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city to city and country to country around the world,
they look for the RE/MAX balloon. RE/MAX
agents refer customers to each other around the
world and tap into the network to help a client get
the service they need wherever they need it.

THE PRODUCT
As a franchise organization, RE/MAX provides its
brokers and agents with the industry’s leading tools
to grow their respective businesses. RE/MAX pro-
vides its franchisees with world-class marketing
and events, technology, educational training and
coaching and franchise support programs.

RE/MAX agents provide exemplary customer
service and the combined experience of all of
their real estate transactions. With every change
in the market comes the need to modify the sell-
ing and negotiating strategy. RE/MAX franchise
owners typically have a high volume of transac-
tions in their offices. This provides the capital to
support leading-edge office systems and support
staff to facilitate a smooth and accurate transac-
tion for the consumer. 

RECENT DEVELOPMENTS
RE/MAX has launched an inte-
grated educational program
for agents at all different
stages of their careers. The
key difference in the
RE/MAX educational pro-
gram is the high level of
agent mentoring available in
the local offices. New agents
are invited to “RE/MAX and
You,” an overview of the bene-
fits within RE/MAX. SUCCEED
is a customized in-office mentoring
program for new agents and agents
who want to refresh certain key skills. Top
Producer panels are an opportunity for
agents to share best practices with peers.
RE/MAX also offers an exclusive in-office
mentoring program on client relationships and
lead management authoured by Brian Buffini &
Company. And for more in-depth personal coach-
ing for all levels of experience RE/MAX has a
preferred relationship with John Ferber and an on-
going relationship with Richard Robbins and
Brian Buffini.

RE/MAX has also launched a comprehensive
new Web-marketing strategy. As the industry 
has resisted to responding to consumers’ expecta-
tions on the Web, RE/MAX has launched a three-
part initiative. 

The first part involves offering better-quality
information to buyers on the Web in a format that
they enjoy using. Property searches on remax.ca
now show complete property addresses and descrip-
tions, additional photos, features and taxes, and they
can be plotted or found using Google Earth.
Consumers can zoom around and see neighbour-
hood amenities, density and proximity to parks,
schools and a host of other areas of interest.

The second part involves leading-edge
response technology. Today’s Web consumers
expect lightning-fast response times from agents
who are not often in front of a computer. RE/MAX
tracks all Web inquiries and automatically responds
to every inquiry while simultaneously copying the

agent. RE/MAX offers a state-of-the-art call cen-
tre for consumers who want to obtain more infor-

mation immediately. RE/MAX has
also implemented a follow-up

lead response system for the
agent and office to track the
progress of business gener-
ated from the Web.

For the third part of
this initiative, RE/MAX

has developed a leading-
edge search marketing

program with Google. With-
out search marketing, the

RE/MAX brand attracts the most
consumer traffic in the industry.

RE/MAX is sponsoring specific
local key word searches to generate

additional traffic.

PROMOTION
RE/MAX deploys a unique combination of
advertising and promotional programs to

enhance its dominant brand-name awareness and
to attract buyers to the inventory it has to sell. In

addition to traditional consumer advertising —
television, radio, print and outdoor — RE/MAX
has developed a dominant consumer-event strat-
egy and a dominant Web strategy. RE/MAX has
also developed the highest level of journalistic
integrity and as a consequence generates positive
real estate editorial in the major media. RE/MAX
is also a leader in community-cause marketing,
raising considerable donations for children’s hos-
pitals and breast cancer care and research. 

RE/MAX in Canada dominates paid media
share of voice with 68 percent, with the nearest
competitor at 27 percent. RE/MAX dominates the
positive public relations share of voice with 64
percent and its nearest competitor 30 percent.
RE/MAX was chosen by consumers to be “#1 on

the Web” versus other real estate companies and
was also chosen by consumers to be the “Best
Firm to List With” by a margin of 3:1.

RE/MAX is the first to deploy a compre-
hensive consumer-event strategy in high profile
home shows. As presenting sponsor of the Metro,
Fall, Ottawa and National Home Shows,
RE/MAX educates consumers on which renova-
tions add to the resale value of their properties 
and how to prioritize their renovations. When sell-
ing, RE/MAX will maximize the resale value of
your property.

RE/MAX advertising differentiates RE/MAX
agents as having the selling experience to get the
results consumers want. RE/MAX agents under-
stand the features and renovations that drive the
value of a property; they understand how compa-
rable properties stack up and the current market
conditions that affect buying and selling.

BRAND VALUES
RE/MAX seeks to add professionalism to the real
estate experience regardless of location or type of
real estate transaction. The RE/MAX business
model ensures that only fully committed, full-time
professionals belong to RE/MAX. Having the
most productive agents in the industry delivers the
consumer benefit of getting the results they need.
RE/MAX is an exemplary community citizen and
ensures charitable donations are raised and returned
to the markets they operate in. RE/MAX is not a
publicly traded company. It has been built on and
is the result of sweat equity. 

     Around the World.

❍ RE/MAX became number one in Canada
just seven years after it started.

❍ RE/MAX opened the doors to women want-
ing to forge a career in real estate.

❍ RE/MAX generates a higher annual dollar 
volume in sales than Wal-Mart.

❍ RE/MAX has the largest balloon fleet in 
the world.

THINGS YOU DIDN’T KNOW ABOUT
RE/MAX
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