in Novernber
(?)...may change this vear, possible summer party, possibie summer movie
event, Pep Bys with clients in CAP program (at least May: butbs/plants for
Mother's Day, July: sparkiers/flags, December: CDs), business lancheons,
This will increase the number of referrals and repeat business that we receive
from past clients and our sphere of influence. Continueg 1o increase this
datnbase with pew ciients that we choge.

Mewsletter — Reduce the pumber but incresse the quality., . 7000+ per month
io Liberty Hill, Bertram, west Georgetown, cut of town owners, and past
clients. This increases our name recognition, matket presence, and is an
avenue 1o sdvertise all of our listings and genezate buyer calls. The newsleiter
will be printed with full color front and back. We wilt alse revarp the took of
the newslenier to incorpoerate the new STW logo and fell color photos. We
will get the newstetters out on time svery fime according to the marketing
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Marketing
Programs
Outlined in
Detall
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schedule, Approx cost for sewsletter only is $850/month (pot including

postage).

Cipsing Gifts — Continue giving gifts at clesings that have better shelf life: T-
Shirts, Biankets, Mugs, Gift Cards, Drawings of Houses. . .the Brawings of
Houses wiit be more of a gtandand gift for buyers who buy houses (not tratlers,
ete.) We will create & “standard” shelf life gift. . eapecially for buvers,
Referral Gifis — Comtinue to send smal fokens for referrals received the day
we receive it Restaurant cards, Bames & Noble, Movie Tickets, Home Depot,
Movie Rentals & Popeorn, Alame Drafthouse

Referral Contest - add each person that sends us & referral ¢o the referral
contest o wits Southwest Airiines gift cards. The person receives one sngy
into the contest for the first referral and then 5 entries for each other referral
sent during the year.

Brochures/fiyers for esch house — Continue to have brochure boxes filled with
eolor flyers with FVR nusnber 1o cadl and have every other listing on the dack
with IVR numbers to calf. Fiyers to be delivered by Thursday of each week
for cach Jisting.

Make signs more of & priority, i.e. put up pending/soid signs in a timely
manner, Also, use directional sipns when the epportunity arises so we have
even more of & “presence” in the market, If possible, the directiona signs will
have our 515-LAND phone number on it. The use of 4XE signs on highly
visible properties, especially commercial properties, is vitally important as
wett,

Implement the new Pro Step Marketing website. Once set v, cancej the Real
Pro Site and start phasing out the #1 Expert site. Look at implementing the
SEO from Pro Step Marketing, List all our stings on the 2 sites that will post
them ta 40 other sites at a minimat cost per Pro Step Marketing.

Use virmual fours on af jeast ¥ of our house Listings and get them posted on
REALTOR.COM

Use the enhanced listings on REAL TOR.COM to promete our listings ontine.
Send an email out fo att “Liberty Hill” selling agents with each new listing we
get within 1 week. Occasionally on the larger listings, we will use the email
flver program to get it out 1o 4000+ agents within 2 weeks,

Local sponsorships — Spensor bocal teams: Little League? {cost may be too

b high), Basketball, Soccer, ete. Stay within the budgst for sponsorships as it

can get out of controk.

Continue with local newspaper ads to kave & “geaerai” presence for those
buyers/setiers who pick up these pubiications.

¥Fult page color ad in the Liberty Hill phone book

Where our business came from in 2007 (see attacked)

Marketing Calendar (see attached)
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nalysis of Business
ces of marketing bring

o of Business from each source

of Business from different
oduct types

= Volume of Business by Month



2007 |
2007 Analysis of Sources

- % Listing oA s % Total #
_ #Llisting  Sources/ #Buyer  %Buyer  Total#  Sources/

|Sources - Sources - Total  Sources Sources/Total Sources  Total Vol - ol/Totz il
Client Referra - 2.7% 36 i 38.3% ) 39 18.8% 429,000 2.3% 2,663,000 14.8% | 3,092,000 o
-|Listing Referr -0.0% 0.0% 0.0% 0 0.0% 0 0.0% 0 0.0%
‘|Reloction 0.9% 0.0% 0.5% 338,000 1.8% 0 0.0% 338,000 0.9%
Billboard - 0.0% 0.0% _ 0.0% 0 0.0% 0 0.0% 0 0.0%
Exp Listings 0.0% . 0.0% "~ 0.0% 0 | 00% 0 0.0% 0 0.0%
“|Craig's List 0.0% - 11% 0.5% 0 0.0% 60,000 03% | 0.2%
- |CMA Web cai 0.9% 0.0% 0.5% | 74,900 0.4% 0 0.0% 0.2%
~|Sphere/influ - 11.5% 16.0% 13.5% 2,564,500 13.8% 3,269,938 18.2% | 5,834,438 16.0%
Newsletter 0.0% 1.1% 0.5% 0 0.0% 340,000 1.9% 340,000 0.9%

Walk-in 0.9% 2.1% 1.4% | 100,000 0.5% 523,000 | 2.9% | 623,000 1.7%
 |Sign 0.0% 13.8% 6.3% 0.0% 2,247,050 12.5% | 2,247,050 6.2%
Website 0.0% 3.2% 1.4% 0.0% 638,360 3.5% 638,360 1.7%
Agent Referrg 0.9% 0.0% 0.5% 0.4% 0 0.0% 80,000 0.2%
Brochure 0.0% 0.0% 0.0% ) 0.0% 0 00% | 0O 0.0%

Out/town New 0.0% 0.0% 0.0% 0.0% 0 0.0% 0 L 0.0% |
" |Reputation 17.7% 4.3% 11.6% 3,772,779 20.4% 475,027 2.6% 4,247,806 11.6%
Just Sold Car 0.0% 0.0% 0.0% 0 0.0% 0 0.0% 0 0.0%
Builder 0.0% 0.0% 0.0% 0 0.0% 0 0.0% 0 0.0%
Repeat 16.8% 8.5% 13.0% 3,299,859 17.8% 5,255,800 29.2% | 8,555,659 23.4%
Jon 451% 8.5% 28.5% 7,527,942 40.6% 1,764,565 9.8% 9,292,507 25.4%
Realtor.com 0.0% 1.1% 0.5% 0 0.0% 150,000 0.8% 150,000 0.4%
REO 1.8% 0.0% 1.0% 104,500 0.6% 0.0% 104,500 0.3%

Aggie Newsltr 0.0% 0.0% 0.0% 0 0.0% 0.0% 0 0.0%
|Buyer/Listing 0.9% . 0.0% 0.5% 240,000 1.3% 0.0% | 240,000 0.7%
For Sale/Own 0.0% 0.0% 0.0% 0.0% 0.0% 0 0.0%
Showcard 0.0% - 0.0% 0.0% 0.0% 0.0% 0 | 0.0%
#1 Exp 0.0% 2.1%

1.0% . 0.0% 599,000 | 33% | 599,000 | 16% |
0.0% 0.0%
100.0% 100.0%
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0.0% 0.0% 0 0.0% 0 0.0%
100.0% | 18,531,480 100.0% | 17,985,740 | 100.0% | 36,517,220 100.0%
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- | # Contracts 5

Written

2,057,900

1,041,900 30,960

5,770,960
2,455,440
3,426,378
2,863,476 |

1,566,240 |

3,233,136 80,664 |

50,967 ]
134,916

19,862 |
35,170

13| 2,434,259

40,392

65,631

58,777 |

J

~

Total $
Listings
531,900

1,502,000

414,000

7943,055

11,242,500

~ 1,852,000
1,706,422

840,500
1,691,145

Nes

150,200
406,578

190,500
187,251
134 722
138,056 |

€

510,000

555 900 |

_ 2,164,742
4,827,905

1,212,940

1,157,054

724,740
1,541,991

79 4147|

181,185 |
220,284 |

TOTALS -m 36,517,220 | 1,032,619 | 722,043 113 18,531,480 163 995 | 17,985,740 191,338 | 176,412

Total Office
Average

347,300

121 053

510,000 | 347,

309, 249

804651 | 4

89 004 | 98 741

173,916
230,938




RE/MAX® Premier Market Presence Maitiiat Shisis b Lt Liatke Soid

34.95%

Ranking MkShare DOM
B W REMAX 34.95% 0
City Real Estate and
E = Mc'ggage 5.83%
I W KellerWilliams 5.83%
I W ShinOakRealty 4.85%
I W RoyalProperties 3.88%
I =W Century21 2.91%
B4 Market: AUSTIN
4 Area: LH 2
B4 Type: RES
i Closing Date: 1/1/2007 - 12/31/07 ‘

5.83% 5.83%

l'llll 1 2I91i

Based on data compiled from all residential properties sold in Austin Areas These
statistics represent the "Sold" Listings of all office locations and independent offices
of each multi-office or franchise organization identified which listings were sold by
such organization, according to the publications of the Multiple Listing Service for
Residential Properties (existing and new) in the Austin MLS areas for the time period
indicated. Note: This representation is based in whole or in part on data supplied by
Austin MLS. Neither the Association or its MLS guarantees or is in any way
responsible for its accuracy. Data maintained by the Association or its MLS may not
reflect all real estate activity in the market. Each RE/MAX Office is Independently
Owned and Operated.
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Budget and P&l

= Must Have a Budget in Place
m Review P&L at a minimum on a monthly basis

and compare it to your Budget

Use your budget and P&L to track your
expenses and the return (if any) that expense
brings to your business

Helps you to identify cycles in your business for
cash flow purposes

Keeps you from spending money that you
didn’t plan to spend each year. Ifit's not in the
budget, really analyze it before you spend it!



P&l

d categories for expenses and

n Reﬁrement
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W | ocation: RE/MAX Town & Country «—
Office, located in town on
the Highway for
maximum exposure.

: o t Cost:  Under $200

" Attended: Around 100 past clients
and sphere of influence




Food: Grilled hot dogs and
sausage and drank bottled
water.

Entertainment: Moonwalk, face
painting and
socializing

i3

‘, /} Invitations: Sent out postcard

| invites, email blast
reminder and
announced on
Facebook

s,
e,

Great Face Time!

Ve S Results: Over 66% of our business comes from
& Referrals, SOIl, Reputation, and
< — Repeat (including builders) business.
Events like this help us to network
more with those groupsl!
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. Faxing Service (Send and/or receive)
- Scanning/Emailing

- Internet Access for E-mail & Searches
- Photo Copies

- Color Copies

- RE/Max Town & Country Moving Van
- Moonwalk

- Notary Public Services

- Market Analysis of your property

(no obligation, plus great information to
have current)

- Conference Room Available for

Small Meetings




Closing Gifts & T-shirts

include blankets or
gs with coffee,

)st on blankets and towels are
een $5-8 plus $6-8 embroidery
s are $4

zies are $.75 each

Elementary P.E. departments sell
shirts to kids — kids get free entry into
game and run across field before
start of game

Donated shirts, has marketing on
back, but school makes 100% profit

@V
CruB

m REMAX Town & Country

W stLst5 L0

www.cadavis.com
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School Events .

PANTHERS
every employee €

district a
with our

REMI
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515-LAND

RE/MAX Town & Country

Appreciates LHISD Staff!

S e . = We brought the RE/MAX
- | Hot Air balloon in as a
hands on Science
demonstration for the kids!



ur most profitable year ever!

w.ShaneTWhiteTeam.com
shanetwhite@remax.net
512.515.5263



