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ABOUT THE SPEAKER

Matthew Rathbun has traveled across the US and abroad bringing
the latest information about trends, techniques, and tools to real
estate agents looking to upgrade their careers. With a unique blend
of geekiness, humor and in-depth knowledge of the practice of real
estate Matthew makes agents think differently about the world.
Matthew is a self-proclaimed ‘worst- student-ever”, and during each
class, he puts himself in the learner’s seat and brings a unique spin
to how agents can increase their business and serve their clients at
a higher level.

Matthew is a licensed broker in Virginia, Maryland, and the District
of Columbia and Exec. Vice President of a large firm. Matthew has
served in various leadership capacities in the REALTOR®
Association.

Recognition

REBI National Distinguished Educator Of The Year
CRS National Instructor of the Year

Virginia Association of REALTORS® - Instructor of the Year
Frederickburg Assoc. of REALTORS® - Instructor of the Year
RISMedia Newsmaker - Influencer

Virginia REALTORS® Graduate - Leadership Academy
Fredericksburg Assoc. of REALTORS®s - Realtor of the Year
Fredericksburg Assoc. of REALTORS® - President’s Award
Fredericksburg Assoc. of REALTORS® - Code of Ethics Award
Fredericksburg Assoc. of REALTORS® - Rookie of the Year
Fredericksburg Assoc. of REALTORS® - Hall of Fame

MATTHEWRATHBUN.COM
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AirORWARD

#BROKeR

#GceK
#TROUBLEMAKER
#STORYTELLER
#FAMILYFIRST

MATTHEWRATHBUN.COM/AI
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MeeT
rROBBIe

ASIMOV'S LAWS OrF ROBOTICS

A robot may not injure a human being or,
through inaction, allow a human being to come to harm.

A robot must obey the orders given it by
human beings, except where such orders would conflict
with the First Law.

A robot must protect its own existence as long
as such protection does not conflict with the First or
Second Law.

YOU AS A LEADER

AI TOOLS AND TACTICS




EVERY NEW WAVE OF TECHNOLOGY CARRIES
NOT JUST INNOVATION, BUT ANXIETY.

. THE MORE TRANSFORMATIONAL THE TECH,
-‘\:J THE MORE PRIMAL THE PANIC.

.

b
)

Gaslamps

72% of the US
workforce has
adopted Al Tools in
their work
environment since
November 2024

Pew Research August 2024
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DISPARATE
IMPACT OF AGENT
ADOPTION

Al APPLICATIONS FOR AGENTS

Production Tools

Marketing Tools

Communications Tools

Analytics Tools

WHAT EXAMPLE
ARE SETTING?
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THEY NEED
TO FEEL
SAFE

THEY NEED
LEADERSHIP

SIMON SINEK'S

THE GOLDEN CIRCLE

WE ALL KNOW WHAT WE DO

SOME KNOW HOW WE DO IT

FEW KNOW WHY THEY DO IT




SKILLS
* Empathy
« Strategic Thinking
+ Communications

* Imagination

Al
COUNCI

UNDERSTANDING THe RISKS
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GENERATIVE
Al

rRONTIerR MODelLS
OpenAl | ChatGPT O Meta

I Anthropic | Claude Perplexity

Google Gemini o Grok

& Microsoft CoPilot DeepSeek
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all

rRONTIer MODelLS

OpenAl | ChatGPT Meta

I Anthropic | Claude Perplexity

Google Gemini o Grok

& Microsoft CoPilot DeepSeek

KNOWLeDGe
HORIZON

Hallucinations
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v¢ OurRisks Are
Assumed

But Largely
Untested

Little To No
Regulatory or

Judicial Premise

OPENAI'S GUARDRAILS

* Illegal or harmful content
» Hate, harassment or discimination

+ Sexual or adult content

» Medical, legal or financial advice

» Personal or private information of others

« Creation of misinformation or disinformation
+ Copyright content

« Security workarounds (hacks)

» Willonly access the internet with consent




What-policies o you
have in'place
regarding assistants
hired by agents?

Do you have cyber-insurance?
Does it cover Aiusage?

We have a limited ability to
restrict access to tools for
independant contractors.
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Policies need to
balance reasonabte
vigilance without
limiting innovation

&R

B “If you aren’t
paying for the
product, than

YOU are the
product.”

HIRING
STAFF WITH
Al IN MIND
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Al FIRST
MINDSET

STRATEG

DRIVERS

'PEOPLE |

EXECUTIO
N

TECHNOLOG
Y
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When used properly Al can
be used to the risk of
using Al

eTHICAL USc POLICY CONSIDERATIONS

Encourage mainstream products

Do not upload confidential client information
Restate that all currently regulations are applicable
Ask for citations/confirmation prior to dissemination
MLSs may require disclosure of generated content
Disclose use of transcription/recording services
Content created should be within scope of agents
license status and knowledge base

UNDERSTANDING THe BeNcrITS
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Al PROMPTING

@ STIPULATE THE EMULATION

@ DIRECT THE TASK
@ PROVIDE THE STEPS
@ SET THE GOAL

@ PROVIDE THE DATA

You are an experienced real estate recruiter helping a brokerage craft a persuasive recruiting email
for an agent in Richmond, Virginia.
Please write a personalized recruiting email that highlights the brokerage’s collaborative culture,

training, and technology suppor

The agent you are reaching out to is 32 years old, has been in the business for seven years, and
closed 15 transactions last year. They are motivated but struggle with marketing and technology.
The brokerage has a reputation for strong mentorship, innovative tech tools, and leadership that
invests in agent success.

Keep the tone professional yet warm and approachable.

The email should be no more than 250 words. Use plain language—no industry jargon. Include a
clear but soft call to action (e.g., scheduling a coffee chat). Provide the email in standard business

email format with: Subject line suggestion, Greeting, Body copy, Closing, and signature

5/6/26
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VOICe Al

*|dea Generation

*Interview Dialog

*Generate Content

*Find Answers

*Problem Solve

*Analysis

yilr-Ce

Kay Insights To Recruit,
Fetaln, And Srow Your
Businass

rRelITIX.COM
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ReCRUITMeENT
» Engagement Plans
 Recruitment Insights
* Recruitment Ideas
* Email campaigns
« Agent Personas
» Coaching Plans
* Onboarding

MEMBER PROFILE |

iﬁngl.l_EELEEFRl;OME SUYEES CONSUMEeR INSIGHTS

e * Personas
+ Marketing Plans
+ Engagement Plans
+ Email campaigns
* Assets
* Blog Posts

NARRPR.COM
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CUSTOM GPTS

Agentic

MeeTING

17



DRAFTING
CONTRACT
CLAUSES

PROFESSIONAL
COMMUNICATIONS

POLICY
DOCUMENTATION
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PROCEDURES
AND
OPESRATIONS

M 357 BROKERAGE

FINANCIAL
INSIGHTS

AGENT/STAFF
V'@ RESVIEWS
Iy
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COACHING

h
| PROJECT STRATEGY

MARKETING
COACH

CONTRACT
COACH
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NOTEBOOKLM.GOOGLE.COM

Make video faster.
Make more of it.
And make it good.

DESCRIPT.COM

, Getvisuals
from your text

NAPKIN.AI
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SCRIBe

SCRIBEHOW.COM

ZAPIER.COM

AUTOMATION

CANVA MAGIC

« Bulk Create Recruitment Assets

+ Docs to Deck

« “Enhancer” for Pixelated Agent Photos

« Seller and Buyer Consultations Guide

« Listing and Buyer Presentations

« Graphic and Video Generation

* Magic Resize

« Magic Translate

+ Magic Edit

22
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YOU'VE GOT
THIS!

Prompt: I feel overwhelmed with the
administrative work to be done. Please coach me

through a 5-step clarity exercise to help me
prioritize tasks and take action.

23
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o, Matthew
! Rathbun

m/AT THEW
RATHBUIM

BROKER

GEEK

INQUISITIVE

FAMILY FIRST




Work isn’t

life; work is
about
creating a
life.

Creativity
and

Humanity

Al FIRST
MINDSET
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CONTENT
CACHERS

Al Prompting

v
v

.

Al Voice Mode
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Al Brand Voice

Al Connectors

Agents & Automation
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| ATTRACT 4 Marketing
: Sequences

13

Content Creation

Marketing Sequences
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Al to Canva

Al to Asana

Al to AirTable
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Canva Al

theopportunityreport.com
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Get Clarity

THANK YOU

QUeSTIONS AND
ANSWeRS

matthewrathbun.com/ai
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Email Engine

Matthew ;" v

\

Al doesn't replace judgment.
It from execution.

Al first




THE DISTINCTION

Automation replaces.
Augmentation amplifies.

THE WRONG FRAMING
Automation Augmentation
Replaces human thinking Amplifies your judgment

One-size-fits-all output Tuned to your voice
Removes you from the work Keeps you in control

5/6/26

“How do | get more
leads?”

Consumer Personas.
2025 PROFILE OF
| HOME BUYERS AND SELLERS A Targeted Approach

NAR Profile of Home
Buyers and Sellers
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Consumer Personas.
A Targeted Approach

aaﬁlgrtu_rﬂy

The Opportunity
Report

i 1 Consumer Personas.
A Targeted Approach

s NAR RPR Residential
. Market Activity Report

Your knowledge, amplified.

 Brainstorm plans, ideas and processes

« Reviews your transcripts and suggests improvements

« Learns your voice, examples, and philosophy

+ Generates content tailored to user knowledge




Living memory compounds over time.

Generic. Off-brand Voice emerging. Partially aligned. Consistent colors. Aligned voice. Polished. Unmistakable. Yours.

COMPOUNDING
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@ Content Catchers

Your voice. Literally.
» Al Recorder - HiDock, Plaud, Wispr, Phone Apps

« Articulate and record ideas and concepts

+ Transcriptions

+ Brand Voice

Prompt Basics

Asking the PhD Assistant To Augment Your Humanity

01 02 03 04 05
Stipulate Direct the Provide the | Set the Provide
the Task Steps Goal the Data
Emulation

®
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wisprflow.ai

13

People first, Identify the Consumer Persona
process second

narrpr.ai
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Market Data

You are not your

Original content, targeted to vanquish the consumer’s villains, will
earn their attention

From storyboard to asset in




Clear promise at the top

Nuture : :
Segmentation before sequencing

Seq uence A rhythm the recipient can predict

Value that isn't a sales pitch

A built-in exit ramp to a real conversation

5/6/26

The role of the CRM

20

Re-writing and Responding to
Emails and emails
Newsletters Email templates and Onboarding

CRM Email Campaigns

Newsletter Content

Listing Marketing Emails




Prompting

Stipulate the Emulation

5/6/26

Direct the Task

rovide the Steps

rovide the Data

Create Collect Create Ask Create Import
Brand Assets Personas For Content to
Voice Interview CMA

Lets Go Live!

24
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Go build

DI,
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Matthew Rathbun
matthewrathbi

Something
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