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How to Use This Pack

This pack contains 60+ battle-tested Al prompts designed specifically for real estate agents. Every
prompt was crafted from real transaction experience — not generic Al templates you find online.

m Quick Start: Copy any prompt. Paste it into ChatGPT, Claude, or Gemini. Replace the
[BRACKETED PLACEHOLDERS] with your specific details. Hit send. Done.

- Step 1: Pick your situation. Browse the chapters by category — listings, buyers, marketing,
negotiations, etc.

Step 2: Copy the prompt. Each prompt is ready to paste. The gray boxes are your copy-paste zones.

!

- Step 3: Fill in your details. Replace [BRACKETED TEXT] with your property address, client name, price,
etc.

Step 4: Review and send. Al gives you a strong first draft. Edit for your voice, then use it.

l

Step 5: Save your favorites. Build a personal prompt library in a Google Doc or Notion page for instant
access.

l

Pro Tip: The agents who get the most from Al aren't the ones who use it occasionally —
they're the ones who build it into their daily workflow. See the 5-Minute Daily Al Routine
at the end of this pack.




Chapter 1: Listing Presentations & Winning the
Appointment

These prompts help you prepare Killer listing presentations, research sellers' motivations, and craft
pre-listing packages that win appointments over the competition.

Promnt #1- Pre-l istinn Research Rrief

I"ma real estate agent preparing for a |listing appoi ntment at [ ADDRESS] in

[ NEI GHBORHOOD/ CI TY] . The property is a [ BEDS/ BATHS/ SQFT] [ PROPERTY TYPE]. The seller's
likely motivation is [ MOTI VATI ON: downsi zi ng/ rel ocati ng/ di vor ce/ est at e/ upgr adi ng] .
Generate a one-page research brief covering: 1) Three conparable recent sales wthin
0.5 miles, 2) Current nmarket conditions for this mcro-narket, 3) Average days on
market for simlar properties, 4) Two unique selling points | should highlight, 5) Two
potential objections the seller mght raise and how to address them

® Run this 24 hours before the appointment. Print it and bring it — sellers are impressed by preparation.

Promnt #2° |1 istinn Presentatinn Secrint

Wite a 5-minute listing presentation script for a [ PRICE RANGE] [ PROPERTY TYPE] in

[ NEI GHBORHOOD] . My key differentiators are: [YOUR DI FFERENTI ATORS —e. g., professional
stagi ng, drone photography, 98%list-to-sale ratio, average 12 days on market]. The
seller is interviewi ng [ NUMBER] other agents. Structure the script as: 1) Openi ng hook
(why this property is special), 2) Market positioning (price strategy), 3) Marketing
pl an overview, 4) My track record with proof points, 5) d osing —why now and why ne.
Tone: confident, not sal esy. Conversational, not scripted.

m Practice this out loud twice before the appointment. Modify to match your natural speaking style.

Promnt #3° Seller Ohiectinn Resnnnses

I"'ma real estate agent. G ve nme persuasive but honest responses to these comon seller

objections: 1) 'Your commission is too high —another agent will do it for less.' 2) 'l
want to price it $[ AMOUNT] above your recommended price.' 3) 'l don't want to do open

houses.' 4) 'My nei ghbor sold for $[PRICE] —I| want the sane.' 5) 'I want to wait until
spring/summer.' 6) 'Can't | just sell it nyself on Zillow? For each objection, give nme

a 2-3 sentence response that acknow edges their concern, provides market data, and
pivots to val ue.

m Save these responses in your phone's notes app for quick reference during appointments.

Promnt #4- CMA Fmail to Seller

Wite a professional enmil to [ SELLER NAME] presenting my Conparative Market Analysis
for [ ADDRESS]. The reconmmended list price is $[PRICE]. Key conps are: [COW 1 ADDRESS —
SOLD PRI CE], [COWP 2 ADDRESS —SOLD PRI CE], [COWP 3 ADDRESS —SOLD PRI CE]. The enai |
shoul d: explain the pricing nmethodology in sinple ternms, justify why the reconmended
price maxinzes their net proceeds, nmention current nmarket conditions (active

inventory, buyer demand, days on market), and end with a clear next step to schedul e
the listing appointnment. Tone: authoritative but warm Under 300 words.

m Send this within 2 hours of the listing appointment while the conversation is fresh.



Promnt #5° Just | isted Annoilincement Fmail

Wite a 'Just Listed announcenment enmil for [ADDRESS], a [BEDS/ BATHS/ SQFT] [ PROPERTY
TYPE] listed at $[PRICE] in [NEI GIBORHOOD]. Key features: [TOP 3 FEATURES]. Open house
date: [DATE/ TIME]. The emmil goes to ny sphere of influence database of [NUVBER]
contacts. Include: an attention-grabbing subject |ine, property highlights, a lifestyle
angl e (why soneone would | ove living here), a clear CTA to share with anyone | ooki ng,
and a P.S. line that creates urgency. Keep it under 200 words.

m Send within 24 hours of going live. Speed matters for social proof.

Promnt #6° Pre-l istinn Packane Cover | efter

Wite a professional cover letter for nmy pre-listing package being sent to [ SELLER
NAME] at [ADDRESS]. | am [ YOUR NAME] with [ BROKERAGE]. Mention: ny experience ([ YEARS]
years, $[VOLUME] in transactions), my marketing plan highlights (professional

phot ogr aphy, social nedia, targeted ads, open houses), and what nakes me different from
ot her agents. The letter should make the seller feel confident | will get top dollar
for their honme. Format: formal business |etter, one page. Tone: professional,
confident, personal.

m Print on quality letterhead and hand-deliver when possible.



Chapter 2: Property Descriptions & MLS Copy

The listing description is often the first impression buyers get. These prompts generate compelling,
SEO-friendly copy that sells the lifestyle — not just the specs.

Promnt #7°- Ml S | istina Descrintion — | 1ixiirv

Wite an MLS listing description for [ ADDRESS], a |uxury [PROPERTY TYPE] |isted at
$[ PRI CE] . Specs: [BEDS] beds, [BATHS] baths, [SQFT] sq ft, built in [YEAR], |ot size
[LOT SIZE]. Key features: [LIST TOP 5-7 FEATURES —e.g., chef's kitchen with Wl f
appliances, primary suite with spa bath, heated pool, 3-car garage]. Nei ghborhood

hi ghl i ghts: [ NEARBY AMENITIES]. Wite it in tw versions: 1) Full description (250
words max —M.S |limt), 2) Short version (100 words for syndication sites). Tone:
sophi sticated, aspirational. Avoid cliches like 'stunning' and 'nust-see.' Lead with
the lifestyle, not the specs.

m Always check your MLS character limits. Most allow 250-1000 words.

Promnt #8° Ml S Descrintinn — Starter Home / First-Time Riiver

Wite an M.S listing description for [ ADDRESS], a [PROPERTY TYPE] perfect for
first-tinme buyers. Listed at $[ PRI CE]. Specs: [BEDS] beds, [BATHS] baths, [SQFT] sq ft.
Key selling points: [FEATURES —e.g., updated kitchen, fenced yard, close to transit,
nove-in ready]. The target buyer is [DESCRI PTION —e.g., young professional, grow ng
fam |y, downsizer]. Enphasize: value, |ocation, and what nakes this an excepti onal
opportunity at this price point. 200 words max. Tone: warm wel com ng, honest.

m For starter homes, emphasize neighborhood and value over luxury features.

Promnt #9° Ml S Descrintinn — Investment Pronertv

Wite an MLS listing description for an investnent property at [ADDRESS]. Listed at
$[PRICE]. Property type: [TYPE —nmulti-fam|ly/condo/SFR]. Current rent: $[ MONTHLY
RENT] . Gccupancy: [STATUS]. Cap rate: [CAP RATE] % Key nunbers: [GRM NO, any recent

i mprovenments]. Target buyer: real estate investor. Lead with the nunbers, then describe
the property and nei ghborhood growth indicators. Mention: rental demand, proximty to

[ EMPLOYERS/ UNI VERSI Tl ES/ TRANSI T], and any val ue-add potential. 200 words. Tone:

dat a-dri ven, professional.

m Investors want numbers first, story second. Lead with cap rate and cash flow.

Promnt #10° Pronertv Featiire Hinhlinht — Social Media

Wite 5 different social nedia captions for [ ADDRESS] at $[PRICE], each highlighting a
different feature: 1) The kitchen, 2) The outdoor space, 3) The nei ghborhood/| ocati on,
4) The primary bedroom 5) Overall lifestyle. Each caption should be 2-3 sentences nux,
include rel evant hashtags (5-8 per post), and end with a CTA (DM ne, link in bio,
schedul e a showing). Platform [INSTAGRAM FACEBOOK/ LI NKEDI N]. Tone: engagi ng, authentic
—not sal esy.

m Post one feature per day for 5 days. Creates sustained interest without overwhelming your feed.



Promnt #11° Pranertv Descrintinn — Rennvation / Fixer-l Inner

Wite a listing description for [ ADDRESS], a [PROPERTY TYPE] being sold as a renovation
opportunity at $[PRICE]. Current condition: [DESCRIBE —e.g., original 1960s kitchen,
needs roof, cosnetic updates throughout]. Wat nmekes it valuable: [POSITIVES —e.qg.,
great bones, premumlot, desirable school district, ARV potential of $X] . Target
buyer: investor or owner-occupant |ooking for sweat equity. Be honest about the
condition while selling the opportunity. 200 words. Tone: straightforward,

oppor tuni ty-focused.

m Honesty about condition builds trust and reduces tire-kickers.



Chapter 3: Buyer Outreach & Lead Nurture

Convert leads into clients with personalized outreach, follow-up sequences, and buyer consultations that
build trust fast.

Promnt #12° New | eAad First Resnnnse

Wite a first-response text nessage and emmil for a new buyer |ead who inquired about
[ ADDRESS/ AREA] . Their name is [NAME] and they canme from [ SOURCE —

Zi |l ow Real tor.conl | nstagranf Open House]. The text should be under 160 characters and
create a reason to reply. The enmail should be under 150 words, acknow edge their
interest, ask one qualifying question, and offer inmmediate value (e.g., 'I just pulled
3 simlar properties that aren't on Zillow yet'). Tone: hel pful, not pushy. Like a
know edgeabl e friend, not a sal esperson.

m Speed to lead matters. Send within 5 minutes of the inquiry. The first agent to respond gets the client 78% of the time.

Promnt #13° Ruiver Consiiltation Pren Oliestions

I"'ma real estate agent preparing for a buyer consultation with [CLI ENT NAME] who is

| ooking to buy a [ PROPERTY TYPE] in [AREA] with a budget of $[BUDGET]. Generate: 1) 10
qual i fying questions | should ask to understand their real needs (beyond

beds/ bat hs/ budget), 2) A framework for explaining the buying process to a first-tine
buyer, 3) Three ways to denonstrate nmy value vs. them searching on their own, 4) A
script for discussing buyer agency agreenent. Keep questions conversational, not
interrogation-style.

m Print these out and use as a guided conversation, not a questionnaire.

Promnt #14- Riiver Eollow-lIn Drin Sealience (5 Fmails)

Create a 5-enmmil drip sequence for buyer leads in [AREA] who are [TIMELINE —actively

l ooking / 3-6 nonths out / just browsing]. The sequence shoul d span [ TI MEFRAME —2
weeks / 30 days / 60 days]. Each emmil shoul d: have a conpelling subject |ine, provide
genui ne val ue (market update, new |listing alert, neighborhood guide, nortgage tip,
success story), include a soft CTA, and be under 150 words. The goal is to stay

t op- of -m nd wi thout bei ng annoying. Emails should feel personal, not automated. |nclude
suggested send days/tines.

m Set this up in your CRM to trigger automatically when a new lead enters your pipeline.

Promnt #15° Ruiver Needs Assessment Fmail

Wite an email to [BUYER NAME] after our initial consultation summarizing what |

| earned about their needs and confirm ng our next steps. They are |ooking for:

[ PROPERTY CRI TERI A —beds, baths, area, budget, nust-haves, deal -breakers]. Their
timeline is [TIMELINE]. Their pre-approval status is [STATUS]. The enmil should: recap
their top 3 priorities, nention 1-2 properties |I've already identified, outline the
next step (tour schedule, pre-approval intro, etc.), and reinforce ny commtnment to
finding the right home. Under 200 words.

m Send within 1 hour of the consultation. Demonstrates you were listening.



Promnt #16 Zillow/Redfin | ead Conversion Scrint

Wite a phone script for calling a | ead who subnmitted an inquiry on

[ ZI LLOW REDFI N REALTOR. COM for [ADDRESS]. Assune they've probably forgotten they
inquired and nay have contacted multiple agents. The script should: 1) Open with a
friendly, non-threatening intro, 2) Reference the specific property they asked about,

3) Ask if they're still looking or already working with soneone, 4) Ofer inmmedi ate
value (new listings, market info, showing availability), 5) Secure a next step
(showi ng, consultation call, or email perm ssion). Keep it under 60 seconds of talk
tine.

= Call within 5 minutes. If no answer, leave voicemail AND send the text from Prompt #13.

Promnt #17° Ruver 'Cold Feet' Reassiirance

My buyer client [NAME] is getting cold feet about nmaking an offer on [ ADDRESS] at
$[PRICE]. Their concern is: [CONCERN —e.g., overpaying, interest rates, market tinmng,
comm t nent anxi ety, inspection fears]. Wite a nessage | can send themthat:

acknow edges their concern honestly (don't dismss it), provides relevant data or
perspective, shares a brief anecdote about how hesitation plays out in this market, and
encour ages deci sive action wi thout pressure. Tone: enpathetic, know edgeable, calm
Under 200 words.

m Sometimes a client needs one honest conversation to move forward. This prompt helps you prepare that conversation.



Chapter 4: Open House & Showing Follow-Up

Open houses generate leads. Follow-up converts them. These prompts cover both ends.

Promnt #18° Onen Holise Invitation — Social Media + Fmail

Create an open house pronoti on package for [ADDRESS] on [DATE] from [TI Mg . Include: 1)
I nst agr aml Facebook post caption with hashtags (under 150 words), 2) Instagram Story
text overlay suggestions (3 slides), 3) Email invitation to nmy database (under 200

wor ds), 4) Nei ghborhood-specific angle (why soneone would want to |ive HERE, not just
in this house). Property highlights: [TOP 3 FEATURES]. Price: $[PRICE]. Tone: inviting,
exciting, comunity-focused.

m Post the social media version 3 days before and again the morning of. Send email 2 days before.

Promnt #19° Onen Hoilise Sian-In Follow-lIn Fmail

Wite a followup email for soneone who attended nmy open house at [ ADDRESS] on [ DATE] .
Their name is [NAME]. They [ SEEMED | NTERESTED/ WVERE JUST BROWSI NG ARE CURRENTLY

RENTI NG NEED TO SELL FIRST]. The enmil should: thank them for com ng, nention one
speci fic thing about the property, ask if they have questions, and offer to show

sim |l ar properties or schedule a private showing. Include a P.S. with a market stat
that creates urgency. Under 150 words. Tone: warm personal, not autonated.

m Send the same evening or next morning. Personalize the [SEEMED INTERESTED] part based on your actual
conversation.

Promnt #20° Pnst-Showinn Feedhack Reniiest tn Rilver

Wite a text nessage and email to nmy buyer client [NAVE] after we toured [ NUVBER]
properties today including [ TOP PROPERTY ADDRESS]. | want to: get their honest
reactions, narrow down their favorites, identify any new criteria that energed, and
schedul e next steps. The text should be casual and under 160 characters. The emil
shoul d be structured with a quick ranking exercise (have themrate each property 1-5)
and one open-ended question. Under 150 words.

m Send within 2 hours of the last showing while impressions are fresh.

Promnt #21° Onen Holise Neinhhaor Invitation Door Knock Serint

Wite a brief, friendly door knock script | can use in the neighborhood around ny new
listing at [ADDRESS]. | want to: invite neighbors to the open house on [DATE], let them
know the list price ($[PRICE]) so they can spread the word, nention |'mavailable if
they or anyone they know is thinking about buying or selling, and |eave a |l asting
positive inpression in under 30 seconds. The tone shoul d be nei ghborly, not sal esy.

I ncl ude a suggested | eave-behind (what to put on the door hanger).

m Hit 50 doors minimum. Neighbors sell houses — they tell friends and family about the area.



Promnt #2272 Showinn Feedhack Reniiest tn Riiver's Anent

Wite a professional followup email to the buyer's agent [AGENT NAME] at [ BROKERAGE]
who showed ny listing at [ADDRESS] to their client on [DATE]. | want to: thank themfor
the showi ng, ask for their client's feedback (price, condition, interest |evel),
mention that | have [ OTHER | NTEREST —ot her show ngs, an offer, etc.] to create
appropri ate urgency, and keep the door open for a foll owup conversation. Tone:

prof essi onal , peer-to-peer, not desperate. Under 150 words.

m Send within 24 hours of the showing. This is also competitive intelligence for your seller.



Chapter 5. Social Media & Content Marketing

Consistent content builds your brand. These prompts generate a week's worth of social media in minutes.

Promnt #23° \WWeeklv Content Calendar Generator

Create a 7-day social nedia content calendar for a real estate agent in [ MARKET/CITY].
My brand focuses on [ YOUR NICHE — Il uxury, first-tine buyers, investors, relocation,
etc.]. For each day, provide: 1) Platform (lnstagram Facebook, Linkedln, or TikTok),
2) Content type (carousel, reel idea, single inmage, story, text post), 3) Topic/hook,
4) Caption draft (under 100 words), 5) Hashtag set (8-10 per post). MXx content types:
2 value posts, 2 listing/ market posts, 1 personal/behind-the-scenes, 1

communi ty/ nei ghbor hood, 1 engagement post (poll/question).

m Batch-create content for the whole week on Sunday. Schedule using Later or Buffer.

Promnt #24- Market lIndate VViden Secrint

Wite a 60-second video script for a nonthly market update in [ClTY/ NEl GHBORHOOD] .
Current stats: nedian price $[PRICE] ([UP/DOM] [% YoY), [NUMBER active |istings,
average DOM [ DAYS], interest rates at [RATE] % The script should: open with a hook that
creates curiosity (not 'Hey guys, narket update!'), deliver 3 key takeaways in plain
English, include one actionable insight for buyers AND sellers, end with a CTA. For mat
it with [VISUAL CUE] markers for b-roll or graphics. Tone: authoritative,
conversational, like explaining to a smart friend.

= Film this in front of a recognizable local landmark for brand consistency.

Promnt #25° Neinhhorhood Giuide Pnst

Wite a nei ghborhood gui de social nedia post for [NEI GHBORHOOD] in [CITY]. Cover: 1)
Vi be in one sentence, 2) Price range for hones, 3) Top 3 restaurants/cafes, 4) Best
feature (parks, schools, transit, wal kability), 5) Wwo it's perfect for (young
professionals, famlies, retirees), 6) One insider tip only locals know Format as
either a carousel (8 slides with headers) or a |ong-formLinkedln post. Include a CTA:
' Thi nki ng about [ NEI GHBORHOOD] ? DM ne for a list of what's available right now'

m Create one neighborhood guide per week. Over time, you own the local search for these areas.

Promnt #26° Client Testimonial Pnst

Wite a social nedia post sharing a client success story. Cient: [FIRST NAVE] (or keep
anonynous). Situation: [CONTEXT —first-tine buyer, sold above asking, relocated from
out of state, found dream hone in conpetitive market]. Result: [OUTCOVE —closed in X
days, saved $X, won in nultiple offers, etc.]. Wite it as a short narrative (not just
a quote), tag the enotion, and end with: 'If you're ready for the same experience,
let's talk.' Include rel evant hashtags. Under 150 words.

m Ask for client permission before posting. Offer to tag them for mutual visibility.



Promnt #27: Instanoram Reel Ideas (10 Hhnok<)

G ve ne 10 Instagram Reel ideas for a real estate agent in [ MARKET]. For each reel: 1)
Hook (first 3 seconds —nust stop the scroll), 2) Content outline (what happens in the
reel), 3) Text overlay suggestion, 4) Estimated |ength (15-60 sec), 5) CTA. Mx of:
mar ket tips, nyth-busting, behind-the-scenes, property showases, and personal brand.
These should feel authentic and native to the platform —not commercials. My
personality is [ DESCRIBE —funny, educational, luxury, relatable, data-driven].

m Film 3-5 reels in one batch session. Post one every 1-2 days.

Promnt #28" ".1lust Sold' Case Stuudv Post

Wite a 'Just Sold' social nedia post for [ADDRESS] that goes beyond the basic
announcenent. Original list price: $[LIST PRICE]. Sold price: $[SOLD PRI CE]. Days on
market: [DOM . Tell the story: what was the challenge (multiple offers, |ow appraisal,
tough inspection, conpetitive market), what strategy we used, and what was the result.
Make the CLIENT the hero, not ne. End with a | esson other buyers or sellers can take
away. Under 200 words. |Include hashtags.

m These posts build credibility better than any ad. Post every closing.



Chapter 6: Negotiation & Offer Strategy

Win more deals with strategic offer positioning, seller persuasion, and negotiation frameworks.

Promnt #29° Offer Cover | etter for Riivers

Wite an offer letter fromm buyer [BUYER NAME(S)] to the seller of [ADDRESS], |isted
at $[LIST PRICE]. Qur offer is $[OFFER PRICE]. Key details about ny buyer: [PERSONAL
DETAI LS —first-time buyer, growing fanmly, relocating for work, |ove the

nei ghbor hood] . What they | ove about the house: [SPECI FI C FEATURES —the garden, the

ki tchen, the nei ghborhood]. Financing: [ CONVENTI ONAL/ FHA/ VA/ CASH] wi th [ DOAN PAYNMENT] %
down, pre-approved with [LENDER]. C ose date: [DATE]. Tone: genuine, personal,
respectful. NOT over-the-top enotional. Under 250 words. Note: Be careful about Fair
Housi ng —focus on the buyer's connection to the HOVE, not personal characteristics.

m Check your market — some states/MLSs have restricted buyer love letters. Verify before sending.

Promnt #30° Miiltinle Offer Strateav Fmail to Riiver

Wite an email to nmy buyer client [ NAMVE] explaining that the property at [ ADDRESS] has
received nultiple offers. W need to submt our strongest offer by [DEADLINE]. Qur
current offer: $[CURRENT OFFER]. The emmi| shoul d: explain the situation calmy,
outline our options (increase price, inprove terns, escalation clause, waive
contingencies —w th honest risk assessnment for each), give ny professional
recommendati on based on [ MARKET CONDI TI ONS], and ask for a decision by [TIME]. Tone:
direct, calm advisory. This is a decision nonent —be clear, not w shy-washy.

m Call first, then send this email as written confirmation. Phone calls close gaps faster.

Promnt #31° Coiinteroffer Jdustification to | istina Anent

Wite a professional enmail to the listing agent [ AGENT NAME] justifying ny buyer's
counteroffer of $[ COUNTER PRI CE] on [ ADDRESS] (listed at $[LIST PRICE], seller asking
$[ASKING ). Qur justification: [ REASONS —conparabl e sal es support |ower price,

i nspection findings, days on market, needed repairs estinmated at $X, appraisal risk].
The emai| should be factual, not adversarial. Present the data, acknow edge the
seller's position, and propose a path to agreement. Under 200 words.

m Always justify with data, never emotion. Numbers move negotiations.

Promnt #32* Pnast-lnsnection Renair Renliest

Wite a professional repair request letter after the honme inspection at [ ADDRESS].

Maj or findings: [LIST | SSUES —e.g., HVAC 20 years old ($8K repl acenent), roof leak in
NE corner ($3K repair), electrical panel needs update ($2K), plunbing issues ($1.5K)].
Total estimated repair cost: $[TOTAL]. We are requesting: [YOUR ASK —seller credit of
$X, specific repairs before closing, price reduction]. Frane it as reasonabl e and

dat a- backed. Reference the inspection report. Tone: professional, firmbut fair. Under
250 words.

m Always get contractor estimates to back up your numbers. Vague repair requests get rejected.



Promnt #33: Fxnired | istina Oinitreach Fmail

Wite a prospecting enail to a honeowner whose listing just expired after [DAYS] days
on market at [ADDRESS]. The previous list price was $[PRICE]. My nane is [ YOUR NAVE|
with [ BROKERAGE]. The emmil shoul d: NOT bash the previous agent, acknow edge the
frustration of not selling, offer a specific insight about why the home may not have
sold (price positioning, marketing, timng —pick one based on [ YOUR ANALYSI S]), and
propose a no-obligation consultation to discuss a different approach. Include one
conpel ling stat fromny track record. Under 200 words. Subject |ine nust create
curiosity, not sound |like a pitch.

m Send within 48 hours of expiration. Timing is everything with expired listings.



Chapter 7. Transaction Management & Closing

Keep deals on track with clear communication, milestone updates, and closing coordination.

Promnt #34- lInder Contract Milestone Fmail to Ruver

Wite an email to ny buyer client [NAVE] who just went under contract on [ ADDRESS] at
$[PRICE]. dosing date: [DATE]. The enmil should: congratul ate them outline the next 5
steps in order (inspection, appraisal, nortgage comm tnent, final wal kthrough,
closing), provide key dates and deadlines, set expectations about tineline and

conmuni cati on frequency, and include a reassuring note about the process. Attach a
closing tineline checklist. Under 300 words. Tone: cel ebratory but organized.

m Send within 1 hour of ratified contract. Sets the tone for a smooth transaction.

Promnt #3585 \WWeeklv Transaction lIndate Temnlate

Create a tenplate email | can send weekly to keep nmy client [NAVE] updated on their
transaction for [ ADDRESS]. C osing date: [DATE]. Include placehol ders for: current
status, conpleted mlestones, upconming mlestones this week, any action itens needed
fromthe client, and a brief reassurance note. The tenplate should feel personal even
though it's tenplated. Under 150 words. Include subject line: 'Your Home Update —Wek
[X] of [VY]."

m Send every Monday morning. Proactive communication prevents 90% of client anxiety.

Promnt #3A" Clonsinn Dav Conaratillatinns + Review Reniiest

Wite two nessages for closing day for [CLIENT NAME] who just [BOUGHT/ SOLD] [ ADDRESS] :
1) A warm congratul ati ons text nessage (under 160 characters) to send inmediately after
closing, 2) Afollowup email sent 3 days after closing that: congratul ates them again,
thanks them for trusting ne, asks for a Google/Zillowreviewwith a direct |ink,
mentions ny referral program (if applicable), and plants the seed for staying in touch.
Tone: genuinely warm not transactional. Under 200 words.

m The review ask works best 3-5 days after closing — they're still on a high but have settled in enough to write something
meaningful.

Promnt #37° | ender/Title Comnanv Coordination Fmail

Wite a professional email to [LENDER/ TI TLE COMPANY] coordinating the closing for

[ ADDRESS] . Buyer: [NAME]. C osing date: [DATE]. | need to: confirmthe closing date and
time, verify all conditions have been nmet, request the closing disclosure be sent

[ DAYS] days in advance, confirmw re instructions will be provided securely, and note
any special circunstances [e.g., renpote closing, POA entity purchase]. CC the

appropri ate parties. Tone: professional, organized, action-oriented. Under 150 words.

m Send this 10 business days before closing. Don't assume things are on track — verify.



Promnt #38' Deal Resciie — Annraisal Came in | nw

My buyer's deal at [ADDRESS] is at risk. The appraisal canme in at $[ APPRAI SED VALUE],
which is $[ GAP] bel ow our contract price of $[ CONTRACT PRICE]. Wite: 1) An enmil to ny
buyer explaining the situation and their options (renegotiate, pay the gap, wal k away,
di spute appraisal), 2) A nmessage to the listing agent proposing [ YOUR RECOVWENDED
SCLUTION —neet in the middle, provide additional conps for reconsideration, seller
credit]. Both should be calm factual, and solution-oriented. W want to save this
deal . Under 200 words each.

m Stay calm. More deals survive low appraisals than you think — if you handle the conversation right.



Chapter 8. Market Analysis & CMA Support

Use Al to speed up your market research, comp analysis, and pricing strategy preparation.

Promnt #39° CMA Narrative Siimmarv

I"mpreparing a CVA for [ ADDRESS], a [BEDS/ BATHS/ SQFT] [ PROPERTY TYPE] in

[ NEI GHBORHOOD] . My reconmended |ist price is $[PRICE]. Conparable sales: [COW 1:
address, sold price, date, sqft], [COW 2: address, sold price, date, sqft], [COW 3:
address, sold price, date, sqft]. Wite a professional narrative summary (250 words)
that: explains why each conp was sel ected, notes rel evant adjustnments (size, condition,
| ot, upgrades), positions the recommended price with confidence, and addresses
potential seller pushback on pricing. Tone: authoritative, data-driven,
client-friendly.

m |nclude this narrative on the first page of your CMA. Numbers alone don't persuade — the story does.

Promnt #40° Market Conditinns Siimmarv for Clients

Wite a plain-English market summary for [Cl TY/ NEl GHBORHOOD] as of [MONTH YEAR]. Stats:
nedi an sal e price $[ PRI CE] ([CHANGE] % YoY), active inventory [NUMVBER] hones, nonths of
supply [ NUMBER], average DOM [ DAYS], list-to-sale ratio [%4. Interpret these nunbers
for a non-expert: Is it a buyer's or seller's market? What does this nmean for pricing
strategy? Wiat shoul d buyers/sellers do right now? Under 200 words. Tone: informative,
conversational, actionable.

m Send this monthly to your entire database. Position yourself as the market expert.

Promnt #41° Investment Pronertv Cash Flow Analvsis Promnt

Hel p me anal yze [ ADDRESS] as an investnent property. Purchase price: $[PRICE].
Estinmated nonthly rent: $[RENT]. Down paynent: [%4. Interest rate: [9%. Property taxes:
$[ ANNUAL] . I nsurance: $[ ANNUAL]. HOA: $[ MONTHLY]. Estimated mai ntenance: [% of rent].
Vacancy rate: [9% . Calculate: nonthly cash flow, annual cash-on-cash return, cap rate,
GRM break-even occupancy rate. Present in a clean table format. Then give a

one- par agr aph recomendation: is this a good investnment and why/why not?

m Use this to quickly evaluate properties for investor clients. Speed impresses.

Promnt #42* Pricina Strateav Comnarisnn

I"mdeciding on a pricing strategy for [ADDRESS] in [ MARKET CONDI TI ON —

hot / bal anced/ sl ow narket]. My CMA suggests a val ue range of $[LOW to $[H GH . Conpare
three pricing strategies: 1) Price at $[ AGGRESSI VE —bel ow range] to drive nultiple
offers, 2) Price at ${ MARKET —m d range] at narket value, 3) Price at $[ ASPI RATI ONAL —
hi gh end] to test the ceiling. For each strategy, analyze: likely buyer response,
expected DOM probability of getting asking price or above, risks, and which narket
conditions favor it. Gve ne your recommendation for TH S specific market. Under 300
wor ds.

® Run this analysis before every pricing consultation. Shows sellers you've thought through alternatives.



Chapter 9: Sphere of Influence & Past Client
Reactivation

Your database is your most valuable asset. These prompts help you stay top-of-mind without being
annoying.

Promnt #43° Annual Home Valiie lIndate Fmail

Wite an email to a past client [ NAME] who [ BOUGHT/ SOLD| [ ADDRESS] with ne [ Tl MEFRANVE]
ago. |'msending their annual honme val ue update. Their purchase price was $[ PRI CE].
Current estimated value: $[ CURRENT VALUE]. That's a $[GAIN] increase ([%
appreciation). The enail should: deliver the value update, provide brief narket
context, nention |I'mavailable if they're curious about selling or refinancing, and
include a referral ask. Tone: hel pful, personal, not sal esy. Under 200 words.

m Send these on the anniversary of their purchase. Set calendar reminders for your entire database.

Promnt #44- Past Client Check-In (Non-Saleswv)

Wite a genuine check-in email to a past client [NAVE] who | hel ped [ BUY/ SELL] [Tl ME
AGJ . | do NOT want to pitch themanything. | sinply want to maintain the relationship.
The enmai| shoul d: reference sonething specific (their honme, their neighborhood, a life
event if | know about one), offer a hel pful resource related to homeownershi p (seasonal
mai nt enance tip, home val ue update, neighborhood devel opnent news), and feel like it's
froma friend who happens to be in real estate. Under 100 words. Tone: warm brief,
zero sal es pressure.

m Send one of these per month to 10 different past clients. Rotate through your database over the year.

Promnt #45' Referral Reniiest — Pnst-Clnse

Wite a referral request nmessage | can send to [CLI ENT NAME] who just closed on

[ ADDRESS] [ TlI MEFRAVE] ago. The nessage shoul d: express genuine gratitude for their
trust, mention that referrals are the highest conplinent in my business, nake the ask
specific ('If you know anyone thinking about buying or selling in the next 6
months...'), nake it easy to refer (provide ny contact info fornmatted for easy
forwarding), and not feel like a formletter. Tone: personal, appreciative,

| ow pressure. Under 150 words.

m The best time to ask for referrals is at closing and again at 3 months. Set reminders for both.

Promnt #46° Holidav/Seasnnal Toiichnoint Fmail

Wite a [HOLI DAY/ SEASON] email to my real estate database of [ NUMBER] contacts. The
ermai | should NOT nention real estate directly. Instead: share a genui ne seasonal
nmessage, include sonething useful (local event recommendations, a seasonal hone tip, a
reci pe, a charitable cause), and subtly reinforce ny brand as a conmuni ty-connected
agent. Include a P.S. that gently rem nds them|'m al ways available for real estate
questions. Under 150 words. Tone: warm conmunity-focused, human. Subject |ine should
have hi gh open rates.

m Send 4 seasonal emails per year: spring, summer, fall, winter. Your database forgets you if you go silent.



Promnt #47- Neinhhorhood Fvent / Commiinitv Involvement Pnst

Wite a social nedia post about ny involvenent in [EVENT —charity event, community
fair, school fundraiser, |ocal business grand opening]. | am[YOUR ROLE —vol unteer,
sponsor, attendee, organizer]. The post shoul d: share what happened and why it matters,
show genui ne ent husi asm for the conmunity, include 1-2 photos (describe what they
shoul d show), tag rel evant organizations, and naturally position nme as an agent who
cares about nore than transactions. NOT a hunble brag. Under 150 words. |ncl ude

hasht ags.

= Community involvement posts get 3x the engagement of listing posts. Do more of these.



Chapter 10: Productivity & Time Management

Use Al to automate the admin work that eats your selling hours.

Promnt #48° Dailv Priaritv Planner

I"'ma real estate agent with the followi ng on ny plate today: [LIST EVERYTH NG —
showi ngs, calls, followups, adm n tasks, marketing, personal errands]. Help ne

organi ze this into a tine-bl ocked schedule for a [ START TIME] to [ END Tl ME] day. Rules:
1) Revenue-generating activities (prospecting, show ngs, negotiations) get priority
norni ng hours, 2) Admin and marketing go in the afternoon, 3) Include a 30-mn |unch
and two 15-m n breaks, 4) Flag anything that can be del egated or automated, 5) If
there's too nuch for one day, tell me what to cut or defer. Format as a clean schedul e
with tinme bl ocks.

m Run this every morning with your coffee. Takes 2 minutes. Saves hours of decision fatigue.

Promnt #49- Fmail Resnnnse Generator — Client Inatiirv

| received this enanil froma client/prospect: '[PASTE THE EMAIL]'. Wite a professional
response that: addresses every question they asked, provides clear next steps,

mai ntai ns ny tone (professional but warn), and is under [WORD LIMT] words. If the
emai| requires information | don't have, note what | need to | ook up before sending.

m Use this for any email you're spending more than 5 minutes drafting. Al gets you 80% there in 10 seconds.

Promnt #50° | istinn Annnintment Pren Checklist

CGenerate a conprehensive |isting appoi ntnent preparation checklist for [ ADDRESS], a

[ PROPERTY TYPE] at $[ ESTI MATED PRI CE]. Include: research tasks (conps, narket data,

nei ghbor hood, seller history), materials to prepare (CMA, pre-listing package,

mar keting plan, credentials), physical itens to bring (business cards, tablet,
nmeasuring tape, canera), talking points to rehearse (pricing, marketing strategy,

obj ection handling), and day-of |ogistics (dress code, arrival tine, parking). O ganize
by: 48 hours before, 24 hours before, 2 hours before, at the appointnent.

m Save this as a template and duplicate it for every listing appointment.

Promnt #51° Fnd-nf-Dav Transaction Siimmarv

I need to docunent today's transaction activities for my records. Today |: [LIST
EVERYTHI NG —cal | s nade, emmils sent, show ngs conducted, offers witten, contracts
signed, issues resolved, next steps identified]. Oganize this into a clean daily |og
with: 1) Active transactions (by address, with today's activity and next step), 2)

Pi peline (leads contacted, follow ups due), 3) Tonbrrow s top 3 priorities. Format for
qui ck scanni ng. Under 200 words.

®m Spend 5 minutes on this every evening. Your future self (and your broker) will thank you.



Bonus: The 5-Minute Daily Al Routine

The agents who win with Al aren't the ones who use it once a month. They're the ones who make it a daily
habit. Here's a simple 5-minute routine that compounds over time:

Minute 1 — Morning Priority Set
Paste your to-do list into Al. Ask it to prioritize by revenue impact. (Prompt #56)

Minute 2 — Lead Follow-Up
Pick your hottest lead. Generate a personalized follow-up message. (Chapter 3)

Minute 3 — Content Creation
Generate tomorrow's social media post. (Chapter 5). Schedule it.

Minute 4 — Transaction Check
For each active deal, generate a client update or next-step reminder. (Chapter 7)

Minute 5 — Sphere Touch
Pick one past client. Generate a genuine check-in message. Send it. (Chapter 9)

That's it. Five minutes. Every day. Over 30 days, that's 30 personalized follow-ups, 30 social media posts,
30 client updates, and 30 sphere touches. No agent who does that consistently will ever lack for business.



Al Tool Recommendations for Agents

These are the Al tools we recommend for real estate agents in 2026. All prompts in this pack work with
any of the general Al assistants below.

ChatGPT Plus General prompts, content $20/mo Best all-around for agents

Claude Pro Long documents, analysis $20/mo Superior for CMA narratives
Gemini Advanced Google integrations $20/mo Great if you're in Google ecosystem
Canva Al Social media graphics Free-$13/mo Essential for visual content
Grammarly Email polishing Free-$12/mo Catches what you miss

Loom Al Video summaries Free-$15/mo Record listing tours, Al summarizes
Otter.ai Meeting transcription Free-$17/mo Transcribe client consultations

Our Recommendation: Start with ChatGPT Plus or Claude Pro ($20/month). That single
tool, combined with this prompt pack, will save you 10+ hours per week. That's 40+ hours
per month you can reinvest in prospecting, showings, and closing deals.

Want More?

Visit for:
* Free Al tool reviews and automation guides

» The Small Business Al Playbook (46 prompts for every department)
» Automation blueprints and workflow templates

Now go close some deals. m




