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01

ATTRACTION AGENT   3.0

How to become a 
Million Dollar Agent

Every day, real estate 
agents ask me what 
the secret is to earning 
bigger commissions, 
winning bigger listings 
and becoming successful 
at what they do.

How hard do you have to work, they want to 
know, to become a million dollar agent?

Sometimes my answer shocks them. Because  
it’s not always about working harder – it’s 
about working smarter. 

Anyone can become a million dollar agent. 
That’s because a million dollar agent is about 
an attitude – not the dollars. If you behave like 
a million dollar agent and copy the behaviours 
and discipline of the agents who are the most 
successful in their field, then very probably 
the money will follow. 

Over 20 years, I’ve had the great pleasure 
to know and interview some of Australia 
and New Zealand’s most successful real 
estate agents and to talk to them about the 
techniques, tools and thinking they use that 
sets them apart from others in their field.

Without exception, it comes down to the 
following factors:

• Understanding the power of their reputation 
and their brand.

• Understanding what is really valuable (hint: 
it’s not money).

• Putting honesty and integrity at the 
forefront of everything they do.

• Being prepared to invest in themselves (and 
sometimes that’s just by giving themselves 
time to breathe and recharge). 

• Recognising their personal weaknesses 
and being disciplined in their practice to 
overcome them.

• Walking the talk (or correcting quickly).

Last year, we analysed some of these 
elements in Attraction Agent 2.0. This year, 
we’re taking the discussion further and 
looking at new data that backs up these 
insights even more strongly. 

If you’ve got a story that you’d like to share 
about being an Attraction Agent, I’d love to  
hear it. Email me at tom.panos@news.com.au 
or post a comment at tompanos.com.au, 
Facebook or Twitter.

All the best,

 

Tom Panos
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You’ve heard about Return on Investment, right? 
It’s the financial calculation that accountants 
use to work out whether the money you 
spent on something was worthwhile.

But in the new world, the new metric to look 
at is Return on Engagement. 

The old world was all about interrupting 
consumers and marketing methods that were 
all about saying “Wow, look at me – I’m good!” 

But technology has changed all that. In 
the new world, it’s not what you say to the 
market, it’s what the market says about you. 

While the Return on Investment equation 
was a measure of the value of the money, the 
Return on Engagement equation is all about 
the value of your brand. 

Brand is what they say about you when you’re 
not there. Brand is what people are saying 
about you as an agent because of the quality 
and quantity of passive marketing.  

The attraction agent is aware that media is 
working 24/7. They know that a newspaper 
advertisement, a post on Facebook, or a listing 
on a website with beautiful photographs is 
what people will talk about. 

And the more people talk about and recognise 
the quality with which those elements were 
executed, the more that quality will be 
associated with the person who executed them, 
giving you a very high return on engagement.

Understand the  
New ‘Return Equation’

In the new 
world, it’s not 
what you say to 
the market, it’s 
what the market 
says about you.
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What do people say about you over the back 
of the fence to their neighbours? (Do they 
even talk about you at all?)

In a recent Nielsen poll that looks at 
trustworthy influences, 92% of respondents 
reported that a positive recommendation 
from a friend, family member or someone 
they trusted is the biggest influence on 
whether they buy a product or service.  

Are you recommendable? When people sit at 
a coffee table at their local café discussing real 
estate, which agent are they talking about? 

Trip Advisor has built an entire business 
model based on recommendations from 
normal people. So have Yelp and a host of 
other online social businesses.

Being someone who receives strong 
recommendations is a key pillar in building  
a million dollar business. 

Understand the Power 
of Recommendations

Are you 
recommendable? 

When people sit 
at a coffee table 

at their local café 
discussing real 

estate, which 
agent are they 
talking about?
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Marketing is about getting noticed.  
Sales is about closing. 

But these two functions are always confused. 
They are in fact, two very different things 
that deliver a different result. They are NOT 
interchangeable.

Marketing gets you to the table being 
considered for the listing. Sales is about closing 
the listing when you’re at the table. But you 
won’t be closing the listing if you haven’t been 
invited to the table in the first place. 

So how do you get to the table? 

In real estate there are two activities - “push” and 
“pull”. Some refer it to “attracting” versus “chasing”.

Understand the Difference 
between Marketing and Closing

There are only 
2 reasons why 
you don’t have 
every listing in 

your market. 
You were not 

called in or you 
were not good 

enough once 
you were there.

Listing 
Success 

Model 
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I have been researching successful real estate 
agents for 15 years and specifically training 
and coaching Australia’s and New Zealand’s 
best agents in recent years. The seven 
figure agents I interview all run an attraction 
business. They attract to them the best 
vendors coming onto the market because of 
the strength of their profile and presence. 

It’s quite simple: the agent that has the listings 
is the agent that gets the listings. 

Furthermore, the agent with the best 
marketed listings gets the vendors who will 
do the best marketing once they list. It’s called 
the law of attraction.

It’s no accident that Attraction Agents are 
highly skilled at selling vendor paid advertising 
(VPA). VPA is the absolute foundation of 
success in the new real estate world. A 
marketing-based agent uses acceptable VPA 
skills to help a seller get a better result for 
their property and as a by-product helps build 
their attraction business. 

The secret of Attraction Agents is to use your 
current listings and their marketing to help 
you get more listings with more marketing. 
Most importantly, this process is carried out 
because at all times it’s the vendor that wins 
most and the agent wins second. 

Attraction 
Agent Model 
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There’s a new buzz phrase in real estate 
marketing - “Make sure your Online and 
Offline are Inline.”

Brand is everything and in real estate 
everything you do either builds or destroys 
your brand. Your car, your smile, your 
Facebook account, your web presence and 
digital footprint, your print advertisements, 
are all sending a message. Consistency in 
that message is what builds a brand. Imagine 
walking through a prestige Mercedes 
showroom and seeing an old Toyota Corolla 
sitting on the showroom. It’s not consistent. 

This is exactly what happens when your 
online and offline get out of line. 

We’ve all seen examples of it. A stunning 
property is marketed with a large, beautiful 
page one internet listing combined with a small 
postage-stamp sized print advertisement. The 
online and offline is out of line. This sends out a 

distorted message to the buyers and influences 
their perception on the value of the property. 

The same can be said if a property is advertised 
as a large full page print advertisement and 
appears as a small internet listing on page 12 
of the search results. Again, the online and 
offline is out of line. It’s not consistent. 

You need to have a correlation between all 
your media. Your online and offline needs to 
be inline. That’s because the presentation you 
put forward in the media influences buyers as 
to the value of the property. Get everything 
consistent and buyers know they are dealing 
with a top notch quality property that 
requires a serious offer. 

Just as importantly, this consistency 
influences sellers and the perception they 
have of you as an agent – either someone 
who will ensure the presentation is consistent, 
or someone who lets details slide.

Understand How Online 
and Offline Work Together



We all know the existence of the passive 
buyer, but the passive seller is a very 
important person in real estate. 

This is the person that is formulating an opinion 
about what agent to use. The passive seller is 
not an active internet user but rather someone 
who flips through traditional media passively - 
whether it is the weekend papers or their local 
paper delivered to them each week. 

Newspapers build trust. That’s not just me 
saying it! The Nielsen Global Survey of Trust 
in Advertising (September 2013) found that in 
Australia, newspaper advertisements are the 
most trusted form of advertising there is with 
58% of people finding them valuable.  

Understand the Power 
of The Passive Seller 

Newspapers 58%

Ads before movies 48%

Display ads on mobile devices 25%

Magazines 50%

Online video ads 31%

Online banner ads 27%

Television 54%

Ads served in search engine results 32%

Radio 49%

Ads in social networks 27%

Text ads on mobile phones 20%

Reader trust in print journalism 
rubs off on newspaper advertising

Source: The Newspaper Works Quarterly Audience Report, Q2 2014.
Nielsen Global Trust in Advertising & Brand Messages Report, Sept 2013.

76%

8%

16%

Real Estate 
Mind Share 
Positioning

Sellers

One Agent     
Two Agents     

Everyone Else     
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Understand Real Estate 
Buyers Love Print Media 
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Did you know that buyers who come from 
the internet have different behaviours and 
expectations – and value – to buyers who 
come from print?

The internet delivers the majority of 
enquiries. But it does not deliver 100% of the 
enquiries. Many people mistakenly believe 
that because online is completely measurable, 
it is a complete package. But measurability is 
not a guarantee of effectiveness. Nor is it a 
guarantee that it is the only effective channel. 

The truth is that buyers come from various 
sources. Below is a list of most buyer sources 
for real estate:

• Internet websites 
• Newspapers 
• Signboards
• Agent brochures
• Existing database
• Referrals 

There are probably other sources but this 
covers the overwhelming majority. And so 
while we know where nearly 100% of the 
buyers come from, what we don’t know is 
where the best buyer will come from. 

Furthermore not every buyer is equal. Some 
buyers are more valuable than others. 

There are analytical buyers, called Internet 
Intellect Buyers, who sit on websites for many 
months and will only buy a property rationally 
when the price is right. This buyer is nice to 
have but not as valuable to a vendor as the 
Emotional Buyer who opens up their local 
paper, sees a home that they fall madly in love 
with and purchases it the following weekend 
by paying an emotional premium price. 

Million dollar agents know that to do the best 
for their vendor, they are in the business of 
attracting both kinds of buyers, not executing 
a marketing campaign that encourages one 
type of buyer behaviour. 

Understand the Value of 
Different Types of Buyers
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Passive Buyer
This buyer is not actively looking but passively 
notices real estate through offline media such 
as print, agent brochures or signboards. 

Active Buyer
This buyer invests a lot of time and energy on 
media particularly online portals and is very 
data driven. They are often referred to as the 
Internet Intellect Buyer. 

Local Buyer
This buyer lives local, eats local and buys local 
always skimming through the local paper.

Out of Area Buyer
This buyer may live interstate, overseas and 
uses the internet, virtual tours and videos as 
their primary search tool. 

So we clearly know where 100% of the 
buyers come from, but what we don’t know is 
where the best buyer will come from. And it’s 
highly likely that that is a variable that changes 
for every property, which is why you need to 
cover all your bases with your marketing. 

Understand the Four Buyers 

The Buyer Sources

PRINT

BROCHURE 
GUIDE

DATABASE

VIDEO

AGENCY 
WEBSITE

SIGNBOARD

REFERRALS / 
PAST CLIENTS

REAL ESTATE 
WEBSITES



Evidence based marketing is a great tool that 
provides an easy to understand dashboard of 
case studies to help vendors decide how to 
invest in marketing of their property. 

The law of “social proof” suggests that 
humans like to follow what others have done 
in similar situations. 

The chart above is very powerful at highlighting 
what marketing was used in recent sales. 
From the template above you can see this 
sample shows approximately 1% of the value 
of a property should be invested in marketing. 

Every agent should have a live dashboard. 
If you don’t have sufficient data individually 
create one at an agency level.

Understand the Power of Evidence 
Based Marketing (The Dashboard)

Property Address Sale Date Method Advertised Marketing Print Upgrade Video Original Buyer Sale Price
   of Sale Price Investment  Online  Source 

 40 Forrester Rd, 04/11/13 Auction n/a 17,500 ✓ ✓	 ✓	 Newspaper 2,100,000
 Erskinville

 22 Main Dr, 15/11/13 Private 975,000 8,450 ✓ ✓	 ✓	 Internet 960,000
 Newtown  Treaty

 11 Winters St, 28/11/13 Private 895,000 8,100 ✓ ✓	 ✓	 Signboard 883,000
 Camperdown  Treaty

 18 Elizabeth St, 08/12/13 Private 980,000 11,000 ✓ ✓	 ✓	 Internet 980,000
 Newtown  Treaty

 2 Williams Rd, 12/12/13 Auction n/a 6,500 ✓ ✓	 ✗	 Internet 800,000
 Stanmore  

 14 Eustace St, 22/12/13 Private 1,050,000 9,300 ✓ ✓	 ✓	 Newspaper 1,040,000
 Alexandria  Treaty

   AVERAGE  $10,141     $1,127,167

SAMPLE ONLY
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RP Data is Australia’s largest real estate 
data company. Among the many reports it 
publishes, one of the most valuable is the 
RP Data Media Maximiser. This report shows 
how effective different marketing styles are 
towards sale success. 

RP Data analyses more than 300,000 
individual sales a year for Media Maximiser. 
It looks at when a property listed, the price 
it listed at, where it was marketed (online or 
print), the final sale price and the number of 
days it took to sell. 

What Media Maximiser tells you is how 
effective the marketing you are doing as an 
agent is for your vendor. Below are some 
recent reports of price differential when print 
and online was used to market property vs 
online only. Media Maximiser is indisputable 
evidence that Print + Online achieve the best 
results for vendors – getting your client a 
faster sale and a higher price. 

On the following pages are examples of recent 
reports of price differential when print and online 
was used to market property versus online only. 

Understand the Power of the Data

“Mr and Mrs Smith would you 
like me to present you with a 
marketing program to make you 
happy or a marketing program 
to get you the best price?”

ATTRACTION AGENT   3.0



For a complete national list of reports go to www.NewsCorpAustralia.com/rpdata

ONLINE & PAPER ONLINE ONLY

$400,000

$390,000

$380,000

$370,000

$360,000

$350,000

$340,000
$354,109

$397,365

Caboolture Shire Herald
Houses - Average Sale Price

ONLINE & PAPER ONLINE ONLY

$435,000

$430,000

$425,000

$420,000

$415,000

$410,000

$405,000

$419,429

$433,378

Geelong Advertiser
Houses - Average Sale Price

ONLINE & PAPER ONLINE ONLY

$405,000

$390,000

$375,000

$360,000

$345,000

$330,000

$315,000
$341,686

$390,250

Cairns Post 
Houses - Average Sale Price

ONLINE & PAPER ONLINE ONLY

$540,000

$525,000

$510,000

$495,000

$480,000

$465,000

$450,000
$474,640

$528,971

Gold Coast Bulletin
Houses - Average Sale Price

ONLINE & PAPER ONLINE ONLY

$890,000

$875,000

$860,000

$845,000

$830,000

$815,000

$800,000
$824,974

$885,931

City North News - Brisbane
Houses - Average Sale Price

ONLINE & PAPER ONLINE ONLY

$700,000

$675,000

$650,000

$625,000

$600,000

$575,000

$550,000
$589,632

$690,452

City South News - Brisbane
Houses - Average Sale Price

 

ONLINE & PAPER ONLINE ONLY

$450,000

$440,000

$430,000

$420,000

$410,000

$400,000

$390,000
$400,706 

$450,391

Adelaide Advertiser 
Houses - Average Sale Price

ONLINE & PAPER ONLINE ONLY

$485,000

$480,000

$475,000

$470,000

$465,000

$460,000

$455,000

$466,680

$485,459

Courier Mail
Houses - Average Sale Price

ONLINE & PAPER

ONLINE & PAPER

ONLINE ONLY

ONLINE ONLY

$1,320,000

$1,300,000

$1,280,000

$1,260,000

$1,240,000

$1,220,000

$1,200,000

$1,160,000

$1,140,000

$1,120,000

$1,100,000

$1,080,000

$1,060,000

$1,040,000

$1,243,034

$1,078,615

$1,304,775

$1,147,127

Inner West Courier, West 
Houses - Average Sale Price

Inner West Courier, City 
Houses - Average Sale Price
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ONLINE & PAPER ONLINE ONLY

$570,000

$555,000

$540,000

$525,000

$510,000

$495,000

$480,000

$509,363

$557,654

Knox Leader 
Houses - Average Sale Price

ONLINE & PAPER ONLINE ONLY

$1,610,000

$1,580,000

$1,550,000

$1,520,000

$1,490,000

$1,460,000

$1,430,000

$1,485,515

$1,576,647

North Shore Times
Houses - Average Sale Price

ONLINE & PAPER ONLINE ONLY

$1,350,000

$1,300,000

$1,250,000

$1,200,000

$1,150,000

$1,100,000

$1,050,000
$1,136,598

$1,311,729

Manly
Houses - Average Sale Price

ONLINE & PAPER ONLINE ONLY

$620,000

$600,000

$580,000

$560,000

$540,000

$520,000

$500,000
$534,305

$587,366

NT News
Houses - Average Sale Price

ONLINE & PAPER ONLINE ONLY

$890,000

$875,000

$860,000

$845,000

$830,000

$815,000

$800,000
$818,144

$871,495

Manningham/ Whitehorse Leader
Houses - Average Sale Price

ONLINE & PAPER ONLINE ONLY

$390,000

$380,000

$370,000

$360,000

$350,000

$340,000

$330,000

$349,481

$382,561

Townsville Bulletin 
Houses - Average Sale Price

ONLINE & PAPER ONLINE ONLY

$725,000

$700,000

$675,000

$650,000

$625,000

$600,000

$575,000
$619,220

$698,678

Moreland/ Melbourne Leader  
Houses - Average Sale Price

ONLINE & PAPER ONLINE ONLY

$2,500,000

$2,250,000

$2,000,000

$1,750,000

$1,500,000

$1,250,000

$1,000,000
$1,442,322

$2,099,229

Wentworth Courier 
Houses - Average Sale Price

ONLINE & PAPER ONLINE ONLY

$2,150,000

$2,100,000

$2,050,000

$2,000,000

$1,950,000

$1,900,000

$1,850,000

$1,999,444

$2,132,935

Mosman 
Houses - Average Sale Price

ONLINE & PAPER ONLINE ONLY

$760,000

$750,000

$740,000

$730,000

$720,000

$710,000

$700,000
$714,528

$752,573

Westside News
Houses - Average Sale Price
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Understand the Importance 
of being on the Shopping List

One question I am often asked by agents 
wanting to improve their business is “How do 
I get on the shopping list to give more listing 
presentations?”

Everything we have talked about so far in this 
booklet will help you get onto that shopping 
list. But if there is one key element, it is that 
you MUST BE VISIBLE. 

Newspapers continue to give potential 
vendors an idea of who is active in their local 
area whether they are actively looking for that 
information or just flicking through. 

Research shows that 81% of newspaper 
readers look at the real estate section of their 
newspaper, whether they are looking to buy a 
property or not. 

83% said that reading their real estate section 
helps them to understand which agents are 
active in their local area. (Pulse Research, 
News Corp, 2013)

81% of newspaper 
readers look at the 
real estate section 

of their newspaper, 
whether they are 

looking to buy a 
property or not.

18 19
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The newspaper continues to drive the 
conversation about which agency is busy, selling 
and successful at the cafe, over dinner and 
over the back of fences between neighbours. 

One of a real estate agent’s largest challenges 
is going to more listing presentations. Print 
media is an ongoing scorecard for vendors, 
revealing which agents are active and successful 
and selling homes that look like theirs.

Vendors continue 
to use the 
newspaper as a 
guide on who to 
call out to a listing 
presentation

Source: News Limited Pulse panel Survey - Real Estate, Jan 2013.

AGREE DISAGREE

90%

80%

70%

60%

50%

40%

30%

20%

10%

0%

18%

82%

In 2013, Newspapers continue to 
give prospective vendors an idea 
of who is active in my local area.



Every Tuesday I send out a video blog  
of a free ”7 Figure Attraction Agent” on  
www.tompanos.com.au.

There are currently 16,000 subscribers receving 
these videos. In them, I ask these agents what 
they do, how they do it, their biggest learnings 
and the best advice they can give. This has 
grown from 0 to over 16,000 subscribers in 
three years. After hundreds of interviews I 
have learnt the following from these agents:

• They outwork the competition;
• They chase their dreams,  

not their competition;
• They show up to listings as a specialist and 

subsequently are treated like one;

• They “attract” more and “chase” less;
• They are “BRANDS” within “BRANDS”;
• They love what they do;
• They have assistants handling the back end 

and non-dollar productive activities; 
• They have a great “stay in touch” strategy 

with those on their database;
• They run world class open homes;
• They establish themselves in the market,  

not in the office;
• They focus on the process knowing the 

proceeds will come;
• They are action oriented;
• They have high levels of energy
• They are major consumers of real estate media

Understand that 
Success Leaves Clues

They show up to 
listings as a specialist 
and subsequently 
are treated like one.
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Weekly Video Coaching
www.tompanos.com.au

MAT STEINWEDEMARK KENTWELL TIM LAWLESS

JOHN PARANCHIBRAD BEER GLEN TWIDDLE

KYLIE DAVIS

MARCUS CHIMINELLO

MATTHEW BOURN GEORG CHMIEL

JOHN CUNNINGHAM CHRIS HANLEY
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What makes an Attraction Agent?

World Class Open Homes

5am Club

Ideal Week

Daily Physical Exercise

Crucial Conversations

10 before 10  
(10 calls before 10am)

22

Attitude of Gratitude

Daily Personal Development

Prospect 1-3 hours daily

Understands and sells 
vendor paid advertising

Positive friends/ reference groups

love
passion

trust
dollar productive

podcasts

accountability

real estate fit

follow up

focussed

community

rituals

human

energy
nurturedatabase

marketing care

ATTRACTION AGENT   3.0
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Understand the Power of Words

REHEARSED

BELIEF INTERNALISED

Attraction Agents understand the power of 
words. They don’t use 1000 words to try and 
convince a vendor of their argument when 
they know the 50 that will do. 

Attraction agents do not “word wander.” They 
have practised their scripts and dialogues 
so well, they have internalised them so well, 
that they are no longer need scripts or sound 
rehearsed. They are friendly words you would 
use with a friend giving them advice at a cafe. 
Until this time, they are fake empty words 
that sound forced.

A great 5 minute video clip you can watch on 
the perfect vendor paid listing presentation 
can be seen on www.tompanos.com.au under 
FREE Real Estate Training Tools. 

Get a copy of 
the News Corp 
Australia produced 
Live VPA Scripts 
and Dialogue CD.
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Gary Vaynerchuk, author of the great book 
“Jab, Jab, Jab, Right Hook” proposes that 
in the new noisy world where everyone is 
fighting for the consumers attention, the 
secret is to earn that right. 

In real estate we need to create a loyal tribe 
of potential vendors by having an exceptional 
“stay in touch strategy.”

Staying in touch is not about spamming people 
or landing on their doorstep in a personal 
cold call in the middle of their lunch. It’s about 
meaningful contact – providing information 
at the right time, being helpful, courteous, 
focused on the needs of the other person and 
offering a great service 24/7 even when – or 
especially when – people do not expect it.

Everything I have written about so far in 
this booklet is about how you earn the right 
to be someone’s agent by being present in 
their lives long before they decide to sell. If 
you only show interest in people from the 
moment they present a sales opportunity 
to you, your relationship will be solely about 
the transaction. If you have established a 
relationship with people before the sales 
opportunity, the relationship will be about the 
value you personally bring.

Understand You Have to  
Earn the Right to Win a Vendor

We must become 
their agent before 
they need an 
agent, so when 
they need an agent 
they have an agent.



In real estate you should always, in one form 
or another, tell a potential vendor that “It’s OK 
if you don’t list with me” or “It’s OK if you say 
no.” This is what we define as “detachment.” 

Occasionally you meet a salesperson who cares 
more about helping the client than whether 
they get the business, and then they generally 
get the business. People love that kind of 
salesperson. Detached, not desperate to get the 
deal and more interested in helping the client 
make a decision that is good for the client. 

This is the way any specialist operates. For 
instance, a medical specialist asks questions 
to help diagnose the problem and once this 
has been identified, prescribes the solution. 
This is the same process an attraction agent 
specialist uses. He or she is considered the 
area specialist due to their track record 
highlighted by their real estate marketing 
expertise. Consequently the prospective 
vendor treats them like a specialist.

The Attraction Agent is detached, 
confident and not desperate 

Show up as 
a positioned 

authority and they 
will treat you as 

one. Show up as a 
desperate, “needy” 

real estate agent 
and they will treat 

you like that too.
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The Game is the same. 
The rules have changed

If your TO DO LIST in your diary is the same 
as it was 20 years ago you need to re-invent 
yourself. 

For those of us who worked in real estate in 
the 70’s and 80’s; were instructed to cold 
call and spend hours every day interrupting 
strangers who did not want to speak to us 
and used the model ABC (always be closing), 
I am pleased to say we no longer have to 
feel guilty. Cold calling has been replaced 
with smart calling. Push has been replaced 
with pull. Attracting is replacing chasing. 
ABE (Always be educating) is replacing ABC 
(Always be closing). 

Sales behaviour has changed because vendor 
behaviour has changed. Follow the behaviour 
of a potential vendor and you will get clues on 
how you should behave. 

Real estate is now a marketing game and the 
best marketed agent wins the game. 

It’s not who you know, 
it’s who knows you
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First you make your habits then your habits 
make you. Routine will set you free. 

Real estate sales is considered the highest 
paid hard work and lowest paid easy work. An 
agent’s ability to manage their time is one of 
the most important critical behaviours. Creating 
rituals of your most important tasks is a trait 
the best agents I have worked with have had.

Real estate marketing based agents have 
the benefit of having a process driven 
structure which ensures that their offline and 

online media is working 24/7 making them 
“attractive” to potential vendors .

This process provides a real estate agent an 
“ideal week.” Having an ideal week will allow you 
to run a ‘process” driven business not just an 
“energy driven business.” Below is an example 
to get you thinking on your ideal week. 

Rituals

Advertising is 
prospecting 24/7

THURSDAYTUESDAY SATURDAYMONDAY FRIDAYWEDNESDAY SUNDAY

8.00am

URGENT  
SIGN OFF/

ADMIN

DAY OFF

9.00am

ADMIN/
PROOFING

VILLAGE
MEETING

10.00am PREPARE
VENDOR
REPORTS

11.00am

INTERNAL
MEETINGS

12.00pm APPOINTMENTS
11am-12.30pm

1.00pm

OPENS

OPENS

OPENS

2.00pm

APPRAISALS
2.30-3.30pm

CALLBACKS
10am-1.30pm

3.00pm

PROSPETING/
CALLBACKS

CALLBACKS
4.00pm

5.00pm
SIGN OFF

MARKETING

6.00pm

APPOINTMENTS/
APPRAISALS

APPOINTMENTS

APPOINTMENTS/
APPRAISALS

Ideal Week

My final words on your journey are to never 
let your personal history get in the way of your 
destiny. Who you are is not who you can be. 

Every day a real estate agent on this planet 
makes the decision to no longer be prepared 
to be average. This could be you and today 
could be that day. Right now you have the 
opportunity to re-write your agreement with 
reality and to show up to your real estate life 
with a new set of eyes. 

Have an attitude of gratitude. Being an 
attraction agent in real estate is a great way of 
life. There are so many benefits. You meet and 
help so many people. 

The flexibility of real estate means you can 
create your lifestyle around the business. 

Uncapped earnings, no major capital 
investment means financial rewards can be very 
lucrative for those with passion for the business. 

The hand that picks up a book is not the same 
hand that puts it back down. Hoping this fast, 
easy read minibook has achieved this. 

Be it – Don’t Say it! 

“... never let your 
personal history 
get in the way of 
your destiny.  
Who you are is not 
who you can be.”
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Testimonials

“Tom Panos is Australia’s best real estate coach. He’s 
actually walked the talk and he knows better than 
anyone I know how to teach others that same success.” 
John McGrath, CEO McGrath Estate Agents 

“Tom Panos is an absolute standout and  
thought provoking leader in the real estate 
coaching and speaking field.”
Marcus Chiminello, Director Marshall White

“Tom Panos is arguably Australia’s most respected 
and trusted real estate trainers. He is the guy that 
mentors me and I trust his judgement implicitly.”
Daniel Hayes, Managing Director  
Hayeswinckle Agent

“Tom is an exceptional trainer with content  
that is relevant to every agent operating in  
the current market, with a focus on the best  
scripts and dialogue that will undoubtedly  
generate more listing opportunities.”
James Tostevin, Director Marshall White

“Tom Panos is undoubtedly one of the country’s 
most progressive real estate thought leaders  
on what the best agents are doing to maintain  
their market dominance.”
Mike Green, Managing Director  
Harcourts International

“Tom Panos is the clear authority on real estate 
marketing and branding in this country. His techniques 
work in growing vendor paid advertising instantly.”
Charles Tarbey, Chairman Century 21

“Tom interviews and studies the real estate  
industry leaders and as a result delivers some  
of the best training in the country.”
Paul Curtain, Director Place Real Estate 

“Tom Panos is an authority of  
real estate marketing in Australia.”
Brian White, Chairman Ray White

“Tom Panos is the ‘expert’ in real estate advertising 
and vendor paid marketing in Australia”
Angus Raine, CEO Raine and Horne

“Tom Panos is the No. 1 Real Estate Coach in 
Australia. He delivers real information that works 
and is used by many of the leading agents in the 
country. It is the best training in the country.”
Mat Steinwede, Sales Agent  
McGrath Estate Agents Terrigal

“Tom is one of Australia’s (the world’s) best real 
estate trainers. He is authentic, passionate, up 
to date and always provides actual factual take 
aways which you can implement in your business 
immediately to double your commission.”
Alex Ouwens, Director  
Ouwens Casserly Real Estate

“Tom Panos lives and breathes the powerful 
messages he delivers to agents across the  
country. Nothing inspires like a credible and 
authentic role model and Tom is indeed a great 
example of “do as I do!” (Not what I say).”
Dane Atherton, Managing Director  
Harcourts Coastal
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He is the author of “Attraction Agent 2.0”, “Power” 
and “Critical Behaviours of Seven Figure Agents.” 

His blog and social media reach over 16,000 
real estate agents every week with his free 7 
figure agent interviews. 

His website is currently ranked No. 1 on Google 
search for real estate coaching and contains 
hundreds of free video, audio and success tools 
helping agents grow their sales business. 

Together with John McGrath, he delivers the 
audio podcast “Million Dollar Agent” listened to by 
over 6000 agents each week. 

Tom Panos is the General Manager Sales – Real 
Estate at News Corp Australia and a weekly real 
estate commentator on Sky News Business.

Tom Panos is the real 
estate coach and trainer 
most 7 figure agents rank 
the best in Australasia. 

TOM PANOS


