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70% OF PURCHASE
BORROWERS FIND
THEIR LENDER

THROUGH A REFERRAL.

At Princeton, we don’t leave that to chance.

We built an 8-Pillar Marketing System designed to:
- [dentify your biggest opportunities

- Increase referral partner depth

- Systemize follow-up

- Create measurable, repeatable growth

This is not random marketing.
It is structured referral growth.
And it works.

On average, Princeton Loan Officers add
1.2 new referral partners per month
who fund their first loan.
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Orientation & Goal Setting

Realtor Relationships

OF MARKETING

SUCCESS AT
PRINCETON

Customer Relationships

Performance Audit




Polllar 1

ORIENTATION & ...~
Objective:
Lay the foundation and establish
measurable goals. This happens
in your first 2 weeks.



WHAT WE DO
IN PILLAR ONE

e Analyze current marketing assets

o Database
o CRM
o Email list

o Referral partners
o Social profiles

e Set Annual Production Goal

e Define 12-Week 1-3-5 Goals

e Update Bio + Social

e Review Princeton 9 + Benchmark Data

e Introduce Sales Training (The Princeton Way)




Orientation & Goal Setting

YOUR COALS

1 — Main Objective
3 — Goals to get to the Main Objective
5 — Strategies to Achieve the Goal




Orientation & Goal Setting

BIG GOALS FEEL
OVERWHELMING.

The 1-3-5 system turns them into
weekly actions you can control.
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Objective:
REAI I o R Create a measurable

prospecting plan to increase
RELATIONSHIPS



Building Realtor Relationships

When it comes to customers and partners,
GRow l oun you create value by being likable anc

trustworthy, solving their problems, and

BUSI N Ess making them feel good.

WITH You’ll also need to be in what we call flow
with them. Flow is the frequency of
interactions with people — face-to-face, on
the phone, through the mail, through email,
through social media. The key is that these
interactions need to create value; they

should not be annoying mail, email, or
phone calls from an annoying salesperson.




Building Realtor Relationships

HERE’S WHAT WE KNOW

According to market data, Loan Officers average 2 loans
per referral partner per year. If you close 60 loans, you
most likely have 30 referral partners.

(EXAMPLE): Over the next 12 months, if you want to go from
3 loans per month to 5 loans per month (from 36 loans
annually to 60 loans annually) - you will need to go from
working with 18 referral partners to 30 referral partners.

On average, Loan Officers working our FLOW
system close 1 loan per month for every 20 referral
partners they are in flow with..




Building Realtor Relationships

IN FLOW MEANS: WHAT DOES SUCCESS
LOOK LIKE?

e Have met face-to-face
e |nitiated a 13 in 30 LOs who successfully work the system,

speak/meet with 33% of FLOW Database
per month and 100% of FLOW database
per quarter

e Weekly automated touchpoint
(can be email)

e Quarterly blueprint conversation




Building Realtor Relationships

LET’S RUN
YOUR
NUMBERS

e Current Production

e Target Goal
e Loan Delta

e Referral Partner Math
e Flow Math

John Smith

Goal: $37.5M in annual

production

Assuming loan size: $381,000

Annual Historical Actual Goal Under/Over Goal

Trailing 12 months Closed $27,881,510.00 $37,500,000.00 $9,618,490.00

Monthly Averages Actual Goal Under/Over Goal
Trailing 12 months Closing Units 6 8

Average Size $381,000.00 $381,000.00 $-

Trailing 12 months Closing Loans $2,323,459.17 $3,125,000.00 $801,540.83

FLOW STRATEGY
Goal - Monthly Closed Loans (units)
FLOW Goal (Realtors)
Conversations per quarter

Conversations per month

Conversations per week




Building Realtor Relationships
WAL L E I Goal - Monthly Closed Loans (units)

FLOW Goal (Realtors)

FLOW STRATEGY

s HAR E Conversations per quarter

Conversations per month

ANALYSIS

* Realtors doing 6+ buy side transactions OPPORTUNITIES WITH CURRENT REFERRAL PARTNERS
e Less than 33% wallet share
e Sell-side agents with buy-side potential

Buyside

Sellside

Your next 25 loans may already be in your book. TOTAL



Building Realtor Relationships

e Review 2025 current referral partners, complete
wallet share analysis

8 buy-side transactions over the last 12 months)
e Create and implement your weekly roadmap
o Attend weekly community events
WISH. TO GET IT, YOU HAVE TO EARN IT. depending on size and purpose

H ow WE e Develop a database of target Realtors you want to
work with (Realtors should have done a minimum of
o 13 in 30s (3-5 per week)
I H E RE o Complete Blueprint Trainings
o Attend and / or co-host open houses
WITHOUT A GOAL AND A PLAN, IT'S JUST A o Host / sponsor events monthly or quarterly
e Implement a post-closing referral marketing plan
e Implement a listing agent referral plan



Building Realtor Relationships

e bok
THE 13 IN 30

Princeton’s proprietary FLOW system. Thirteen touchpoints in 30 days and is
proven to help Loan Officers add 1.2 new referral partners a month who fund a
loan with Princeton for the first time.

1. COLLISION 2. CONNECT ON SOCIAL MEDIA 3. HANDWRITTEN NOTECARD 4. COOKIE

We call this your $1,000 per On average, people spend 2 One of the best ways to show gratitude This is where it get’s really sweet (pun

hour work! hours and 24 minutes a day on and make people feel special is by intended). A cookie will be sent on

social media. Meet them where sending a handwritten notecard in the your behalf to your referral partner’s

Initial Contact: Meeting a new they are and build trust quickly. mail. It sounds basic it is. It works home. To say referral partners love it is

potential referral partner at an because most people don’t do it. an understatement.

open house, the grocery

store, a Facebook group, etc. “How cute is this? | love when people
go the extra mile these days...” -
Elizabeth

“Thank you for the treat that came in
the mail today! | look forward to
working with you and Princeton
Mortgage soon.” - Kathy



5.6. AND 7. POSTCARDS
Stand out with direct mail!

Mail tends to be more effective than email — because there is less of it today
than ten years ago. You are actually more differentiated with snail mail today.
We find the best results with a combination of mail and email.

8. 9.10. AND 11. EMAIL

Following the cookie and each postcard delivery an email will be sent on your
behalf to your referral partners. We spend a ton of time writing these emails.
Our goal is to make them as valuable (solve a problem or make them feel good)
and customizable as possible.

12. SOCIAL MEDIA RETARGETING

As soon as the first postcard hits their mailbox, referral partners will start
receiving Facebook and Instagram Princeton Mortgage ads in their personal
social feeds. They will start to see Princeton everywhere - mailbox, inbox, social
feeds. It is hard for you not to be top of mind.

13. PHONE CALL

The most valuable touchpoint is a face-to-face interaction - your first touch
point. The second most valuable touchpoint is a phone call. The final step is a
phone call to ask for a meeting.
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Building Realtor Relationships

THE

STRATEGIES TO GROW YOUR PARTNER’S BUSINESS.

A Quarterly Magazine for Realtor Conversations

A structured, high-value resource designed to help you:

« Show up with purpose
- Educate and train agents
- Lead valuable business conversations

« Create a reason to call and meet

Each edition gives you practical strategies you can walk
through one-on-one or in a lunch & learn setting.

VOLUME 10

UEPRINT

Setting you
Big, Hairy,
Audacious

Create Video

CONVER

“WITH THE BLUEPRINT, YOU’RE NOT ASKING FOR
BUSINESS. YOU’RE HELPING REALTORS GROW THEIRS.”




: Consistency & Connection
B u I L D I N G Objective:

Create a FLOW system for past

CUSTOMER
RELATIONSHIPS




Building Customer Relationships

TOTAL EXPERT

Your All-in-One CRM and Marketing Platform
Total Expert serves as a comprehensive CRM and
marketing platform, empowering you to streamline

your operations and automate your marketing efforts.

Not only does Total Expert offer centralized data
management, but it also runs your FLOW systems
and provides multimedia marketing tools to
effectively reach your clients and partners.

When you log in, you should
immediately know what to do.

« Who to call today

e Your hottest leads

« Top referral partners

« Active transactions

« Alerts and opportunities




Building Customer Relationships

Why should you use it?

e The dash
prospecti

noard a

Ng activi

lows you to track your
ties and sales productivity

e Take advantage of 20+ drip campaigns for

clients and pa
o Cold lead |

thers:
ourneys

o Raving fan journeys

o Pre-approval journeys

o In-process journeys

o Seven-year post-closing campaigns

o Birthday and anniversary emails and alerts
o Monthly newsletters

e Customer monitoring:
o Rate watch
o Equity watch
o Listing watch
o Credit Monitoring

e Robust library of marketing collateral
(social media, flyers brochures)

e Co-marketing capabilities with your
preferred partners



Pilller 4
Al CREATION

Objective:
Harness Al to scale relationship-building.




Al Creation

CUSTOM-

BUILT GPT
SYSTEMS
FOR LOAN
OFFICERS

Princeton provides centralized access
to custom Al tools built specifically for
your business.

These GPT-powered projects help you:

- Streamline follow-up and partner communication
- Generate compliant marketing content

- Improve open house strategy

- Create faster borrower messaging

« Reduce manual work across your workflow

Each system is built with structure, compliance, and
professionalism in mind.



Al Creation

6"4#41 e Digital You Interview
DIGITAL -~

e Build Custom GPT

You e Realtor FLOW scripts

e Borrower communication

e Social media ideas



Al Creation

e Realtor follow-up scripts

e Open house follow-up

ww e Social captions

e Client pre-approval explanation

e Listing agent outreach



DPiller 5

Objective:

& VALUE
PROPOSITION




Branding & Value Proposition

Building a personal brand as a mortgage loan officer is crucial for standing out in a
competitive field, establishing trust with clients, and attracting new business. A strong
personal brand sets you apart, conveying professionalism, expertise, and credibility. It
not only attracts clients but also encourages referrals and fosters long-term success.

By working with our team to create your personal brand, you position yourself as a
trusted expert, adapt to industry changes, and create a loyal client base that continues
to seek your services over time.



GREAT RATES. LESS EFFORT.
TOP 1% IN CUSTOMER SATISFACTION
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MARKETING ONBOARDING

Work together to create your initial 90-day Marketing Strategy
e Build Your Personal Brand
e Custom and Standard Business Cards
e Dynamic LO Websites
e Personalized About Me One-Pager / About Our Branch
e Custom and Standard Email Signature
e I've Joined A New Team Social Media Graphic
e Here We Grow Shout Out from the EVP, National Sales Director on LinkedIn
e Database Management:
o We will work with our preferred data partner to identify all of your past

referral partners and past clients F PRINCETON ‘
‘ MORTGAGE

D PRINCETON
I‘ MORTGAGE

LSullivan@princetonmortgage.com
=B431421.00025 & . s ot )t

— -

APPLY NOW!

e Announcement Emails:
o I've Joined A New Team Email (Realtors)
o |I've Joined A New Team Email (Past Clients)
e I've Joined A New Team Postcard
e Press Release
e 13 in 30 Custom Postcards
e 30-day Marketing Technology Training

GOLDEN

Mortg
NMLS

: . : Ben Chai r

e Social Media Compliance =
- - . o . PRINCETON
o One-on-one coaching session to update your social media profiles and MORTGAGE

B816.429.2424 (Call or Text)
Tanya‘ C_hal . .
Loan Originator Carporuss ffics, 430 Grand A, Ewing, N| 2622 (50U/737-1000

Eqqual housing lender. AN I0ans Subject 10 crest spproval snd

BChai@PrincetonMortgage.com

create your social strategy e .

Princetonmortgage.com/lo/BenChai m”m’ I\ -ASS,IStjn;t e o sitjc 1 G s s
@i rincetonMortgage.: {nmisconsumaracoes.ong) or
fprincrtonmortgage comilegal)

com




Branding & Value Proposition

E PRINCETON
MOSTOAGE
The Silver Tsunami Is Here

ARE YOU READY TO
RIDE THE WAVE?

What do you specialize in? STAYINCONTROL [Chis

Senior Buyers:

Havigating care and housing decisions for a
loved one—or yourself—can feel

overwhelming. | help hemeowners access
Examples:

smart mortgage solutions to cowver long-term
care, medical costs, retirement needs, or

simiply stay in the home they love.

1, The Mext-Chapter Explorer

= Has edquity, wanls a fresh start

VA Specialist First-Time Buyers

Senior Living Luxury

v (iftgn nflyenced by adult children
O WIS Use tools lke:
Morigages
Want to be the go-to agent for ) _': i
senior buyeras? Let's talk.

Fire / Police Investor
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Three Levels:
Level 1 — Daily Social Nudges

Level 2 — Coaching

& c o N T E N T Level 3 — Custom Content Production




Rich Weidel @ . 1=t
k- o CEO at Princeton Mortgage
We're Transforming Mortgage Operations with Custom A

Social Media

Visibility Builds Trust e

#wi’re Transformin
You don’t need to go viral. But
you do need to be visible.

BURNHAM C
ATLANTA, GA

A consistent digital presence helps you:
. Stay top of mind

- Build credibility

. Attract partners and clients

- Compete in today’s market
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Social Media

LEVEL 1 — Daily Social Nudges

Not sure what to post?

We send ready-to-use content you can share across
your platforms.

FOR
CUSTOMER
SATISFACTION

I. PRINCETON
‘ MORTGAGE

& NMLS 113856

LEVEL 2 — Coaching & Training
Need direction or strategy?
We offer group sessions and 1.1 coaching to help

L
PRINCETON

' ' ' SOME OF
you build confidence and consistency. Someor B
MORTGAGE
PRODUCTS
LEVEL 3 — Custom Content Production  Ficrat oo ton

+ Bank Statement Financing
« ITIN Financing :
+ Asset Utilization Loan Product

Want a fully developed presence?
We partner with you to create branded, strateqic,
done-for-you content.



ENGAGEMENT :-:

Create meaningful in-person and
online interactions




Community Engagement

Choose 1 for next 12 weeks:

e Happy Hour

e Lunch & Learn

e Open House Strategy
e Webinar

e Local Sponsorship




Community Engagement

HAPPY HOURS

Happy Hours are designhed to strengthen Realtor relationships and
expand your referral network in a natural, low-pressure environment.

This format works best when you want to:
- Deepen existing relationships PRINCETON
. Invite new prospects into your world e ol
- Create informal but meaningful conversations

Two options:
Promo Package — You manage logistics. We power the marketing.
Full-Service — We plan, promote, and structure it. You host.




Community Engagement

standardized, Al-powered workflow for every Recommen

LUNCH & ASSISTANT
LEARNS

Lunch & Learns are high-value training sessions that position
you as a strategic partner — not just a lender.

I. NNNNNNNNN
]

VISIBILITY. CREDIBILITY. LEADS L . * USING LINKEDIN
GOOGLE mYy W T0 CONNECT

BUSINESS WITH QUALIFIED
‘ BUYERS ,,,_‘/

NNNNNNNNN
-------------

This format works best when you want to:

- Provide actionable education

- Enter a new brokerage office

- Strengthen authority within an existing office
- Deliver Blueprint conversations at scale

HOW REALTORS ARE USING Al TO STAY TOP-OF-MIND

. CONTENT
Two options:
On-Demand Kit — Plug-and-play value. IN MINUTES

Custom Experience — Fully branded, strategic office play.

I. PRINCETON
il MORTGAGE




Community Engagement

WHY.: %
PARTNER.

B, PRINCET
MORTG

BOOTHS &
CONVENTIONS

Booths and conventions create high-volume exposure
opportunities — but execution matters.

I= e
This format works best when you want to:
 Increase brand visibility

- Support agent events

- Capture leads professionally
- Expand into new audiences

Two options:

Shared Booth Essentials — Use Princeton’s professional setup.
Custom Booth Build — Scalable branded presence with
marketing support.




e=ew. William - Ken Jordan, NMLS

Community Engagement s & o

Thinking about buying yvour first home... buf still
From “We're Thinking About Buying” to
“We're Ready to Win the House™
o EEEmTmemTEmIST

When you choose a webinar package, you receive:

Thiz is your chance to get clear before making
big decisions.

Join our free First-Time Homebuyer Webinar
and walk away knowing:

KEN JOROAN How the process works

Kot e T (L e

WWhat matters (and what doesm't)

Whether buying soon makes sense for you

Click the link and fill out the form to register!

Hello {{recipient.T_name}},

A D e d i C a te d St ra te g y C a I | S to d efi n e to p i C a n d a u d i e n C e IrLr:u;lgnri's home is something you've been thinking about - even casually - you're

- Full webinar platform setup 'HLEA?F Pﬁﬁgﬁm b
- Custom registration page

- Branded slide deck (built or refined by marketing) PENNSYLVANIA

PENHNSYLVANIA RENTERS

BUY A HOME IN
- Email invitation sequence
« Reminder emails
- Post-event follow-up emails
- Facebook Ads
- Custom Landing Page
- Attendee tracking and registration reporting

FIRST-TIME
HOMEBUYER
SEMINAR

February 26th, 2026 | #0:00 AM

From “We're Thinking About Buying " to

IN THIS MASTERCLASS WE WILL COVER:

FREE ONLINE
MASTERCLASS

formn_jotform.com
Free Homebuyer Webinar! Sign up
Please click the link to compl...

{UMEBUYER

Your presentation becomes a repeatable marketing asset that can be
reused, repurposed, and integrated into your FLOW system.

My Seminar is about Education.
Clarity. Confidence” - Ken




: Check In Regularly & Assess
I ERI ORMANCE Objective:
Assess and refine.
e Monthly check-ins
e FLOW tracking

e Social performance
e Event ROI
e Double down on what works



SALES TRAINING & COACHING

THE PRINCETON WAY

The Princeton Way is a structured roadmap for becoming
the type of Loan Officer capable of sustained success.

This eight-module program equips you with the mindset,
skillset, and habits needed to build a business worth
building.

Each module strengthens your foundation, sharpens your
strategy, and prepares you to navigate challenges and
seize opportunity. Commit to the process. Execute
consistently. Grow intentionally.

WEEKLY SALES TRAINING

At Princeton, we see ourselves as a world-
class professional team. The fact is, no matter
how gifted the athlete, without training and
practice they will never hit or maintain their
peak.

Princeton Loan Officers receive free sales
training once per week. Coaching is free for
all LOs hitting minimum standards.




Youn WEEK 1&2:
FIRST WEEK 3&4:
20 DAYS  vonmz-




WITHOUT A GOALANDAPLAN,IT'SJUSTA
LET’S BUILD SOMETHING WORTH BUILDING.



LOOK GOOD. FEEL GOOD. PLAY GOOD.

When you wear Princeton gear at open houses,
events, community gatherings, or even in your
daily life, you're increasing brand exposure and
creating natural touchpoints.

Professional. Recognizable. Consistent.
As part of your onboarding package, every new
hire receives: $100 to the Princeton Merch Store

USE CODE: NEW100 5

PRINCETON
MORTGAGE
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	Build a business worth building
	8 PILLARS OF
	YOUR MARKETING TEAM
	DAN COOLEY
	COURTNEY GRAHAM
	JESSICA WORTELMANN
	CMO + CPO
	Senior Marketing Manager
	Graphic Designer


	marketing strategy

	70% OF PURCHASE BORROWERS FIND THEIR LENDER THROUGH A REFERRAL.
	At Princeton, we don’t leave that to chance.
	We built an 8-Pillar Marketing System designed to: • Identify your biggest opportunities • Increase referral partner depth • Systemize follow-up • Create measurable, repeatable growth
	This is not random marketing. It is structured referral growth. And it works.
	On average, Princeton Loan Officers add 1.2 new referral partners per month who fund their first loan.

	THE 8 PILLARS OF MARKETING SUCCESS AT PRINCETON
	Pillar 1
	ORIENTATION & GOAL SETTING

	Pillar 1
	WHAT WE DO IN PILLAR ONE
	Analyze current marketing assets
	Database
	CRM
	Email list
	Referral partners
	Social profiles
	Set Annual Production Goal
	Define 12-Week 1-3-5 Goals
	Update Bio + Social
	Review Princeton 9 + Benchmark Data
	Introduce Sales Training (The Princeton Way)

	YOUR GOALS
	1 – Main Objective 3 – Goals to get to the Main Objective 5 – Strategies to Achieve the Goal

	BIG GOALS FEEL OVERWHELMING.
	The 1-3-5 system turns them into weekly actions you can control.
	Pillar 2

	BUILDING REALTOR RELATIONSHIPS

	Pillar 2
	GROW YOUR BUSINESS WITH
	When it comes to customers and partners, you create value by being likable and trustworthy, solving their problems, and making them feel good.
	You’ll also need to be in what we call flow with them. Flow is the frequency of interactions with people – face-to-face, on the phone, through the mail, through email, through social media. The key is that these interactions need to create value; they should not be annoying mail, email, or phone calls from an annoying salesperson.


	Flow
	Building Realtor Relationships

	HERE’S WHAT WE KNOW
	THE RESULTS:
	On average, Loan Officers working our FLOW system close 1 loan per month for every 20 referral partners they are in flow with..

	Building Realtor Relationships

	IN FLOW MEANS:
	WHAT DOES SUCCESS LOOK LIKE?
	Building Realtor Relationships

	LET’S RUN YOUR NUMBERS
	Building Realtor Relationships

	WALLET SHARE ANALYSIS
	Building Realtor Relationships

	HOW WE WILL GET THERE
	YOUR FIRST FEW WEEKS:
	Review 2025 current referral partners, complete wallet share analysis
	Develop a database of target Realtors you want to work with (Realtors should have done a minimum of 8 buy-side transactions over the last 12 months)
	Create and implement your weekly roadmap
	13 in 30s (3-5 per week)
	Complete Blueprint Trainings
	Attend weekly community events
	Attend and / or co-host open houses
	Host / sponsor events monthly or quarterly depending on size and purpose
	Implement a post-closing referral marketing plan
	Implement a listing agent referral plan
	Building Realtor Relationships

	We make you look good

	THE 13 IN 30
	Princeton’s proprietary FLOW system. Thirteen touchpoints in 30 days and is proven to help Loan Officers add 1.2 new referral partners a month who fund a loan with Princeton for the first time.

	5. 6. AND 7. POSTCARDS  Stand out with direct mail!
	Mail tends to be more effective than email – because there is less of it today than ten years ago. You are actually more differentiated with snail mail today. We find the best results with a combination of mail and email.
	8. 9. 10. AND 11. EMAIL  Following the cookie and each postcard delivery an email will be sent on your behalf to your referral partners. We spend a ton of time writing these emails. Our goal is to make them as valuable (solve a problem or make them feel good) and customizable as possible.
	12. SOCIAL MEDIA RETARGETING  As soon as the first postcard hits their mailbox, referral partners will start receiving Facebook and Instagram Princeton Mortgage ads in their personal social feeds. They will start to see Princeton everywhere - mailbox, inbox, social feeds. It is hard for you not to be top of mind.
	13. PHONE CALL  The most valuable touchpoint is a face-to-face interaction - your first touch point. The second most valuable touchpoint is a phone call. The final step is a phone call to ask for a meeting.
	Realtor Feedback
	A Quarterly Magazine for Realtor Conversations
	Pillar 3
	BUILDING CUSTOMER RELATIONSHIPS

	Pillar 3
	Building Customer Relationships

	TOTAL EXPERT
	When you log in, you should immediately know what to do.
	• Who to call today • Your hottest leads • Top referral partners • Active transactions • Alerts and opportunities

	Building Customer Relationships
	Pillar 4
	AI CREATION

	Pillar 4
	AI Creation

	CUSTOM-BUILT GPT SYSTEMS FOR LOAN OFFICERS
	Princeton provides centralized access to custom AI tools built specifically for your business.
	Build a
	Digital You Interview
	Capture Tone
	Build Custom GPT
	Realtor FLOW scripts
	Borrower communication
	Social media ideas


	DIGITAL YOU
	AI IN

	action
	Realtor follow-up scripts
	Open house follow-up
	Listing agent outreach
	Social captions
	Client pre-approval explanation
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	Branding & Value Proposition
	GREAT RATES. LESS EFFORT.
	TOP 1% IN CUSTOMER SATISFACTION
	KEN JORDAN
	FREDDIE FINANCE
	FINANCE
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	MARKETING ONBOARDING
	Branding & Value Proposition

	What do you specialize in?
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	Visibility Builds Trust
	LEVEL 1 — Daily Social Nudges
	LEVEL 2 — Coaching & Training
	LEVEL 3 — Custom Content Production
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	Choose 1 for next 12 weeks:
	Happy Hour
	Lunch & Learn
	Open House Strategy
	Webinar
	Local Sponsorship
	Community Engagement
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	Community Engagement

	LUNCH & LEARNS
	Community Engagement

	BOOTHS & CONVENTIONS
	Community Engagement

	WEBINARS
	Pillar 8
	PERFORMANCE AUDIT
	Check In Regularly & Assess
	Objective:  Assess and refine.
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	Community Engagement

	SALES TRAINING & COACHING
	THE PRINCETON WAY
	WEEKLY SALES TRAINING

	YOUR FIRST 30 DAYS
	WITHOUT A GOAL AND A PLAN, IT’S JUST A WISH. LET’S BUILD SOMETHING WORTH BUILDING.
	LOOK GOOD. FEEL GOOD. PLAY GOOD.
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