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I f you’re like me, you probably skim through the introductions of most
books, frequently without reading them. Well, I want to strongly encour-

age you to read this short introduction. Why? Because it establishes the
foundation for much of what I present in the following chapters. It’ll just
take a few minutes ..., so let’s get started!

This book is designed to help you reach your “Next Level®” in your real
estate career. The principles and techniques I reveal throughout these chap-
ters have helped many agents double their income. I know they will work
for you as well. 

Before I go on, let me give you a brief background on where I came
from, because I want you to understand that I wasn’t born a top producer.
That is, when my parents gave birth to me, they didn’t turn to one another
and say, “Look, honey, we have a top lister!”

Like most agents, I stumbled into real estate. Before joining the indus-
try, I was a professional actor appearing in movies and commercials. To help
support myself while I pursued a theatrical career, I started in real estate
part-time at the ripe old age of 19. In my first six months, I was a failure. But
I was committed to making it work, so I persevered.

I knew I needed to get better at what I did and I figured, “Why rein-
vent the wheel?” So, I became a seminar junkie, teaching myself from
countless courses, audio tapes, and books. And I became a more effective
agent as a result.

Eventually, I left acting and became a real estate agent full time, averag-
ing six transactions a month. I later became a licensed broker and, as a man-
ager, I opened a new office that became the number-one listing and selling
office in my market area in just six months.

Introduction
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I soon learned that my true joy in life came from making a difference in
the lives of others. I became very good at coaching agents and brokers to
achieve their goals, to break through the obstacles that stop them, and to
enjoy phenomenally productive and successful careers. Better yet, I found
that I truly loved doing this. 

In 1993, I created The Power Program®, the only training course for
agents that meets once a month over the course of a full year. On average,
graduating Power Agents® double their production over their previous year. Each
year, more than 1,000 agents participate in The Power Program, delivered
across the nation by me and my team of trained Power Leaders.

The book that you are holding in your hands is unique in the real estate
world precisely because the many tips and techniques I present have been
battle-tested and proven by Power Agents in markets throughout America. 

My goal in writing How to Be a Power Agent in Real Estate is to share with
you what I know works in the real world and to avoid having you run
around chasing some theory about how real estate sales should be. But
there’s another reason why this book will make a tremendously positive dif-
ference in your career, and it goes beyond simple tips and techniques. It has
to do with helping to develop your personality and your attitude.

You see, in order to provide their clients and customers with the best
possible service, I believe salespeople in our business should master the
skills, tools, techniques, and concepts of real estate sales—the technical
knowledge that serves as the foundation of the real estate industry. As you
know, many excellent courses teach various versions of these building
blocks and many of these techniques are described in this book. Yet, after
taking courses, reading, books and listening to tapes, why is it that some peo-
ple go on to be highly successful in real estate sales, while others struggle?

Simply put, there is a wide disparity in production and income between
real estate professionals, because the ability to “make it” in real estate sales
depends on personality and attitude as well as skill and ability. This book is
packed with tips and lists and sample dialogues—all wonderfully effective
tools—but these items in themselves are meaningless. What is vital is the
mental context in which agents perform. Said another way, your belief struc-
ture and personal attitude are the most crucial factors determining whether or not
you will succeed.

This book will give you all the basics of real estate sales, but with a pow-
erful addition. I’ll provide you with information that will expand your abil-
ity to work effectively with other people, to listen to them, and to help them
achieve their goals.
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The Three Power Principles of Real Estate
Principle #1: The Coaching Philosophy. If you look around you, you’ll
find that there are many people who dress differently, drive different cars,
like different food than you, etc. The ability to understand what people like
and why and to be committed to helping them get what they want is what
I call coaching. The first Power Principle, therefore, is “The Coaching Philo-
sophy.”

The old-fashioned approach in real estate was based on selling, not
coaching. The foundation of this approach was manipulation: you tried to
get your clients or customers to do whatever it was that suited your agenda.
Your only concern was that they took a particular action (e.g., signing on the
dotted line) so that you could get your commission.

In contrast, The Coaching Philosophy asks you to look at what they’re
committed to and give them advice to help them get there. If you truly see
yourself as a “real estate coach,” you could even go on a listing appointment
and, based on what the sellers say, you might determine that it’s appropri-
ate that they don’t list with you. Now, 99.9% of the time, this won’t be the
case. However, if you are honestly committed to doing what’s right for them,
you have to allow for this possibility and be more interested in serving the
clients’ best interests than in serving your own.

When you are coaching others, you have more fun, less stress, and more
peace in your career because you are not being combative with your sellers
and buyers. You become engaged in what they want and in helping them to
achieve it. You learn how to get them excited about buying or selling real
estate and to allow them the freedom to make decisions based on what they
need or want from the purchase or sale of a home. Imagine life as a sales-
person without always fighting with people—wouldn’t that be great?

One of my own personal goals is to bring integrity back into the real
estate industry—a concept directly related to The Coaching Philosophy.
Listen to this: according to the first Webster’s Collegiate Dictionary, published
in 1898, the definition of “integrity” is “the fair dealings of people in the
transfer of property.” So, our industry helped create one of the original
meanings of “integrity.” Yet sadly we no longer associate it with our indus-
try. In my view, part of having integrity is to coach buyers and sellers based
on what they’re committed to, rather than what’s in it for us.

So, how does an agent master the art of coaching others? Most new
agents are taught basic information about listing and selling real estate in
just a few weeks or even a few days. They are then thrown out into the real
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world expected to know how to effectively use the information they’ve just
received. Studies show, however, that it takes 21 days to internalize a habit,
so how could anyone possibly master all of real estate in only a few weeks? 

My solution was to create The Power Program, which, as I said above,
meets once a month for 12 consecutive months. By focusing on one topic a
month for 30 days, agents can really internalize that one area of the real
estate, thereby mastering their careers one step at a time. This book can help
you do the same thing.

There are 11 skill-building chapters in this book, corresponding to the
12 months of my course. (We spend two full months on “the listing presen-
tation.”) Unfortunately, unlike taking The Power Program, what you don’t get
out of reading a book is the actual accountability of implementing these
items. So, you’ll be left to your own devices to move forward with these con-
cepts. Nevertheless, even if you don’t master these items, you can still
improve your skill and abilities by 10% in each area. That’s substantial and
will make a tremendous impact on your success.

Principle #2: The Next Level® Design. The Power Program offers radical
new approaches to goal setting and personal growth through the Power
Principle called the “Next Level® Design.” Simply stated, the Next Level
Design is based on a quote by Oliver Wendell Holmes, Jr.: “Once the mind of
man is stretched, it can never go back to its original form.” In other words, we can
measure our lives in levels. When there is a major occurrence in our life, we
grow as a person and that growth can never be taken away. For example,
when you get married, that is a Next Level; when you have a child, that too
is a Next Level. You can’t go back to being someone who was never a parent.

When a real estate agent goes from making $50,000 to $75,000 a year,
she has to “rise to the occasion” and grow as a person to reach this Next
Level. The following year, she may make only $60,000, but she still knows
what to do to earn the $75,000. She has the knowledge and experience to
get there again.

Now, some Next Levels are reached by happenstance. However, when a
person creates his or her Next Level by design, not accident, then the person
is truly in control of his or her life. For anyone who wishes to become a top
producer in real estate, or any other worthwhile endeavor, it is imperative to
learn how to set objectives and achieve them. The Next Level Design encour-
ages you to set long-term goals of a year or more.

But defining your Next Level is only half the battle.
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Principle #3: Maintaining Focus. Simply knowing where you want to go
won’t get you there. The secret is in focusing on attaining this Next Level and
in taking action consistent with your commitment.

During The Power Program through the years, I often ask my students how
many actually make New Year’s Resolutions. I’ve found that typically only
10% follow this custom. The other 90% don’t make resolutions because they
know they’ll break them, so what’s the point of making them? You know, in
January it sounds like such a good idea, but by March you’ll be onto 50 dif-
ferent projects and will have forgotten all about your resolution.

In The Power Program, because we meet once a month for 12 consecutive
months, we have a built-in solution. Every 30 days while in class, Power
Agents look at what they did the previous 30 days and set a goal for the next
30 days. Just doing this in and of itself helps them to stay focused. In fact,
when graduating Power Agents are asked what they think are the main rea-
sons why they double their production after completing The Power Program,
the number-one response we get is that the monthly meetings help them to
stay focused. If you can create a similar support group with other agents and
commit to meeting once a month to hold each other accountable for the
goals you have set, you will get much more out of this book than if you sim-
ply read it by yourself.

You see, real estate is like a marriage. You don’t walk down the aisle, say,
“I do,” close your eyes, and hope it will work out for the next 50 years.
Rather, you must wake up each morning and recommit to making your rela-
tionship work. That’s right: there’s actually work to be done.

It’s the same thing in our business. You can’t just pass your real estate
license exam and watch the six-figure income start to roll in. You must con-
stantly recommit to the profession and reinvent yourself along the way,
maintaining your focus on reaching your Next Level.

When you systematically look at your goals every 30 days, especially in
a group with other agents, you suddenly develop a sense of urgency. You
stop putting things off because you know you must be accountable to oth-
ers in your group who expect to see you move your goals forward and
because you are constantly reminded of your commitments.

Let me tell you about Robert Kirby, a Power Agent from Virginia Beach, VA.
Robert started in The Power Program when he had been licensed for only two
weeks. In his first year in real estate, he did 97 listings and 34 sales. Even more
amazing was the fact that he did this part-time! I’m not kidding—he was driv-
ing a truck for Pitney Bowes every day, Monday through Friday, nine to five.
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When he graduated, I asked Robert what aspects of The Power Program
had most helped him with his phenomenal achievement. Here’s what he
said: “It was the fact that every 30 days, I had to set a goal. It was always,
‘What do I need to do in the next month?’”

Now, while this book is not a substitute for the experience of The Power
Program, it does present the proven concepts from the course and will help
you to reach your Next Level. For best results, I recommend you read
through the entire book first. Then, go back and review one chapter each
month. For the next 30 days after that, maintain focus on that one area of
real estate until you master it.

As an independent contractor in our business of real estate, if you can
implement the three Power Principles we just discussed—to employ The
Coaching Philosophy, to be Next Level-driven, and to maintain focus through-
out your career—you will soon find yourself walking up to get an award at
your company’s (or the real estate board’s) next banquet.

What This Book Will Provide
Some people can read a book like this and very little of what they read will
actually stay with them. Why? Again, it is a matter of focus. When you read
because you feel forced to read, you may glean an idea or two, but for the
most part you’re just wasting time. I believe that reading is an investment
that depends on you for its return.

If you approach this book with the attitude that the solutions you want
and need are here and all you have to do is discover and understand them,
you will find that this book will provide you with tremendous value.
Throughout these pages, you’ll find the best tools, tips, and techniques, many
of them adapted and refined from the original masters of sales literature, like
J. Douglas Edwards, Napoleon Hill, Clement Stone, Zig Ziglar, and many
others. For over a decade, in my speeches and training seminars, I have been
enhancing and customizing these tools to make them appropriate and pow-
erful in today’s real estate market. If you read this book with the intention of
getting as much out of it as you possibly can and then taking the time to
internalize these various skills, you will excel in your real estate career.

Another reason you will benefit from reading this book is that what I’ve
presented here has been proven effective. These aren’t my own theories of
real estate that I’ve created in my secret laboratory and have decided to test
on you. On the contrary, everything I talk about in this book is proven in
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the real world environment of buying and selling in various areas across the
United States and Canada. When you read about a concept, tool or idea in
this book, you’ll know that our Power Agents have been successfully imple-
menting these same skills, tools and techniques in a variety of marketplaces
during various market conditions for nearly a decade.

Who Should Read This Book
Three categories of real estate professionals will derive great benefit from
this book: the new agent, the experienced salesperson, and the top produc-
er. Let’s take a closer look.

� New agents will receive the current, effective, field-proven methods,
tools, skills, and techniques they need to accelerate their career. By
applying the principles in this book, those new to the profession will
be able to succeed in the increasingly competitive world of real estate
sales. 

� Experienced salespeople will use this book to update the skills and
techniques they learned long ago and implement new tools and con-
cepts to help them reach their Next Level. By recognizing what has
been working for them so far and strengthening the areas where they
are lacking, veteran agents will ensure that they can earn a consistent
income by selling residential real estate.

� Top producers will learn how to break through what is stopping
them from reaching their full potential and renew their enthusiasm
for this business. By reading this book, they’ll rediscover some of the
fundamental techniques that helped them to get to where they are
now—getting “back to basics”—and become energized to maintain
this solid foundation.

In addition to these groups, managers, brokers, owners, trainers, and edu-
cators should really appreciate the value of this book because of the practi-
cal, hands-on way it is written and because the information is topical and
battle-tested.

Mortgage loan officers will also find this book very valuable because it will
give them a comprehensive overview of the real estate sales process and
show them how to help real estate agents become more effective. They can
also use some of our proven sales techniques in their business to increase
their income and boost customer satisfaction.

Here’s my final coaching for you before you go on to Chapter 1.
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Don’t just read this book. Embrace it. Devour it. Internalize it. Become
part of the culture in which successful professionals reside. Let the thoughts,
words, and concepts become yours to use as you rise to your immediate
Next Level and all your future Next Levels. Be committed to giving yourself
the foundation to excel; I promise you that all the building blocks are
revealed in the pages that follow. Read them with all your might and take
the first step to enjoying a more productive career and a powerful life.
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Power Fact
95% of the problems you and I have in the area of time
management are not really about managing time at all.
What most of us call time management is really about 

managing our attitude.

Overview

C hances are good that you’ve attended a time management seminar
before or you’ve read a book or listened to a tape on the topic. There’s

also a good chance that after those things you weren’t much more empow-
ered or effective with your time than before. That’s because, in my opinion,
time management is really an attitude issue, not a technique issue. By atti-
tude, I’m talking about being truly focused on and enthusiastic about your
goals. You see, when you are really passionate about your goals, your vision,
getting to your Next Level, etc., you’ll automatically do the most productive
things to achieve those goals.

So, as you read the useful information in this chapter, as you learn the
powerful techniques and concepts for managing your time, keep in mind
that, without the proper attitude, the best techniques in the world won’t
have much impact.

1

Time Management
for Real Estate

Agents

CHAPTER 1

Copyright 2003 by The McGraw-Hill Companies, Inc. Click Here for Terms of Use.



Let me tell you about the ballerina. When a ballerina is being the dance,
it’s a beautiful sight to behold. When she is simply doing the dance, that’s
when she messes up. 

If you want to become effective in your career and you want to really
master managing your time, then focus on being real estate and not doing
it. When you’re doing real estate, that’s when it’s work; that’s when it’s all
effort. When you’re being real estate—when you’re being what you say
you’re committed to—then your actions will just naturally correlate with
that commitment. 

Fundamental Concepts of Time Management
1. Think self-management, not time-management. Time management

isn’t real. You can’t manage a second or a minute. Time just is. But what
we can manage is ourselves in that time. We can manage our actions.

2. Work by objective, not by crisis. Working by crisis might mean that
there is no money in your bank account. Now we’ve got to go out and
list and sell to get some money to get out of the crisis. Working by objec-
tive, on the other hand, is having goals, designing who you are, deter-
mining your Next Level, and living from that. When you do that, you
have less stress. So, the concept is to consciously manage your actions
about the goals you are committed to. 

Here’s an example. Have you ever cooked for a family event? You
have so much to do—you must cook loads of food, clean the house, do
the laundry, etc. But when you are in action mode, there are no
thoughts, judgments, or opinions getting in the way. You do 10 times
more in this short time because you’re working with this objective, this
goal that you’re committed to.

Take that concept and apply it to your career. When you’re commit-
ted to something happening in your career and you’re crystal clear about
it ... when you’ve got a real desire to reach the Next Level ... your actions
will automatically flow. Time goes by quickly and you get the results to
show for it. That’s when real estate’s not hard. That’s when it’s fun and
exciting—a turn-on.

3. Time management is a system of organized activities. We have this
in certain areas of our personal lives; they’re called routines. Routines are
useful to establish positive behavior patterns that bring about the results
we desire. Later in this chapter, I’ll give you specific techniques that will
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help you to build powerful routines.

4. Time can be invested. You can invest your time. It’s like when you invest
$5 and make $10 back. You can invest five minutes of your time and get
back great results. For example, when you’re in the office, you can return
phone calls, clean your desk, or pick up the phone to schedule listing
appointments. What would be the best return on your time investment?
My point is, start to look at your time as a valuable commodity. Invest it
as you would invest in stocks or bonds—as you would invest in anything
that would give you a positive return on your investment.

5. You can’t get it all done! This is a truism. You can’t. At the end of the
day, you’re going to still have things that you didn’t get finished, so stop
trying to get it all done in 24 hours. It’s like a rat on a wheel in a cage.
We work longer hours, we come home stressed, we unload it on our
spouse, and so on. Understand this concept: you’ll get as much done as
you get done. Period.

6. Do something as opposed to nothing. This is for the procrastinators.
Get busy! If you’re sitting in your office and you’re procrastinating, or
you’re taking papers from one side of the desk and moving them to the
other side and then back again, you’re procrastinating. If you’re sitting
in the office and it’s six o’clock and you’re trying to think of what would
be the most productive thing to do at this time … you’re thinking and
thinking and thinking and thinking and you’re looking and you’re
searching.... I’m saying, “Stop all that nonsense and just get busy!”

7. Live a balanced life. How many hours are there in a week? 168. We
have career, family, personal obligations—which includes sleep.
According to Alan Lakein, who wrote How to Get Control of Your Time and
Your Life, a good workweek consists of two 12-hour days, three nine-hour
days, and one four-hour day. That’s a total of 55 hours per week. Here’s
the point of this. If you spend 55 hours in business and let’s say you have
73 hours personal (including sleep), that would leave you with 40 hours
for family. That would total 168 hours. What most of us in the real estate
profession do is we work more than 55 hours and then we take the extra
hours from somewhere else, typically our family (see Figure 1-1). 

8. Work a schedule. In my travels I’ve met many top-producing salespeople.
What makes them top-producing salespeople is that they work a schedule.
If something falls outside of their schedule, they do one of two things.
Either they’ll not do the business or they’ll do the business, knowing that
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they have to make up for it somewhere else. What I would do if I were you
(especially if you’re having some struggles at home) is to make up a work
schedule from Monday through Sunday and give it to your spouse and
your manager and tell them that this is what you’re committing to. 

In one of my training programs, there was an agent in Austin, Texas,
who was the top-producing agent in the whole program for a three-
month period. What was really interesting is that he was a part-time
agent and he listed more houses than any full-time agent in this pro-
gram. Why do you think that was? Because he managed his time. I asked
him how he did it. He said, “When you can only work from six to nine
at night, you have to be busy. You can’t take the time, when you go into
the office, to talk with people. You have to be productive.”

If you set a schedule for yourself and you’re serious about keeping
it, I promise you that you’ll be more productive.

20 Powerful Time Management Techniques
1. Set goals constantly. My mother brought me up on goals. She was

constantly writing goals and to-do lists—constantly. The thing about
goals is that it’s OK to change them. You see, it’s not just the achieve-
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ment of a goal but the journey that counts. You’ve heard that expression
before. So, keeping that in mind, what’s more important than hitting
the goal is your attitude and actions about the goal.

It’s really not about the achievement of the goal, but what that goal
does for the person. It affects whether you’re sitting on the sidelines
watching soap operas or out there being real estate. You may be thinking
that it’s important that you reach your goals. No, it’s important that you
be committed to your goals. It’s important that your actions correlate to
whatever you’re committed to. But if you have a goal and it’s starting not
to turn you on, and your actions show you’ve lost your commitment to
it, it’s OK to change it and get committed to something else.

Do you think that when you die it’s going to matter how many
houses you listed in your life or how much money you saved or earned?
What’s going to matter is the people you contributed to, the difference
you made with your family and community—that’s what’s important.
Goals need to be structured to help us be who we are. So if you’ve got a
goal that’s not turning you on and exciting you, change it.

2. Focus on building your listing inventory. Although I’ll cover this in
greater detail in Chapter 2, “The Art of Prospecting,” let me share some-
thing with you now. If all you did was work buyers, could you make a
six-figure income? Yes, but I suggest you would go insane. The best way
to increase your production and manage your time is to focus on
obtaining listings. You see, if most of your business came from selling
houses to buyers, you would have to always be there to work with them.
But if you had a lot of listings that should sell in a fair amount of time,
you could be on vacation and still be making money. Why? Because
other agents are showing your inventory. The more listings in your
inventory, the more personal time you can have. Now, if you’re spend-
ing too much time servicing your listings, it’s probably because you’re
not working that part of the business correctly. We’ll address that in
Chapter 5, “Servicing Listings to Sell.”

3. Use motivational devices. I believe that motivational devices clear the
cobwebs from your mind and keep you focused on what you’re com-
mitted to.
� IMAGE POSTER. After you design your Next Level and say who you are

committed to being for the 12 months, you’ll take poster board and
cut out pictures and words from magazines that represent that Next
Level. For example, if part of your Next Level is to have a Mercedes
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or a boat, get a picture of that and put it there, maybe with some
words to back it up. This will be a continual reminder to focus on
your Next Level.

� DOT BOARD. One of the things I have learned from training thou-
sands of agents is that a key factor that holds them back is the stress
they impose on themselves. For example, they’ll say, “I need more
listings” or “I need a sale.” As insignificant as the Dot Board tech-
nique may sound, it solves this dilemma—and nearly all of my stu-
dents say this is one of the best things they learned from The Power
Program®. Here’s how it works

Buy a standard piece of poster board and create a chart like the one
shown in Figure 1-2.

Now, whenever you obtain a listing, one of your listings sells, or
one of your buyers goes into contract, give yourself a dot in the
appropriate column. So the focus is not “I need more listings” or “I
need a sale”; instead, it becomes “I need a dot.” Once again, as
strange as this may be, it puts some fun in your career. What’s also
great about this is at any time in the year you can look at this board
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and see how well you’re doing in each category. This really works!
You’ll get motivated—the peer pressure, the motivation just to get
the dot up there is very powerful. I recommend that you put this over
your desk or somewhere in the office (e.g., the kitchen) where every-
one hangs out and sees it.

4. Use a daily to-do list with a highlighter. You should have a planner
in which you list the tasks to accomplish. But what do we usually do
when we accomplish something? We put a check next to it or we cross
it off, right? The problem with this is at the end of the day the focus is
more on what you didn’t do versus what you did. Instead, I suggest that
you highlight each item on your list as you accomplish it. This may
seem like a little thing, but it makes a huge difference to your attitude.

5. DWP—Delegate Whenever Possible! Here’s an exercise you may find
useful. Make a list of all the low-priority items that you currently do, in
business and your personal life, and see how you can delegate these
items to others. For example, taking pictures of your new listings, mak-
ing copies of keys, mailings, filing, housework, gardening, etc. Unless
you find a certain amount of solitude in actually performing some of
these tasks, I recommend that you outsource them.

6. Focus on accomplishments. Let me introduce you to a very effective
technique I’ve used called the “Accomplishment Chart.” Have you ever
had a time in your career when you were depressed—when it seemed
like you were doing a bunch of work, prospecting, showing buyers, etc.,
but deals were falling through and nothing was going right? Sometimes
it just gets so bad, like the more you do the worse things are getting,
then all of a sudden you can’t see anything possible. You’re totally
immersed in the box, everything is not working, and it keeps getting
worse and worse and worse.

There was a time in my career when I couldn’t think how to get out
of this whirlwind, except to change my thinking and focus on my
accomplishments. So I came up with this Accomplishment Chart. It’s a
really simple thing and it made a tremendous impact for me.

On this chart are two columns: “Today’s Accomplishments” and
“Tomorrow’s Accomplishments.” When I would go home and at night
before going to bed, I’d look at this chart and I’d write down all of my
accomplishments for that day. During tough times, I’d force myself to
find something good. For example, the first day I put on this chart that
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I had previewed some homes, cleaned up my desk, and made some
calls. They weren’t earth-shattering accomplishments, but they were
accomplishments nevertheless. After I answered the question, “What
did I accomplish today?” I’d write on the chart for tomorrow—like a
one-day goal—that I’d attend three listing presentations and preview
five new houses. The next day I did the same thing, and again and again
for three weeks. Before I went to sleep, I kept working this chart. Well,
in the third week, I listed three homes and made two sales! Not bad for
a week of production. But up until that point, I hadn’t done much,
because I was so trapped by the negative aspects of the business.

I encourage you to use the Accomplishment Chart whenever you
need a boost in your career.

7. Schedule problem solving. This is for the top agents. When you get
to your Next Level and you’ve got an inventory of 30, 40, or 50 listings,
a seller can’t just call and talk to you; otherwise you’d be on the phone
most of the time. What a lot of top producers do is schedule problem
solving. At the listing appointment they say, “Mr. and Mrs. Seller, if you
ever need to speak with me because you have a problem or question, I
talk to my clients (for instance) between 5 and 7 p.m. The reason I
schedule that time is that the rest of the day I’m out working on getting
your house sold. Of course, at any other time you can speak with my
assistant, who can usually handle most problems.”

8. Work the house, not the buyer. Here’s what usually happens. A buyer
calls into the office and says, “I want a three-bedroom, two-bath house.”
What does a typical agent do? She stops everything and tries to find that
house for that buyer. Then she takes the buyer out and shows him house
after house after house. During that process, if he doesn’t buy one of
these houses, then the agent makes certain adjustments: “Oh, OK, so
you don’t like this, I’ll make sure I don’t show you this, I’ll show you
another type of house….” This is working the buyer. 

Now, sometimes agents ask me, “But Darryl, if I am a buyer’s agent,
isn’t that what I’m supposed to do?” There is no law that says you have to
work like crazy showing a bunch of houses. Trust me, this does not work.

Working the house means that, instead of taking one buyer and
showing a bunch of houses, you take one house and bring a bunch of
buyers through it. Think about it. Which is better, to take one buyer to
10 houses or to take one house and show it 10 times? If you take one
house and show it 10 times, your odds soar through the roof. You will
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sell that house. 
I’ll prove this to you. When you go to preview houses (a brokers’

open house) and your office finds this hot house, the agents run back to
the office and get on the phone and call their buyers to come out and
see not 10, five, or even two houses. We tell the buyer to come out and
see just this one house… and what happens? In a very short time, that
house sells! In that moment all the agents are working the house, not
the buyer. 

So make it a system of organized habits and do that all the time. A
Power Agent® of mine, Angel Schmidt from Long Island, New York, came
up with this expression: “Less stress, income higher, work the house, not the
buyer.”

9. Work the shiny pennyTM list. You have price ranges. Your buyer wants
a house for $200K and you’re going to look at houses from $200K to
$220K perhaps. For a buyer who wants a house for $220K, you might
show houses between $220K and $240K. In other words, you can take
buyers and put them into price categories. Let’s say in the $200K to
$220K category there are 20 houses in your market. Of those 20 houses,
aren’t there usually three or four best of the best? Forget about style, for-
get about bedrooms, forget all of that. These are the shiny pennies, the
cream of the crop. A serious buyer in that price range will usually buy the
best of the best, regardless of the style he told you he wanted, right? That’s
why at seminars you’ve been told not to worry if a buyer says she wants
this type of house at this price, etc. They don’t buy what they call in on.
In fact, most of the time they buy a totally different type of house. This is
because they buy the best of the best in their price range. 

So what I’m suggesting you do is find the shiny pennies in those
price ranges and show only those. If they don’t buy a shiny penny,
chances are they are not ready to buy. Put them in your files and then,
the next time another shiny penny comes on the market, call all your
buyers in the price range and show just that one house.

What I suggest you do now is go back to your office, make a list of
the price ranges in your market, and come up with the shiny pennies.
Then make a master list of all those houses: that’s the list that you show
and you work. If you want to double your sales in the next 12 months,
do this and you will!

10. Preview as little as possible. New agents need to preview to begin to
learn value. But once you understand the value of homes, you should-
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n’t have to preview. Many agents have made their best sales when they
never saw the house before. There’s this thing that happens—not just in
the real estate business—called the element of surprise. When you pre-
view the house, you take away that element of surprise.

11. An idea pad. This is for those moments when you come up with ideas,
like when you’re driving in the car. It’s not a big item, but it’s a useful
one. Keep your idea pad with you at all times. Even put it by your bed
at night, so when you wake up with a great idea it will be yours forever.

12. Have an “ad book” that holds your advertising of other homes.
Have a book that has all of your old ads organized by heading or con-
cept or category, e.g., three-bedroom colonial section. That way when
you list a house, instead of sitting there trying to think up an ad, just go
back to the section that has ads for the same type of house from months
ago and use one of those ads.

13. Improve your technical abilities. Some agents are really behind the
times: you just can’t run your business anymore without improving
your technical skills. I’m not just talking about computers and the
Internet. I bet there are functions with your cell phone or office voice-
mail that you’re not even aware of. Some of these items can really free
up your time when you know how to use them.

14. Hire an assistant. When you’re ready for this, you’ll know. If you want
to make more money in less time, pay someone $7 an hour to help you
do it. (See Chapter 10, “Working with Assistants,” for details.)

15. Do a listing campaign. What are the two areas we work in real estate?
Listings and sales, buyers and sellers. If you try to do both 100%, what
will happen? Nothing—you’ll burn out. Here’s something I did when I
was in sales. You go on a listing campaign. You don’t work with sellers.
You list, list, list like a mad person for 30 days. You build that invento-
ry. Then you take a break. And when you take a break from listings,
where do you work? You play with buyers.

If you keep building your listing inventory, do you have a sense of
accomplishment? Absolutely—you’re feeling good about yourself. But
you need to take a break. You can’t keep working listings day and night,
night and day, or you’ll go insane. 

And the reason I call it playing with buyers is because you’ll find that,
once you’ve built your inventory, you won’t care so much if they buy or
not. It’s more of a game. You show them houses for a few weeks, just the
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shiny pennies, and you know what will happen? They’ll start buying
them. Because you’re not in the mode of “I have to make a sale!” You’re
showing them only the best. You will close more buyers and you’ll have
more fun in your career.

Now, after you sell a couple of houses, you write some offers and get
them into contract and you’ve got a few dots on the board, then you’re
back on the listing campaign. And then you take a break to go play with
buyers. Don’t try to do both at the same time or you’ll go cuckoo. You
have to try to pace yourself. Real estate is not a sprint, it’s a race; you
need to pace yourself.

16. Move your desk every six months. I know that some of you can’t
physically move your desk, but if you can it would be great. You’ll get a
different view. Or, maybe you can change desks with another agent.
Periodically, I just rearrange my whole desk. I’ll change my office around
whenever I feel that things are getting stale and I need to shake it up. I have
agents tell me it’s like a shot in the arm or a wake-up call. Plus, you have
to clean up your desk to do this. You might be surprised what you’ll find.

17. Have a purpose for each call. When we get to the section on the tele-
phone and prospecting, we’ll be more detailed about this concept. But
for now I’m just going to say, have a purpose for each call. I think it’s real-
ly interesting that many of us pick up the phone to make a call without
being crystal clear as to our main objective. Before you get on the line, ask
yourself, “What’s the one thing I want to accomplish from this phone
call?” Whether you’re talking with some of your existing clients, a buyer,
a prospect, or a referral, don’t just pick up the phone. Have an intense
purpose as to what you want to accomplish and what your objective is.
When you do that, you’re going to have fewer conversations where five
minutes of business gets stretched out with chitchat to 50. That won’t
happen anymore when you have a clear purpose for each call.

18. Have a “scrapbook of the future.” One of my students gave me this
idea and I think it’s the coolest thing. Most of us have a scrapbook of
our past (you know, baby pictures, letters we sent when we were at
camp—just a bunch of stuff). But you can create a scrapbook of your
future. Start clipping all the things you want as you design your life,
career, etc. Just cut them out and put them in the book. This is really an
extension of the image poster we discussed as part of technique #3. But
play it out here. Make believe that the scrapbook really shows shots of
your life ... your future life, that is! I think it’s a really neat idea.
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19. Involve your family in your goals. Put an asterisk next to this one.
One of the things I know is challenging in our business is that we tend
to work many hours. We spoke about this earlier. We schedule 55 hours
this week in real estate and don’t manage that effectively, we know we’re
going to expand out to 65, 75, and so on. When we do that, we’re tak-
ing those hours from both family and personal life. Family life gets
stressful, so I highly recommend that you include your family when set-
ting your monthly goals. Here are two suggestions.

For instance, let’s say that I have a wife and two children and I want
to get five listings this month. I know I’m going to have to put in extra
hours. So I’ll go to my family, have a little family meeting, and say,
“Here’s what I want to do in the next 30 days. I want to get five listings.
I’m going to be putting in a few extra hours. Here’s my game plan. If we
get these five extra listings, honey, you and I are going to go away for the
weekend—to that resort you wanted to go to—just you and I with the
spa and the whole thing. Kids, I’ll buy both of you new 10-speed bikes.”
Obviously your family may get excited about this. So when you come
home at six or seven at night, what do you think your family is going to
do? They’re going to say, “What the heck are you doing home? Get the
heck out of here, knock on some doors, and make some calls. We’ve
only got two listings and we need three more!” Do you follow me? Now,
this may put a little pressure on you, but it’s the good kind of pressure.
I’ll call it a “challenge.” So have your family be a part of your goals and
life will be a lot more fun.

Here’s an extra technique my students have told me works really
well in helping you to stay close with your family. Typically, whenever
we feel guilty because we think we’re neglecting our family, we take
them out to the movie or to dinner. Instead, make a “Family Fun List.”
Make a list of all the activities you can do with your family (e.g., picnic,
ice skating, horseback riding, theatre, bowling, etc.) and hang it up on
the refrigerator. The “game” is you can’t do an item twice until you’ve
done everything on the list once. This will force you to do new and cre-
ative things with your family. Also, by hanging it up, you’ll be more
proactive about spending time with them, rather than doing it out of
guilt. Oh yeah, make sure you highlight the items as you do them.

20. Get your file system together. In technique #13, I briefly advised you
to “get technical”—to take full advantage of your computer and your
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cell phone and so forth. We have a chapter devoted to technology. Let’s
talk now, though, about your filing system.
� BUYERS. Earlier we spoke about working the shiny penny list—that in

each price category of houses there is going to be a handful that are
the best of the best, the cream of the crop, the shiny pennies. So with
that thought in mind, we want to file our buyers by price range. This
way, when you see a shiny penny in a particular price range, you go
to your buyer file and call every buyer in that price range to come out
and look at that shiny penny. Also within your buyer file should be a
folder for what I call “A” buyers. These are people who have to buy a
house. Most likely they’ve sold something else, so they’ve got a bag
full of cash and need to place it somewhere. These buyers are the
exception to the rule about working the price range. You show them
everything and anything, because there’s no question about what they
are going to buy, just who they are going to buy it from.

� SELLERS. This first (and best) method for filing sellers is by their
phone number. Let’s say you’re working with FSBOs. You take a box
that holds index cards and on the tabs you write “0000,”  “1000,”
“2000,” etc.—with those numbers representing the last four digits of
a phone number. So let’s say you have two FSBOs (for sale by owner),
and the phone numbers are 223-0991 and 526-1234. The first FSBO
would go behind the tab that says “0000” and the second FSBO
would go behind the tab “1000.” Whenever you look at the newspa-
per and check out all the FSBOs, you cut out each ad and attach it to
a separate index card. Then, in the upper left corner of the index card,
you put the town that that FSBO is in, if you work more than one
town. In the right corner you put the phone number, because that’s
how we’re going to file it. Then you would put some information, like
their address and their name. Every time you see that FSBO adver-
tised, you would write the date you saw it advertised. If you note that
they lowered their price after a few weeks or months, don’t cut out
that ad; just use the index card with the original ad and, next to the
ad, write their new price. Now, when you call that FSBO, on the back
of the index card you can write down your conversation with them.

Here’s the real power of this. When an FSBO stops advertising, say, for a
month, then you see the new ad with the new price, you can call the own-
ers and say, “Hi, Mr. and Mrs. Seller, this is Darryl from XYZ Realty. I noticed
that you started advertising your house again. I remember when you adver-
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tised it a month ago for such and such a price.” They’re going to think you’re
Houdini that you remembered this information. So, by using this file sys-
tem, what will start to happen is that you won’t be calling the same FSBOs
over and over without knowing that you’ve spoken to them before. 

When you see any new FSBOs in the newspapers, you cut the ad out and
attach it to an index card. If you already have a card on any FSBOs you see
advertised, you obviously don’t need to cut that ad out again. It’s a very
effective system for tracking FSBOs. By the way, you obviously need to call
these people and attempt to get a listing appointment!
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516 555-1234

Mr. & Mrs. Jack Jennings
2334 Las Viajes Rd.

Escondido

For Sale by owner. 4 bedrooms,
2.5 baths on quiet cul de sac.
Recently remodeled. Great home
for family. Call for appointment.
516 555-1234

4/8 ($175,000); 5/7, 5/21, 6/1, (169,000)

Front of Card

Back of Card

4/8 We spoke about ...

Figure 1-3. Keeping track of potential sellers



Of course, you could use a database software program, like Top
Producer, to file all this information. As good as I am at technology, I still
prefer this file system for FSBOs. The reason is there is something about see-
ing the “real ad” that gives me a better sense of who these sellers are.

Now that we’ve got this file system for the prospects—the file box with
the index cards—we need another system for our existing clients. Therefore,
the second file system for sellers would be individual folders. (I’ll give you
more on this when we get into the chapter about servicing listings.) 

Past Clients 
Whether you’re computerized or not, I want to say something about past
clients. When you’re listing and selling real estate on a day-to-day basis, you
have a choice to generate business from one of two ways. Either you can go
out and generate new business, constantly meeting new buyers and sellers,
or you can tap into your existing business—people who know you, people
who have done business with you before. Which is better? Obviously, tap-
ping into existing business. 

It’s amazing to me how many agents live paycheck to paycheck. They get
the money and get out of Dodge. They don’t stay in touch with those sell-
ers; they don’t call them. I know there are a lot of companies out there that
offer an automatic follow-up system; that’s good, but that shouldn’t replace
your staying in touch with your people. I’ve met many agents who get 80%
of their business from their client base, people they’ve done business with
before. You’ve got a tremendous amount of listing leads, buyer leads, and
referrals from this list, whether you utilize it or not. It’s exciting. And I want
you, right now, to make a decision and commitment that you need to serv-
ice and take care of the people who know you and have done business with
you before. 

I learned this concept from the insurance industry. When an insurance
agent sells a policy, he or she gets residuals. Every time the policyholder
makes a payment on the premium, the agent gets paid a portion of that. So
the more policies the agents sell, the more they keep adding to a steady flow
of income that they can count on. 

You and I have the same thing available to us. Except in our profession,
it’s one commission check at a time. But it could be constant. The key here
is that you have to stay in touch with your past clients. But you have to put
together some kind of system.

And don’t do it just once a year. What I’ve found is that successful agents
stay in touch with past clients at least four times a year. They’ll send them an
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anniversary card, a holiday card, and maybe two other mailers, just to say,
“How are you doing? Here’s my face. Do you need anything? If you know of
anybody listing a house, give me a call.” Four contacts a year, minimum, and
I recommend that one of those contacts definitely be a phone call.

� FARMING. You should have a totally separate filing system for your
farm. (See Chapter 8, “Farming for Dollars,” for more details.)

� TODAY’S URGENT BUSINESS. I have a bin for me and for my assistant on
my desk. I have a bin for future stuff I have to do and I have a bin for
the things I must do today. 

� YOUR TAXES. I’m not going to go through all the categories, but what
I recommend you do is, instead of sitting on your living room floor
April 14 making piles, to make the piles as the year progresses by
using a manila folder for each expense category.

As I said at the beginning of this chapter, all the best time management
techniques in the world are meaningless without the proper attitude. So
take a look and see if you’re truly committed to achieving your Next Level
in real estate. (I already know that you are; that’s why you’re reading this
book!) I don’t expect you to implement all of the advice I’ve just given you.
But I do expect you to be willing to do what it takes to move forward in your
career. With that in mind, review this chapter once more and select several
of the steps to put into action today.
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Power Fact
It doesn’t matter whether you’re a top producer or a first-month sales-
person: when your prospecting efforts dwindle, so does your income.

Overview

No matter how busy you are, you must constantly prospect in order to
remain successful in real estate. However, for a lot of agents, picking

up that telephone is a very difficult thing to do.
Here’s the nasty little secret to prospecting—the toughest point is when

you first start. It’s no different than when you take on any new activity that
requires a change in behavior. Overcoming your old habits requires signifi-
cant commitment and effort before you can feel comfortable. That’s why I
want to challenge you. Make the commitment now that for the next 30 days,
without fail, you will make X number of calls each day or block out X num-
ber of hours each day to totally devote to prospecting. If you do that on a
regular basis for a month, I promise you that picking up that telephone and
prospecting won’t be such a daunting task. You will overcome something.
You’ll move beyond this vague fear, or whatever it is that might be holding
you back. And, believe me, once you overcome it, then it’s easy. It really is a
piece of cake.
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Now that you’ve accepted my challenge, let me give you the tools you
need to succeed and master the art of prospecting. The material that follows
in this chapter is, I truly believe, the best information you will find on how
to get through to a seller on the telephone and book that appointment.

Six Key Concepts of Prospecting
Concept #1: Prospecting is the name of the game. We’re in a great pro-
fession. We do more than just list and sell houses. We make a difference
with people by helping them move from point “A” to point “B” in their
lives. Now, how we know we’re doing a good job of this is by how much
money we make. Money is a gauge of how many people we are helping; the
more we help people, the more money we make.

Let me share what I call the Links to Success.

� To make more money, we need more closings. 
� To have more closings, we need more contracts. 
� To have more contracts, we need more listings.
� To have more listings, we need to attend more appointments. 
� To attend more appointments, we need to schedule more appoint-

ments. 
� To schedule more appointments, we need to prospect. 

So prospecting is the first link to success. If you do more of this, the rest
will naturally fall into place. Even if you’re really bad at it, the more you do
it, the more results you will get. Why? Because real estate is a numbers game
as shown in Figure 2-1. 

Studies show that if you call enough people and just bark into the
phone, eventually someone is going to say, “You must be a Realtor®. Come
on over!” So you’ve always got to prospect.

Concept #2: Focus on building inventory. Many of us have listings
goals: “This month I am going to get X number of listings.” But I want
you to start doing what all the top agents do. They don’t look so much
at how many listings they get in a particular month; they look at how
many they have in their inventory.

Before one of my Power Program classes, I walked over to my student,
Tony Donnino. Tony said that he had gotten three listings and one sale. I
said, “Wow. Sounds like you had a good month.” And Tony, being a perfec-
tionist, says, “Well, I could have done better.” So, since I know Tony loves to
set the bar high for himself, I asked him how many listings he had in his
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inventory. He told me he had 26. Again, sounds good, right? But remember,
we’re talking about Tony here. I said, “Tony, you should focus on building
your inventory up to 30 over the next 30 days. Then perhaps next month
build it to 35.”

What’s great about this is that by focusing on building inventory, as
opposed to just getting listings, you will replenish your listings as they go
into contract. So, let’s say you have 26 in your inventory and your goal is to
get it to 30 in the next month, so you need to obtain four. But, let’s say that
during the month two of your listings go into contract. How many do you
need to get that month? Six, because you’re also replenishing the two that
went into contract. As a matter of fact, if you just played the game to increase
your inventory by only one each month, you would probably be on your
way to doubling your income, depending on what type of market it is. You
could even create a chart, the Listing Inventory Chart (Figure 2-2).
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Concept #3: If you are in the office, you’re not making money. The
only way you make money is if you are out of the office seeing people—
whether it be buyers or sellers. And if you are in the office, your primary
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objective should be generating opportunities to go on more listing
appointments.

Concept #4: Work a prospecting plan. Here is a very simple—and very
effective—plan.

A. Cold-call three hours a week. All the top producers that I know are mak-
ing six-figure incomes. They are putting $100,000 plus a year into their
pocket and they are cold-calling once a week for three hours. Why
would that be a good thing to do? I mean, here are people making six-
figure incomes; they probably don’t need to cold-call, right? Wrong.
They do it to keep their skills sharp and stay on top of their game. Not
to mention the fact that cold-calling enables them to maintain a high
listing inventory in the first place.

B. See two FSBOs a week.
C. See two expireds a week.

Now, just looking at letters A, B, and C, how many listing appointments
are you going to attend at a minimum? Four. Do you see that? Two FSBOs,
two expireds—four is an absolute minimum. This is what a lot of top pro-
ducers do. Of course, you might go on more as a result of the cold calls.

Or you can try something that I personally did. We’ll call it letter D.

D. Do a listing campaign. I used to go on listing campaigns. For just 30
days, I would list like a madman. I wouldn’t work with buyers at all,
except for the “A” buyers. I would just list, list, list, list, list. When I got
tired of that and I wanted a mental break, I would go play with buyers.
Once I got tired of the buyers and I was ready to go back to listing—
boom!—I would do a listing campaign once again.

Concept # 5: Refer your B and C buyers out. Here are the definitions
of “A,” “B,” and “C” buyers.

� An “A” buyer is someone who has to buy a home now—there are no
ifs, ands, or buts about it.

� A “B” buyer is someone who is committed to buying a home, but not
in much of a hurry.

� A “C” buyer is someone who is not committed; it’s more like “it
would be nice” or “it would be a good idea” to buy a home now.

When you’re focused on building listing inventory, you should not work
with “B” and “C” buyers. “A” buyers are a definite sale, so you keep working
them.
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Let me illustrate my point this way: Can somebody make $100,000 or
more a year in real estate by working with buyers only, not doing any list-
ings at all? Yes, but it would be very tough … and you would definitely be
crazy by the time you were through. But if all you did was work listings and
not work buyers, could you make $100,000 a year? Absolutely.

Now, I am not saying to abandon working with buyers altogether. But
you’ve got to respect what works. And it’s not just me saying it. I travel across
the country all the time and I’m always talking to real estate people who
make six figures. They tell me that 75% of their income comes from listings
sold and the other 25% from working with buyers.

So I am telling you to prospect and build your inventory—put most of
your efforts into that. And if you are going to work with buyers, make cer-
tain that you’re just going after the “A” buyers. Why would you work with
someone who isn’t ready to buy now? We are not chauffeurs; we’re real
estate salespeople. So if you’ve got someone who isn’t ready to buy now, a
“B” or “C” buyer, refer her or him to an agent who hasn’t read this book!

Concept #6: Real estate is a pure numbers game. Put an asterisk next
to this one. Regardless of how good or bad you are on the telephone, if you
just make call after call, eventually you’ll get an appointment. Now, I don’t
know if that helps you or not, but I would think it takes some stress away.

You see, all that we try to do as salespeople, by taking courses, listening
to tapes, and going to seminars, is to increase our skill levels so we can then
increase our closing ratio. But regardless of your skill level, you should just
simply work the numbers.

Just the other day, Sharon, one of my students, came up to me and said,
“Darryl, I think I know what you’re talking about. I should prospect more.
But I’m just not doing it.”

“Why?” I asked.
She said, “I just have this fear of calling a complete stranger.”
So here is what I told her. I said, “Look, if you don’t make the phone

calls, are you going to have any listings?”
“Nope.”
“Great,” I said. “So let’s say that you do call and you are really bad and

you mess up. Are you going to get any listings?”
“Nope,” Sharon smiled. She was starting to catch on.
“So, in other words,” I finished, “if you don’t call or if you do call and

mess up, you are not going to get the listings either way, right? But here’s the
thing: if you don’t even pick up the phone, you’re guaranteed not to get the
listings.”
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But if you do call, maybe just maybe you might not mess up. You may
even get lucky. Who knows? The right thing could just come out of your
mouth and you just might get the appointment and get a listing.

My point is that by picking up the telephone and just making the call,
even if you don’t get the appointment, you are no worse off than if you did-
n’t make the call at all.

Here’s a tip. The key to working the numbers and making calls and
prospecting is don’t be so attached to the result. Let me say that again: don’t be
so attached to the result.

You know, I believe that the reason you may not pick up the telephone
is because you have something riding on what the other person says, mean-
ing, “I’ve got to get this appointment because if I don’t, I’ve failed.” Forget
all that garbage. This is business. It’s not about your worth as a person.

Just pick up the phone and see if you can help these sellers. If they are
open to having you help them, well, that’s great. If they are not open to it,
that’s fine too. At least you tried.

Understanding the Mindset of FSBOs 
and Expireds
To be successful when prospecting, you need to understand the mindset of
those you’re calling.

FSBOs
First, let’s take a look at why a person would be a For-Sale-by-Owner.

� The person may have had a bad experience dealing with agents.
If this isn’t the reason, it’s probably that….

� The person doesn’t know any better. He or she is an FSBO sim-
ply because he or she doesn’t understand the value that an agent
brings to the table. Usually, FSBO are motivated by one or more of
three factors: 
– They want to save money. They mistakenly believe that saving on

our commission means more money left for them. You and I
both know, however, that selling on their own increases the odds
that they are going to pocket less in the end. (More about this
later.)

– They think they’ll have more flexibility. “I won’t be tied to any
one broker,” they believe. “I will be in more control.”
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– Their ego gets in the way. “I can do as good a job or better than
any realtor,” they claim.

Expireds
Expireds are going to be feeling any combination of three things:

� They are not opposed to working with agents. They already list-
ed with someone, so we know that at one point they didn’t have a
problem working with agents. They may still feel that way,

� They may be upset with agents—or with the real estate industry as
a whole. As in “I was on the fence, then I gave it to this agent. They
tied us up for six months and the house still didn’t sell. You guys all
stink.”

� They feel rejected. Did you ever call an expired who said, “No, the
house didn’t sell, and we aren’t selling at all right now”? That might
be because the expireds are taking it as a personal rejection. They are
personally upset. You have to envision the situation here. They are all
excited about moving. An agent comes in and says, “No problem,
here’s what I can do for you.” “Oh great,” they think. “Our savior.” Six
months later, 100 buyers through the doors, ads, open houses, expo-
sure, exposure, exposure, and basically what the seller is feeling is that
everyone said, “We don’t like your house. It stinks.”

My question at this point: is the seller in the presence of what he or she
is committed to—the reason for starting the whole process—or in the pres-
ence of her or his thoughts and feelings—and upset about what happened?
Thoughts and feelings, right? What you need to do is bring back to the sur-
face the reason for starting the whole process. (Note: Don’t ever address on
the telephone what the other agent did or didn’t do. You just don’t need to
get into that.) 

What I am telling you to do with expireds is get them out of the box
they’re trapped in and bring them back to what they committed to by
renewing their motivation. I’ll tell you how in a minute.

But first, I want to make sure I nail a point down with you. We went
through the mindset of FSBOs and expireds. What is the number-one key
that you need to focus on in both scenarios? It is to find out what they are
committed to. To demonstrate this point, I always call FSBOs and expireds
during class in The Power Program getting them on the phone right in front
of the class. And, two out of three times, I get an appointment.

Afterward, agents always come up to me and say, “Darryl, I am amazed
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at how great you did!” or “I am shocked that you were able to close on that
appointment.” But the reason I am so successful is because my calls are
never intended to manipulate the seller. It is never about me succeeding or
even about me getting the appointment. Instead, it is about finding out
what these people are committed to and seeing if I can help them. Now, I’m
positive that the best way to help these people is for them to meet with me.

Sellers put themselves in a box. FSBOs have convinced themselves that
they can save money by selling on their own, that they will have more flex-
ibility, or that they can do a better job than an agent. Expireds are upset with
agents or they feel rejected. In either case, we are just dealing with a bunch
of opinions and interpretations. These are not facts, not absolute truths. So,
when I speak with sellers like these, my only task is to uncover what they are
committed to and to help them see this commitment clearly once again.

You see, when you learn what they are committed to and you have a
conversation with them about this, you’ll find that they really want to give
you the appointment—because they want somebody who cares about what
they want. The truth is, if you can help them achieve their goals, then, of
course, it is in their best interest to speak with you.

Why Sellers Can’t Save Money by 
Selling on Their Own
Think about it. We basically work for free and we are going to take tons of
money and promote a home and we don’t get paid unless it sells. What a
great deal for homeowners! We are going to sell their house for them, which
is going to net them the same amount of money as if they went through all
that time, expense, and aggravation on their own.

“Darryl, why do you say that?” you ask. Here’s why. 

1. FSBO hunters want a bargain. The only reason why a buyer is going
to shop purely FSBO is because she wants—what?—a bargain. She does-
n’t want to just save the commission; she wants a bargain. 

So, let’s take a house that should be listed for $100,000 and we charge
X. The FSBO says, “I’ll sell it on my own and save X.” Now a buyer who
calls this FSBO knows the seller is a FSBO trying to save the commission;
in other words, this $100,000 asking price has the commission built in. If
the buyer doesn’t want to pay the commission to the agent, she certainly
doesn’t want to pay it to the seller, so she takes X commission off the top.
But in the buyer’s mind, the seller is netting what he would have if he had
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listed, so she’ll usually take another, let’s say, 3% off X.
Let’s take a FSBO who has been actively selling on her own for a

period of time. You can sit at the presentation and say, “Lynn, here is
why you are not going to save any money. The buyers you have been
having through here, have any made an offer?” 

Let’s assume she says, “Yes.”
“I bet you that they have been offering you about 10% below what

you have been asking.” Most of the time, the seller will be like, “How
did you know?” For some reason buyers read this universal book that
tells them, “Pay 10% less than what the seller is asking.” Do you get this
concept?

This is why a FSBO is not going to save anything. He is going to basi-
cally walk away with the same amount of money or less than if we sell it
for him. And he’ll have to do much, much more work just to (hopeful-
ly) come out even. This concept may not always hold true, especially in
a hot seller’s market, but here a few other reasons why a FSBO will not
save money.

2. Third-party negotiating. With an agent, the buyer and seller don’t
negotiate directly; we do it for them. The seller wants $100,000 for the
house. Odds are she is going to sell for about $90,000 doing it on her
own. Because of our negotiating skills, because of everything we have to
offer, we are going to be able to net the seller their $90,000 or maybe
more. There’s an expression you’ve probably heard: “An attorney who
represents himself has a fool for a client.” The reason why this is true is
because if someone is personally involved, he or she is probably going
to make mistakes. Said another way, what we bring to the table for a sell-
er is our objectivity.

We have been trained to negotiate. We do our research and we do
this all the time, whereas typical sellers may deal directly with the hous-
ing transaction one, two, or possibly three times in their entire life. It’s
the biggest monetary contract they may ever participate in. Shouldn’t
they lean on a professional who has negotiated dozens, maybe hun-
dreds of deals? Of course.

Plus, we have a vested interest in getting them more money because
we benefit too via our commission. And, once again, if they choose not
to work with us, they are going to net no more money or maybe even
less for their efforts. Why risk it?
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3. Agents have more available resources. This is Marketing 101, folks.
The seller wants the best possible price. To get the most money, we need
to get the most buyers through the door. To get the most buyers through
the door, we have to generate the greatest amount of exposure on the
home. We get the most exposure on the home through marketing tools.
The more marketing tools you have, the more exposure a house gets.
The more exposure, the more buyers through the door. The more buy-
ers through the door, the higher the price you will get for the house. The
reason why the seller won’t save money doing it on his or her own is
because sellers don’t have nearly as many marketing tools as we have.
How many marketing tools does a FSBO have? Two, maybe three. How
many do you have? Tons. Here’s just one example.

What is the best type of buyer? Relocation. Why? Because they have
to buy, they are committed to buy, and they are most likely in a time
crunch. Now, let’s say a FSBO is selling her house in Boston and there’s
a potential buyer for her house moving from New York. Guess what?
That buyer from New York doesn’t get the Boston Globe, so he’ll never see
the FSBO ad. Instead, that buyer has contacted an agent in Boston and
she is going to sell him a house that is professionally listed. So, in other
words, the FSBO is missing out on the best, cream-of-the-crop buyers.
That’s just one example of how our marketing tools can get more expo-
sure for a house and therefore a higher price.

So, there you have it: the three basic reasons why the seller is not
going to save money doing it on her or his own (see Figure 2-3). 
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Rules of Thumb When Working 
on the Telephone
Rule #1: Show them that you care. I said this earlier, but I am going to
say it again. When you pick up a phone to make your calls, it can’t be about
you. It can’t be about you succeeding or getting a listing or closing. It can’t
be about any of that. It has to be about the person you’re calling and what
he or she is committed to!

When I’m in town, I sometimes stop into my students’ offices. One
time, when I was visiting an office where I had about 20 students, I said that
I’d call the first FSBO ad they gave me and schedule an appointment.
Somebody gave me an ad. I made this call—my first call—and got an
appointment. 

The agent went over to the house. She told the homeowner that I was a
trainer and the whole story. Then she asked, “Why did you agree to let
Darryl in?”

The homeowner said, “Before Darryl called, I must have gotten at least
70 phone calls from real estate agents and he was the only one that I let in.”
Of course, the agent asked why this was. The woman answered, “I could tell
just by talking to him on the phone that he really cared about me and why
we were selling.”

Everything I am teaching you—the process I am explaining and the script
I am going to give you—means nothing if it’s about you succeeding with it.
That’s perhaps the toughest thing, because it is part of what motivated you to
make the call, right? But you need to learn to shift the motivating force so
that it is not about you, but rather about the contribution that you can make
to people. Once you do this, you’ll be on the right road. 

Rule #2: Ask a lot of questions. There are three primary reasons why
you probe and ask questions:

1. You want to find out what the person is committed to. 
2. It helps display a genuine interest in the person’s situation and helps to

build rapport.
3. “Whoever asks the last question is in control.”

You know that if you call FSBOs and expireds they ask you things like
“How much commission do you charge?” Right? And you say whatever you
say. Then they ask another question: “Well, how long of a listing do you
guys take?” When they ask a question like that, some of us get a little defen-
sive. We start to feel like we are losing control of the conversation.
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By the way, don’t ever, ever, ever handle commission over the phone or
talk about multiple listings over the phone or talk about length of listings—
anything. Never talk about that because, if you do, then they will decide
based on your answers whether or not they are going to let you in the door. 

Here is something else, especially with FSBOs and, in a lot of cases,
expireds too. If they are selling on their own, do they want to work with an
agent, yes or no? No. And if you insinuate on the telephone that the reason
why you are calling is to talk to them about hiring you to market their
home—said another way, to give you a listing—they won’t even let you in
the door.

Your approach must be to find out what they are committed to and see
if you can help them. Most of the time, helping them means listing the
house. Is that always true? No, it is not. But the commitment has to be to
help them, whatever that means. And the way to discover how to best help
them is to ask questions.

Here are a few questions you might consider asking:

� Where were you going to move when you sold your home?
� Why there?
� Do you have a new house already picked out?
� Have you ever worked with an agent before, either in buying or in

selling a house? How was that experience?
� If I had a buyer who would pay you the money you needed to make

this move a success, and you wouldn’t have to pay a fee out of that
money, is that something you would consider? 

Rule #3: The purpose of the call is to see if you can help. Am I repeat-
ing myself? You bet. When you make this call, there is another human
being on the end of the phone who has a book of reasons for selling—some
good, some bad. Your job, our job—why we are licensed to do what we
do—is to find out what the scenario is and see if we can help that person. If
you believe after speaking to him or her that you can help, then your next
job is to get in the door. Meaning, don’t talk, don’t do a listing presentation
over the phone. Just get in the door. Got it?

The following section will help you to put the above advice into practice.
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The Surefire Process for Booking 
Appointments on the Phone
Even though I’ve been told by many of my students that this dialogue has
gotten them tremendous results, it’s important to understand that it’s really
not the specific dialogue that produces the intended result, but the action of
getting on the phone. 

I would like you to believe that I am the guru of telephone dialogue, but
the truth is that no one really is. What separates the great from the rest is
that the great just put in a few extra hours picking up the phone. So, my
advice is to use this dialogue as a starting point. Don’t worry about memo-
rizing this dialogue or using it as a script. The most important two things to
remember are:

1. See if you can help the person based on what he or she is committed to.
2. Assuming you can, get in the door.

Here are some sample dialogues that will help you to succeed.

Step 1: Identify. “Hi. I’m calling in reference to the ad in the paper.” You
say this first, not “Hi, this is Darryl Davis from Power Realty.” If you did
that, you would hear “click” … or you may get “Hold on a second. Mom,
Dad, a realtor is on the phone for you” followed by “Tell them we’re not
home!” Instead, just say that you are calling in reference to the ad in the
paper. If the person who answers is not the decision maker, she or he will
say, “Hold on, let me get my parents.”

Then, you ask the second question in the Identify step: “Is the house still
for sale?” The reason to ask this question before you identify yourself as an
agent is because, if homeowner knows you’re an agent before you ask that
question, he or she will tell you, “No, the house is already sold.” Once
again, you say:

“I’m calling about the house for sale”
“Yes.”
“Is it still available?”
“Yes.”
Now move to the next part, Introduce Yourself.

Step 2: Introduce yourself. “Hi, this is Darryl Davis from Power Realty.
How are you?”

Step 3: Clarify. You want to clarify whether the sellers are they work-
ing with agents or not. “The reason why I’m calling is to see if you folks
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are open to working with agents in the sale of your property?” The person
will answer that question either “yes” or “no.”
If the answer is “Yes, we are working with brokers,” you have to clarify it.
Ask, “Is it currently listed with a broker?” Why would you say that? Because
it could be. Sometimes sellers are still advertising on their own, but they just
listed with a broker. If they say “no” when you ask if the property is current-
ly listed, great—proceed.
However, if the answer is “No, we are not interested in working with bro-
kers,” what do you ask them? “So, you are trying to sell it on your own,
huh?” If the person says “yes,” you would naturally ask, “Is that because you
folks want to save the commission?” She or he will probably say “yes,” so
now just jump into the next section and ask the following questions.

Step 4: Find out what they are committed to. “Oh, I see. Let me just
ask you, where are you folks moving? ... Why there? ... By when do you
need to get there?”

How many questions should you ask? Until you have a good sense of
what the people are committed to and you think they are ready to let you
come over. I’ve had some conversations go on for over 15 minutes before I
got the appointment and some that lasted 60 seconds and then I scheduled
the appointment. This is where instinct comes in and you get that only from
making a lot of calls.

Step 5: Invite action. (By the way, another way to say “invite action”
might be “close.” But I like “invite action,” because we are going with the
consultative approach, not the manipulative way of selling. We train Power
Agents to tell homeowners that we are inviting them to take action based
on what they are committed to and that, if they are committed to selling,
they should explore all of their options ..., which include meeting us.)

You have a few different ways of doing this.
For instance, you could ask, “Would you be offended if I just stopped by

to see your house?” Isn’t that a great question? What is the person going to
say—“Yes, I would be thoroughly offended!”? I’ve found that this line works
tremendously well with expireds. 

What works best with FSBOs is, after you find out what they are com-
mitted to, you ask, “If I can help you move to Hunna Hunna and you
wouldn’t have to pay a brokerage fee out of the monies that you need in
order to make this move a success, would that be of interest to you?” This is
also great and here’s why. This dialogue sounds like we are working for free.
But if you look at it closely, it says they wouldn’t have to pay a fee out of the
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monies they need, not the monies they want! What they want and what they
need are two different things. If somebody presses you on the phone with
“How can you do that?” your answer should be “There are several ways. For
example, are you familiar with how a buyer agency works and that the buyer
may elect to pay us? Well, that is just one example of how that could work.
But first let me come over, see what you have, and see if I can help you. If I
can’t, I promise to tell you in the first five minutes that I’m there, so I don’t
waste your time. Sound fair?”

OK, so that was the telephone process. Now, I want to go through the
expired dialogue, cold-call dialogue, and old FSBO dialogue.

Expired Dialogue
With the expired listing, when the sellers put the house on the market, they
were excited about their future, about moving and their new home, … or
whatever the specifics. Then, after several months of their house being on
the market and showing, there are only low offers. Now they feel rejected. 

When calling expireds, your focus should be not only to find out what
they are committed to, but to help bring them back into the presence of
what they are committed to, back into the presence of why they started this
whole process in the first place. To refresh your memory, the five steps to the
telephone process are identify, introduce, clarify, find out what they are
committed to, and invite action.

With this in mind, the expired dialogue would sound like:

(Step 1: Identify) “Hello, may I speak with Mr. Jones, the person who’s
advertising his house for sale?” 

(Step 2: Introduce) “This is Darryl Davis from Power Realty. How are
you?”

(Step 3: Clarify) “The reason why I am calling is I noticed your house
expired off the Multiple Listing Service and I was wondering if the house
is still for sale.” 

He is going to say one of two things: “yes” or “no.” 
Now, if he says, “Yes, the house is still for sale,” clarify it a step further

by asking him if he put it back on Multiple. If he says “no” to this question,
we know that he is going For Sale by Owner. 

If he says, “No, the house is not for sale,” what does that mean? Does it
mean that he sold it? Does it mean that he has taken it off the market? Ask
him point-blank, “Did you sell it?” If he says “yes,” clarify it a step further
still. “Is it in contract?” (He may say, “Yes, it did sell” because he has a buyer
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who is interested but nothing has been signed.) Then you move on ….

(Step 4: Find out what they are committed to) Start off by telling him,
“I am looking at a copy of the Multiple and I am a little surprised that it
didn’t sell. Why do you think that is?” 

Let him vent. “Well, it is because the broker or the buyers are stupid.” 
Then ask several more questions: “Why are you folks moving? Where are

you moving? When do you want to get there?” and so on. Find out what
they are committed to and bring him back into the presence of why they are
selling.

(Step 5: Invite action) Again, you have several different ways to proceed.
“Would you be offended if I stopped by to take a look at your house?” or
“Let me ask you: if I could help you get to wherever you’re going within
the time frame you want, with the amount of money that you need, would
that be of interest to you?”

Cold-Call Dialogue
This is kind of basic. The thing about cold calls is you are just working the
numbers. It does not take a tremendous amount of skill to make cold calls.
Let’s take a look.

(Step 1: Identify) “Hello, may I speak with Mr. Smith?” Usually, agents
will use a verse book or a Cole’s directory (also referred to as a “crisscross”
reference) so they have the name of the homeowners right there.

(Step 2: Introduce) “Hi, this is Darryl Davis from Power Realty. How are
you?” With a cold call, sometimes it is useful to say, “Are you familiar with
our company?” They will say “yes” or “no.” Don’t do anything with that
regardless of what they say.

(Step 3: Clarify) “The reason why I am calling is because [we just listed
or we just sold or we are looking to build our inventory] and I was won-
dering if you knew anyone who is thinking about selling their home in
your neighborhood.” 

By the way, don’t ever, ever use “I have some buyers looking in your
neighborhood.” That is one of the oldest, overused techniques and I hate it.
Most sellers out there nowadays are intelligent enough to know that this is
just a line that we are using. So, don’t use it anymore … unless it is true. And
even then, I would still think twice. 

(Step 4: Find out what they are committed to) “How long have you
folks lived in the neighborhood?” And so on.
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(Step 5: Invite action) Proceed just like we discussed above.

Old FSBO Dialogue
Old FSBOs are people who tried selling their house several months ago and,
for whatever reason, didn’t sell and stopped advertising. I bet your local
library has a copy of all the old newspapers for the past 12 months. Make
copies of these ads and call them. For new agents: if the number has been
changed, don’t call. That means the people sold their house and have
moved.

Now the dialogue below is similar to the previous dialogue, but it has a
twist.

(Step 1: Identify) “Hello, can I speak to Ms. Johnson?”

(Step 2: Introduce) “This is Darryl Davis from Power Realty. How are
you?”

(Step 3: Clarify) “The reason why I am calling is because our records
show that you tried selling your home umpteen months ago. Is that cor-
rect?” You want to clarify that for them specifically.

To make the transition into finding out what they are committed to, use
this sentence: “The reason why I ask about your house is because we listed
a lot of homes in your area around that same time and they did sell. Where
were you folks planning to move?” 

By saying that other sellers hired us to market their homes in your area
around the same time and those houses did sell, you are gently zinging the
person: “Obviously you folks tried selling. We have clients who were suc-
cessful. You weren’t. Why do you think that was? Maybe it was because you
didn’t call us to begin with.” (But remember to be nice when doing this!)

(Step 4: Find out what they are committed to) Find out what she is
committed to, in order to learn if she is still thinking about selling. Bring
her back to the presence of why she started the process several months ago
and show her that you believe you can help her.

(Step 5: Invite action) Then proceed to invite action and arrange to meet
with her.

Before we move on, there is one point that I want to highlight for you. I
have given you a lot of dialogue here and spent several minutes going through
each category. But you need to know that it is not about the scripts, it is not
about the dialogue. I don’t want you to take these dialogues and memorize
them. I want you to simply be mentally present, find out what people are
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committed to, and coach them. Know in your bones that it is not about you,
it is only about them. You take the concept, you take the process—identify,
introduce, clarify, find out what they are committed to, and invite action—
and use your own words. This dialogue is just the foundation.

Preparing for the Appointment
There are a few things you need to have in order before you go on your
appointment.

1. Know your market. Imagine if I did a listing presentation to these
people and they talk about this house that sold on Elm Street and this
other house on Sycamore. I’d better know what they’re talking about,
right? The more you know about your market and what houses are sell-
ing, the more powerful you will be on the presentation.

2. Set up your appointments within a time range. When I say, “I’ll see
you at 7:30” and I show up at 7:35, I’m already late! To avoid this prob-
lem, simply say, “I’ll see you between 7:30 and 8:00.”

3. Make sure both parties are home. This is very important. Like in the
insurance business, I call it steering clear of one-legged appointments.
Avoid these at all costs. Decisions as important as selling a home always
require both husband and wife to be present.

4. Make sure you have free hours. Two hours should do it. Instead of
telling them this, however, I always asked: “When is dinner? I’ll come
right after you’re done.” Or after the kids are in bed. At that time, odds
are they are going to be home for the night.

5. Know how much they want. Is it important to know how much they
want before you go over to their house? Of course. This way you know
what you are up against. In the case of FSBOs, you usually know how
much they want because they advertise it. When that isn’t the case, and
when they aren’t willing to tell you, you can usually find this out on the
telephone by asking a few key questions. 

For example, as you’re asking about their house, bedrooms, baths,
etc., you can say, “Gee, your house sounds nice. How much are similar
homes going for in the market?” If they reply, “Well, my neighbor John
sold his house for $200,000 and he didn’t even use the heavy-duty nails
like we did,” then you know that they think their house is worth more
than that. Another way to do this is to ask them what their current mort-
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gage is and then, later on in the conversation, ask them how much they
need to net in order to make this move work. Then you would add the
two numbers and that gives you a ballpark figure of how much they
think their house is worth.

6. Do a preliminary CMA. There are some agents who believe that, in
order to do “the right CMA,” they have to first take a look at the house,
and then go to the office to pull the comps, and then go back to the
homeowner to present this and ask for the listing. That’s the “two-stop”
approach. I believe this isn’t effective, because often the seller won’t let
you back a second time and, also, because this approach takes longer. I
prefer the “one-stop” approach. Here, you get details about the house
on the phone (bedrooms, baths, etc.) and then, because you’re already
familiar with the neighborhood, you run a preliminary CMA. The only
difference is that you deliberately leave blank the final price that you
would tell the homeowners they should ask for their house when they
put it on the market. That part you would put in once you’ve seen the
house. This way, if the house shows really well, you give them the high-
end price; if it doesn’t, go for the low-end.

7. Arrive early. When you’re going on a listing appointment, you’ve got
to get the CMA done, make all these calls, file, get the lock box, and, the
next thing you know, you’re rushing. Oh, and you forgot the yard sign,
too. Then, you go over and ring the bell, bringing all this stuff with you
to the door.

Instead, you should get there a few minutes early, park yourself in
front of the house, and listen to whatever music gets you psyched before
you go in. 

17 Powerful Ways to Find Prospects
Some of this may be a bit basic ... and some may seem real daring to a few
of you. In any case, here are several highly effective methods for locating
prospects in addition to FSBOs and expireds.

1. Work a high-turnover area. Work a high-turnover area and find the
strengths and weaknesses of your competition. If you’re trying to build
your inventory, don’t go to a neighborhood that has a low turnover.
How do you find high-turnover areas? Very simple. Tell MLS to print out
everything that sold in the past six months and it will show you. Then,
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look and see who the major listing broker is in that neighborhood and
do a little research on the strengths and weaknesses of that office. So,
when you decide to break into that neighborhood and you are sitting
face to face with a seller, chances are you are going to be up against that
broker and you will have some ammunition. Be prepared to show the
seller that your office has strengths to replace those weaknesses. That is
how you blow out the competition.

2. “Call to action” seminar. A “call to action” seminar is basically a sellers’
seminar or buyers’ seminar. Here are some topics you can do for sellers:
� How to advertise a house, 
� How to hold an open house, 
� How to use today’s low interest rates to get your house sold. 

There is one drawback to this approach, however: it takes time. But
there are some really good benefits.

The major benefits are that it is a way for you to market yourself and
your office and, more important, it creates a perception in the market-
place that you are an expert in real estate and that you are confident in
your abilities because you hold frequent workshops. 

If you choose to do this, don’t forget the power of synergy. A couple
of agents from the same office can combine efforts to do a workshop.
Share the money, do promotions, do mailings, and, as a great cold-call
technique, call to personally invite sellers to your seminar. (It’s an espe-
cially effective technique with FSBOs, not to call to look for appoint-
ments but rather to invite them to a free educational seminar.) There are
so many things you can do with it.

3. Work orphans. No, I am not saying that you should cold-call kids
without parents! In your office, you’ve got orphans. Here is a definition
of a real estate orphan: “Anyone who has bought or sold property
through your office with an agent who is no longer with your office.”
These are people who bought or sold a house through you two, three,
four, five years ago and they are ready to sell now. Here’s how a call
would sound.

“Mr. and Mrs. Seller? This is Darryl from Power Realty. How are you?
The reason why I am calling is I want to apologize. Why? Well, accord-
ing to our records you sold a house through our office umpteen years
ago and the agent you worked with is no longer with our company. The
reason I am apologizing is because no one has been taking care of you
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from our office for quite some time. I just wanted to call and personal-
ly introduce myself and let you know that if there is anything you ever
need, we are here for you. By the way, do you love the house?” 

“It’s great.” 
“Have you done anything to it? Oh, good. By the way, have you folks

ever thought of moving?”
If you do what I said and stay in touch with your past clients once a

month, you now “adopt” these orphans and they become part of your
monthly follow-up of past clients.

4. Work old FSBOs. We discussed this one earlier in the chapter. There is
so much business out there, it’s incredible.

5. Take the long way home. This is a little thing, but you will be sur-
prised at what a difference it will make. Try driving to your office on a
different route. I know what you do: you go to your office and back
home the same way every day. You’ll be amazed that, just by taking a dif-
ferent route, you’ll see things you never noticed before … like a few
FSBO signs.

6. Listen to your buyers. I can’t tell you how many listings I got because
of this sort of exchange. A buyer told me, “You know we just saw a house
that we liked, but it wasn’t our style.” “Oh,” I’d ask, “what did you see?
It was off an ad, huh? So it was being sold privately? Tell me, where was
it?” If you have a good rapport with your buyer, ask for the address and
phone number and they will tell you.

Now you call up the seller. “FSBO, this is Darryl Davis from Power
Realty. I heard that you were selling your house. I heard this from one
of my buyers. They said I should maybe give you a call. Can I help you?”

7. Offer an over-the-phone market analysis. At the time of this writ-
ing, a lot of my Power Agents are using this technique with phenome-
nal results. The concept is this: there are probably homeowners who
would like to know how much their house is worth, but they don’t want
to sit through a long-winded presentation. If you offer a phone market
analysis, they get to avoid that. 

Here’s what happens: they call you, you ask them questions about
their house, you tell them you need to do the analysis, and then you call
them back. Now, let’s say the house is valued around $200,000. You call
them back and say, “Based on the comparables, your house is valued
somewhere in the $190s to $220s.” They will naturally wonder if it is at
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the high end or low end. What is the only way we can answer that ques-
tion? We need to actually go see the house. Keep in mind that you have
two conversations with them using this method, so hopefully you build
some rapport and it will be a lot easier to get in the door.

Here is a sample ad or mailing piece that you can use to promote this

approach:
(By the way, the tag line, “You’ll be amazed at how much your house is
worth,” should be used only in a hot seller’s market.) When you use this
technique, you’ll start getting listings from people who weren’t even think-
ing of selling until you meet them.

8. The investor ad. You put an ad in the paper and you have prospects
call you. Here’s what it would say: “Homeowner/investor looking for
three/four bedrooms in ...” (whatever market you work). Isn’t that great?
I mean talk about passive prospecting. Put the ad in and let people call
you. Now, somebody who is a FSBO or maybe is just thinking about
selling might see your ad and call.

When people call, tell them that you’re ready to buy the right prop-
erties at the right price. “How much will you pay?” they might ask. Say,
“I can’t say until I’ve seen your house,” and make an appointment. After
seeing the property, explain that you are an agent ... but at this moment
you’re acting as a buyer. Tell them how much you’d be willing to pay
“wholesale.” If they don’t like the wholesale price, they could list with
you and get retail.

9. Get 15 devoted people. Devoted people are those folks who like you
so much that they’ll recommend you first whenever they hear of some-
one buying or selling. They might be, for example, plumbers, electri-
cians, gardeners, contractors, or divorce attorneys. These are devoted
people because they are devoted to you and you have to be devoted to

The Art of Prospecting 39

Free Over-the-Phone Market Analysis
If you are thinking of selling or just want to know the value of your
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Amenities of the house, etc.—all done conveniently
over the phone. There's no obligation.

You'll be amazed at how much your house is worth!
Call Power Realty and ask for Hunna Hunna at 631-929-5555.



them. You have to have your own master list of people that you will
always recommend, like this plumber or this electrician. You call them
and say the following: 

“Here’s the thing. I am very active in real estate. I want to be able to
create a relationship beyond what you and I currently have. What I
want to do is, if anyone needs an electrician, I want to refer you ... but
here is the fair trade. If you hear of anyone who is thinking about sell-
ing, you call me. Now, I plan on doing a big prospecting promotion
campaign in the beginning of the year. I will put ads out I will be with
my photo, and if you want to share in the promotion, I will give you a
little title in the ad.” 

In a future chapter, I will show you how to put together a PR cam-
paign where you are going to have your name all over the place and you
will not have to spend a dime. Begin networking now and get 15 strong,
devoted people. You can use them in so many positive ways.

10. Find “For Rent by Owners” (FRBOs). This refers to owners of vaca-
tion homes or owners renting out their house—investors like that. You
want to prospect these types of people because they may own several
homes and are collecting rent—an aggravation they might be willing to
unload. I have plenty of agents throughout the country who get a good
part of their listings by focusing on just FRBOs. Here is a letter you can
send them as a follow-up in addition to calling them:
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Dear (Potential Customer Name),

I understand that you are an absentee owner of a property in Boyd Acre
Subdivision in Clarksville, Tennessee. If that is still so, you may be interest-
ed in some things that I want to share with you.

1. I am the realtor specializing in your area!
2. Interest rates just dropped to 6%!
3. Your subdivision is hot, hot, hot!
4.  Now is a perfect time to sell! And I want to sell your property!

Since we’ve never met, and an eyeball-to-eyeball meeting is probably not
possible at this time, I have enclosed my personal brochure for you to read.
It will clearly show that I am a genuine real estate professional, that I’m
serious about my chosen career, and that my track record proves it.

If you are interested in selling, now or in the near future, please contact me
by phone at (xxx) xxxxxxx, or by mail, or just drop by if you are in the area.

I look forward to meeting you and working for you.

Sincerely,

Your Name



11. Relo companies. Here’s how this works. Let’s say IBM wants to move
an employee from here to there. IBM hires a relocation company that
manages the move and, if the seller’s home does not sell within
umpteen days, the relocation company buys the house so the move can
happen promptly for IBM. It is then up to the relocation company to
sell it; otherwise, it owns a home and loses money. If you build a rela-
tionship with a relo company, you can get several listings. How do you
find out the closest relocation company? Check your yellow pages. It’s
also possible that your company/franchise is connected with a reloca-
tion company.

12. Builder accounts. If you can hook up with a builder, you’ve got tons
of listings. Here are three ways for you to break into a builder.
� If the company builds subdivisions, ask for just a section. For

instance, if the builder has 50 houses, ask to try to market in just a
section of their lot—say, 10 houses.

� Ask for the builder’s old dogs—the houses the company has been try-
ing to sell for a while and just hasn’t moved. (Don’t call them “old
dogs” to the builder!) Say, “Just give me a chance and let me prove
myself to you.” The builder really has nothing to lose.

� Offer to do an open house. There is no commitment here. Just do an
open house. Aside from the opportunity to sell the house, you will
also place yourself in front of other interested buyers and sellers.

13. Do public open houses. This you already know, but it remains a great
way to generate prospects and listings. Here’s a unique twist. What you
could do to capitalize on this is to hold a “neighborhood open house.”

Here’s how that works. Let’s say you’re going to hold a general open
house from noon to 2:00. You would create a special invitation (go to
your local printer and use inexpensive wedding invitations) that you
would mail to neighbors, inviting them to come by from 11:00 to noon.
Now, when these folks come through, you know they are neighbors, so
how you speak with them is different than how you would with poten-
tial buyers. Your mission here is to see if they would be interested in hav-
ing you stop by to do a market analysis on their home. This technique
works great!

14. Conduct a farming and self-promotion campaign. I devote a full
chapter to each of these topics later in this book.

15. Do a low interest rate mailing. When interest rates are low, there are
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always articles about it in the local papers and Realtor Board publica-
tions. You can send a copy of an article to neighbors, telling them how
the lower rates will generate a lot of buyer activity and that this may be
a great time to sell their home and purchase a new home; with these
rates, the payments would be less. Now, when you do that, make sure
you follow up. Don’t just do the mailing and stop there. Mail to 50 peo-
ple and then, a week later, cold-call those 50 people and ask, “Did you
get my mailing?”

16. Have a spotter for FSBOs. You tell a bunch of people—kids are great
for this one, “If you find a FSBO for me, I will give you $15. Just give me
the name and number and I will give you $15.” Tell the mail carrier, the
garbage collector, the gardener/landscaper, bottled water guy or gal,
newspaper carrier. Find the bird dog, the nosey neighbor. These are your
spotters. You should do this right away.

17. Call the immediate area around new listings. Have you ever noticed
that when a new listing comes on the market on a particular block, if
another listing is already on that block or near it, the second listing is usu-
ally with a different broker than the first? I believe the reason for this is the
owners of the second house may think that if they list with the same
agency as their neighbor, their neighbor would know all of their personal
information. So what one of my top Power Agents, Martin Hammer on
Long Island, New York, does is each morning he checks all the new list-
ings that aren’t his and he calls the neighbors. He lets them know that a
house just came up for sale in their area and then tells them he anticipates
this house will probably bring a lot of buyers into the neighborhood and
he was wondering if they ever thought of selling their house. Martin tells
me that this technique is good for an extra 10 listings a year.

Well, I hope you got a tremendous number of ideas on how to be more
effective with your prospecting efforts. In closing, I want to ask you a ques-
tion. Are you serious about your career? Are you really serious about getting
better? Are you committed to achieving that next level? Because if you are,
you owe it to yourself for these next 30 days to kick some butt. Pick up that
phone and make call after call after call. I know that some of you just hate
picking up the phone. I know that we love working with buyers. But let me
tell you something. I don’t care where you are in working with buyers or list-
ings. Whatever the case, for these next 30 days, you should focus on
prospecting.
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If you make calls and you improve 10%, just 10% in prospecting, you
will become a stronger agent and a stronger person and you will feel more
in control of your career. So don’t wimp out these next 30 days. Pick up the
phone, make a bunch of calls, and let it fly!
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Power Fact
You can be good at many things, but if you can’t effectively

communicate with the seller, real estate is always going to be
frustrating work. 

Overview

S hortly before I wrote this chapter, I went into my real estate office and
called three FSBOs. I spoke with two of them, scheduled two appoint-

ments, and listed both houses. I mention this because I want you to know
that I’m not writing about how to do an outdated presentation that I used
to do years ago, prior to becoming a national speaker and trainer. In fact,
agents who go through my Power Program increase their effectiveness to the
point where they list two out of three FSBO appointments they go on, based
on what I will cover in this chapter.

The approach described here isn’t the only way to do a listing presenta-
tion. I’m sure there are certain techniques that you do really well and I want
you to keep doing those things. My objective is not to teach you how to get
the listings you’ve already been getting, but how to get the ones you’ve been
losing. I want you to read this chapter and use what works for you. If there
are certain things you do differently, by all means keep them—if they work.

44
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The importance of listing presentations can’t be overstated. To succeed,
I believe an agent must really master this one area. So I highly encourage
you to perfect this presentation in the next 30 days. Read this chapter over
and over, practice with your mentors and colleagues, and—most impor-
tant—get out there and meet face to face with real sellers. Go on as many
presentations as you can, if not for the production, at least for the skill level
that you’re going to achieve at the end of 30 days.

Four Key Reasons Why Listings Are So
Important
1. You’ll make more money in less time. As I mention elsewhere in this

book, any speaker will tell you that most top producing agents get 75%
of their income from listings sold and 25% from buyers. That’s the rea-
son you should spend 75% of your energy building your inventory and
25% of it with buyers.

2. You’ll have less stress and more fun when you focus on building
your listing inventory. It’s stressful to take buyers out and show them
house after house after house, then hear them turn around in two
months and say, “You know what? We changed our minds. We’re not
going to buy.” But when you go on listing appointments, even if you
don’t get all the listings, you feel a sense of accomplishment because
you know you’re a step closer to getting one.

3. With listings, you are in control of your career. He or she who
holds the listings is in control of the marketplace.

4. If you have listings, you’re immune to outside conditions. You’re
not a victim of the economy, whether it’s a buyer’s or seller’s market, etc.
If you’ve got a large inventory of listings, you’re going to make a sale.
Period. Recently, one of my students left a listing presentation and was
hit by a truck. He went to the hospital and wound up in a coma. True
story. I got the bad news from the manager of that office and, when my
student got out of the coma, I called to see how he was doing. When we
spoke, I asked him, “How’s your listing inventory?” He started to laugh
because he knew I was asking because he was laid up in the hospital for
a month or two, with no income except for what might be generated
from his current listings.

You see, each of us is in business for ourselves and our inventory is cru-
cial to our success ... and to our survival in the business.
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Categories of Sellers
There are basically four types of sellers:

1. Sellers who are more committed to price than to moving. The problem with
these types of sellers is that, if they list with you, the listings become
stressful because you wind up being more committed to them selling
than they are. You should just move on.

2. Sellers who are committed to selling but want to do it on their own. They
usually want to do it on their own to save the commission or because
they had a bad experience. With this type of seller, what should you
focus on? You should focus on having them buy into the value of the
real estate industry, meaning that they will sell their house for more
money and more quickly by using the services of an agent. Now, if they
buy into that and you’re the one communicating the message, they will
obviously buy into you.

3. Sellers who are committed to selling and interested in hiring an agent.
However, there is nothing special in their minds about you or your com-
pany. They’re going to hire an agent, but they need to interview a few.
What should you focus on in your presentation? Since they’ve already
bought into the need for the industry, you simply have to focus on how
your company will serve them better than anyone else.

4. Sellers who want to hire you and your company only because they’ve heard of
you or your company before or perhaps through a solid referral. For this type
of seller, because they’re already sold on you and your company, it’s an
easy conversation. There’s nothing really to sell them on. Just focus on
building rapport.

Overview of the Listing Appointment
I can explain either the ABC technique for getting a listing … or the one I
teach in The Power Program. The ABC version is very simplistic. “A” would be
to ask for the listing. “B” is when you start to beg. “C” is your cue to cry. I’ve
met some agents who have been doing the ABC technique for some time
now. So I’m going to teach you what we teach our Power Agents. 

In this method, rather than calling it the “selling process,” we’re going to
call it the “coaching process.” Doesn’t that sound better? I want to take the
words “selling” and “close” out of our vocabulary because they have a neg-
ative connotation. I believe that we coach buyers and sellers into making a
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decision. They ultimately choose, but we coach them to get there.

Step 1: Build Rapport. We’ve all heard how important it is to build rap-
port with buyers and sellers. Let me take a deeper cut at this concept with
you. We tell Power Agents in this step that you want to do a little bit more
than just build rapport. You want to connect with the sellers at a deeper
level. You do this by “being present.” 

I believe the reason my closing ratio was four listings out of five presen-
tations wasn’t in my dialogue with sellers, my visuals, or any of that other
stuff. It was all in this concept of being present. Being present means that
you’re so tuned into them, so connected, that your focus is more on what
they are saying than the next thing you’re going to say when they stop talk-
ing. When you get this connected with them, you not only really hear what
they are saying, but you also hear what they are not saying. 

When you master this skill, the dialogue you use with these sellers will
be based on what they need to hear. In other words, instead of “doing a
script” (which really works only when they know their “part”), you shape
your dialogue based on who they are. When you start to do this, you can
“dance” on the listing appointment and create your own objection-han-
dling techniques, and it will feel more like a conversation than a sales pitch.

Step 2: Find Out What They Are Committed To. This is the same thing
that we mentioned in the prospecting chapter. Other speakers would say,
“Find out what their goals are” or “Find a problem and offer them a solu-
tion.” I prefer my terminology because it’s more consultative and more
about servicing them. It’s a deeper way to connect with them. If they sense
that you are really interested in them and care about them, they will choose
you over the best salesperson because, quite frankly, they don’t want a sales-
person—they want someone to take care of them. 

When you focus on what they are committed to versus what you want
(i.e., to get their listing), you can be more creative in helping them. 

For example, one of my students in a Power Program went on a listing
presentation. The sellers wanted to buy a house in the same neighborhood
for $275K. Their own house was listed for $169K, which was $10K more
than fair market value. So they’ve got an overpriced listing and the reason
they’re selling is to buy a house for $275K. Now, based on this scenario, it
looked like there was no way they could make all this work. It wasn’t going
to happen. And that’s one way the agent could have listened to them.

But instead, the agent listened to their commitment and focused on
what was possible. So he asked the sellers, “If you can buy that house for
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$239K or $245K, would you drop your list price $10K to make the move?”
The sellers said, “Yeah, but there’s no way that’s going to happen.”
The Power Agent said, “It doesn’t hurt to ask.” So he called the sellers of

the $275K home and made them an offer. They accepted $235K … down
from $275K. His sellers then dropped their price $10K and now they had a
line out the door to buy their house. This agent really looked for what was
possible, based on the seller’s burning commitment to make this move. All
that mattered was the commitment. That’s what he listened for, that’s why
he acted, and that’s how he achieved success.

Step 3: Coach Them. Based on what they’re committed to, what would be
the best coaching to give them? 99% of the time it will be to hire a real estate
agent. So it’s in this step you would actually start sharing with them how
you would help them to sell their house and meet their commitment. 

Step 4: Invite Action. Here’s where we invite them to move forward and
hire us to market their home. We do this by putting the house on MLS,
doing open houses, advertising, etc.

Now let’s break down each step in greater detail and with actual dia-
logue.

Step 1: Build Rapport
Make sure that you bring the right attitude to the door. Give them a friend-
ly greeting when you arrive and guide them to the kitchen table. Why the
kitchen table? Because that’s where friends go; it’s more comfortable. Here’s
how I did it.

I would take my briefcase and say, “Let me just go put this down” and
I’d walk right into the kitchen. When you walk right in and say those words,
I promise you they will follow you.

Preview the House
Before I sat down and opened up my book and did anything, I would

preview the house. Here is when you begin to communicate, connect, and
coach. I believe that we owe it to them to first preview the home. 

My suggestion is to have them take you through the house. You do this
to build rapport and show them that you care. This is an opportunity to
bond. If you see golf clubs, you can talk about sports. If you see a workbench
and you’re handy, start a conversation about that. You can spend a half hour
previewing the home and there’s nothing wrong with that. Why? Because
they’re not going anywhere tonight. If you need to take two hours with these
people, take it. As long as it takes for them to feel comfortable about you
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and what you’re doing. Have a genuine interest in them and their home;
don’t just zip through.

Another thing here is to acknowledge the pluses and point out some of
the flaws. I used to think that if I went through the house and said, “That’s
a really nice room and it’s spacious,” they were going to expect me to give
them a really high appraisal. But that’s not true. When you go through a
house and say, “Hey, nice windows,” “Cool carpeting,” whatever it is, you’re
acknowledging them personally. After all, a home is a very personal thing,
right? Besides, if you don’t do this, and if your CMA shows a lower price
than what they expected, they won’t trust your price because they’ll be
thinking, “Well, of course Darryl would price it low because he doesn’t
appreciate the house the way it should be.”

Now, you should point out some of the flaws, too, but be subtle about
it. I mean if a room smells from the dogs, you can say (sniff, sniff),
“Hmmm. So you folks are dog lovers, huh? Yeah, I like a dog or two. Six is
my limit.” I’m just kidding. The best way to point out flaws is to ask about
it and then, whatever they say, jot it down in your notes. For example, if you
see a stain on the ceiling, look up at it and ask, “What happened here?”
They’ll say what they say and you’ll make a “hmmm” sound and just make
a note of it. This will help with their possible arrogance about how great
their house is.

Go back to the kitchen table after you’ve previewed the home. This is
when you sit down.

A Side Note. As you’re walking through their house, or just when you sit
down to the table, the sellers may throw out a few questions. They might
even do this in the middle of your presentation. Here’s how to handle what
comes up.

Mr. Seller: Now that you’ve seen my home, what do you think it’s worth?

Darryl: Well, Mr. Seller, you know that the price on your home is deter-
mined by how much marketing you do. Here, let me show you what I’m
talking about. To get the best possible price, we want to get as many buy-
ers to the door to look at the house, wouldn’t you agree? It’s better to have
100 buyers interested versus just one. How we do that is we give the house
as much exposure as possible. That means we expose the house to any-
body looking in this price range for this style home. We do that through
a number of marketing tools. The more tools you use as a homeowner to
market your house, the more exposure, the more potential buyers, and
the better your odds of getting the best price. Does that make sense? So I

The Listing Presentation 49



can’t tell you the price right now because I’m simply sharing with you the
tools that I use to get the best possible price, and you’re looking for the
highest price, aren’t you?

And you pick up where you left off. Don’t let them distract you from
your presentation. Meaning, if you’ve got 10 things you want to share—
MLS, lock box, etc.—and right around item number three they jump in,
don’t feel compelled to answer at that time.

(For more about addressing specific questions, see our next chapter,
“Objection Handling.”)

After we’ve built rapport, we move forward.

Step 2: Find Out What They’re Committed To
We do that by asking questions. When you first sit down with sellers, don’t
open up your presentation book just yet. Start asking questions about where
they’re moving, when they need to get there, why they are moving there, etc.
You may want to write down their answers, but I don’t recommend that. I
also don’t think your questions should be preprinted. That’s too scripted,
almost like a survey.

You see, if you’re being present, you won’t need to write down their
answers. Some folks would say that writing it down shows them you’re real-
ly interested in them. I’d rather show them I’m really interested in them by
looking in their eyes, being attentive and empathetic. These questions
should flow like a conversation. Ask whatever you need to find out what
they’re committed to. 

I’ve narrowed it down to a few key questions. (For some of these ques-
tions, you’ll know the answer beforehand from having spoken to them on
the telephone. Nevertheless, it doesn’t hurt to recap. Remember, you don’t
want to take anything for granted.)

� Have you looked at any houses yet?
� When do you need to make this move?
� Have you ever sold a home before? (Why is this question important?

They might say to you, “Yeah, we’ve sold a house before, that’s why
we think we can do it on our own.” If this is the case, ask, “Oh, real-
ly, when was that?” “Ten years ago.” To this, you can say, “I see. Well,
things have changed….”)

� Why are you trying to sell it on your own?
� What is the next step in your marketing plan? (They might say, “My

what?” You say, “Marketing plan.” “We don’t have one,” they say.
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“Well, aren’t you lucky that I just happened to bring mine?”)
� What is more important to you, price or time? (Watch this. If they say

that price is the most important, you follow it up with “So, in other
words, if it took you nine months to a year to get the price you want
for the house, would that be OK with you?” “No.” “Oh, so we’re say-
ing time is more important?” See, right there in the beginning, you’re
putting the entire conversation in its proper context; it’s not about
price.)

� If I could help you get moved to Florida, would you be interested in
me doing that? (That’s an important question. After you get clear
about what they’re committed to, you ask them, “If I can help you do
that, would that be of interest to you?” If they say “yes,” you’re getting
permission to give them some coaching, which leads you into shar-
ing about your marketing plan.)

� When you’re dealing with an expired, the best question to start off
with is “So tell me, what happened?” Let the sellers get off their chest
whatever they need to share about their previous experience.

If the sellers say, “The reason why we want to sell on our own is to try
to save the fee,” should you handle that now? No. When you’re getting clear
about what they’re committed to, some concerns or objections may come
up. They’re going to say whatever they say. But this is not the time to handle
any of these things. You just listen and get it. They want to be heard.

Has it ever happened to you that, as you’re walking in the door, the sell-
ers say to you, “Listen, I just want to be clear with you, we’re not listing our
home tonight” … and then two hours later, they’ve listed with you? My
point is that whatever concerns and objections they put out in the first 15
to 20 minutes that you’re there will in most cases disappear after you’ve
spent an hour or two with them. If not, you handle it at the end.

Step 3: Coach Them
This is the step when you use your listing presentation book. So, before we
go on, I want to review how you put together your book and what the sec-
tions are. In The Power Program, we teach that there are four sections.
However, it doesn’t have to be four. It could be five or 10. Four is just an easy
way for you to understand the flow of the presentation.

The first section should be validating you. The reason that you validate
yourself first is because sellers have to buy into you—your credentials and
power—before they’ll buy into anything else. Here is where you talk about
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your certificates, your license, the code of ethics, the fact that you’re a mem-
ber of NAR, your community involvement, etc. 

You may not use all the pages you have. Once you get a sense that
they’ve bought into you and your abilities, even if you have more pages val-
idating yourself, skip them and go to the next section.

Section two is where you sell the “bigness” of your company. Here’s where
you’ll probably have a picture of your broker, business cards of the agents in
your office, your mission statement (if you have one), your office stats, your
market share, etc.

If you belong to a national franchise, your company may have something
like a national relocation service, national advertising, or a very recognizable
yard sign. Do not use those items in section two, selling the “bigness” of your
company. The reason I say this is because in section three you will speak
about how you market homes. All these above items are part of a marketing
effort. Instead, speak about the franchise in terms of how many offices are
located throughout the U.S., Canada, and Europe, how long it’s been around,
etc. Don’t get into the specific tools that you use until section three.

Again, once you sense that the sellers have bought into your company
and your franchise, move to section three—the step-by-step process you go
through to sell the home. Here’s where you speak about the yard sign, MLS,
fact sheets, brokers’ open house, opinion sheet, local advertising, public
open houses, qualifying buyers, mortgage info, etc. My personal preference
is to begin with MLS. I believe that this is the foundation of what we do and
it’s one of the most powerful tools that we use. Everything else I speak about
after MLS ties into it. 

Section four is additional support material. This is where you may have
your CMA, your objection-handling visuals, your net sheet, etc.

How to Present Your Marketing Plan 
There are three components to conveying each step in your marketing plan:
features, benefit/relate, and acknowledgment.

� Feature: This is simply the statement of the item you are presenting.
For example, “One of the great tools we use to get your home sold is
a brokers’ open house.”

� Benefit/Relate: Here you share how this tool works, why it’s so effec-
tive, and how it relates to the seller. For example, “Here’s how the bro-
kers’ open house works. Within the first seven days of the house being
on the market, we have one day, for about two hours, where we invite
the brokers to come check out the house. My office usually gets about
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30 to 40 agents to attend. There are a few benefits of holding a bro-
kers’ open house. Instead of 30 to 40 agents coming over 30 to 40
separate times to see your house, we can accomplish the same thing
in just two hours, meaning it saves you a lot of time. Second, to help
have your house stand out among all the other houses on MLS, this
open house acts like a grand opening of a department store.”

� Acknowledgment: Here we want to see if they’ve understood how
this tool can help them accomplish their commitment to selling. For
example, “Do you see how the brokers’ open house could save us a
lot of time?” Or, more assumptively, act as if they are going to list by
saying, “So, I was thinking Thursday would be the best, just before
agents prepare to show houses on the weekend. Would that work for
you?” By the way, don’t use this after each tool you share; otherwise
you’ll sound like a used car salesperson. 

Let me go through an example of a dialogue on using MLS, which, as I
stated earlier, was usually the first tool I discussed:

Darryl: Mr. Seller, another thing we do in putting your house on the market
is to put it on the multiple listing service, MLS. Almost every broker
belongs to MLS, where we put information about your home, including a
photo, into a computer and immediately many agents know your house
is for sale. It goes onto a list. (Feature) Let me give you an example. This
list [show the list] is all the current homes that are for sale on the MLS,
meaning these homeowners hired a broker and all the brokers are work-
ing together to sell these homes. This is just in our town of [name their
town]. Look at this. These are all for sale right here. Can you believe that?

Mr. Seller, right now you’re not on the list. Until you’re on the list, in
my opinion, you’re not even on the market. This is your competition. I
don’t care if it’s with me or another broker, but you need to get on this
list. Now, once you hire an agent, his or her job is to make sure that once
your home is on the list it stands out among all the other homes—like if
I took a yellow highlighter to this list right now. This is a powerful tool
that we use. And do you know what it costs you? Nothing. You only pay
me if I get the job done—that means that I get this sold and you’re off to
Florida. (Benefit/Relate) You told me you wanted to get to Florida in the
next three months. Do you think that MLS could be a great tool to help
you do that? (Acknowledgment)

Here’s one last thought for this section of your listing presentation. As
you go through each item (MLS, yard sign, etc.) when you’re talking to a
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FSBO, focus more on having him or her buy into the real estate industry
than into you specifically. FSBOs aren’t sold on the industry, which is why
they are FSBOs. If they buy into the industry and you’re the one communi-
cating the message, they will naturally buy into you.

Step 4: Invite Action
After you’ve finished explaining how you market homes, move into Step 4,
which is to invite the sellers to take action based on their commitment.
Once again, the appropriate action, most likely, is that they list with you. In
just a few pages to follow, I’ll share the dialogue for this step. But first I need
to address something important.

Most homeowners make the mistake of hiring an agent based on the
price the agent tells them. And, unfortunately, some agents tell the home-
owner what she or he wants to hear so they can get the listing. The other
mistake many homeowners make is they shop for an agent based on the
commission they charge. I say this is a mistake because, most likely, their
home is one of the most valuable assets they own and they look to put
someone in charge who will discount his or her fee just to get the listing. My
point is this: a homeowner should hire an agent based on her or his skill
and ability to get the job done.

That said, the dialogue you can use to lead into talking about price is
this:

“Mr. and Mrs. Seller, putting price to the side, based on what you’ve
seen and heard about how I market houses, do you feel it’s better that
we work together?” 

If they don’t say “yes,” then you need to find out what their concern is
and handle their objection. Once they are ready to hire you, then discuss
price.

Here is how I believe you should go through price. You have your CMA
done prior to the appointment. I’m going to tell you how to present your
CMA, because you have to be careful here. 

Maybe you present your CMA, the sellers disagree with it, and then you
tell them why they’re wrong. You may do it nicely, but still, if you disagree
with their point of view, they’re going to hear it as if you’re saying that
they’re wrong. What you need to do, before even pulling out the CMA, is to
sell the concept of the CMA itself. This way, they’ll have a different way of
relating to the CMA once it’s presented.

Let me ask you: which is better, to present your comps and then justify
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them, or to justify your comps before you present them? You should justify
the comps before you show them. Here’s how you do it.

Darryl: Mr. Seller, based on what you’ve seen about how I market homes,
my credentials, and my company, are you ready to work with me? I mean
with the exception of price. Obviously we have to figure the best price to
put the house on the market, but with the exception of that do you feel
comfortable working together?

Mr. Seller: Yes.

Darryl: OK, great. Then let’s look at how to price your home. Because here’s
what I did. After I spoke with you on the phone, you sounded serious
about selling, so I invested a little time. I did what we call a CMA, which
stands for a “comparative market analysis.” This is a listing of all the
houses that are on the market in this area, what houses sold for, and what
listings have expired. What I’ve done is exactly what a bank appraiser will
do. For instance, let’s say we put this house on the market and it’s on the
market for a couple of months. Then, a buyer offers us $500K and we
accept. Now they have to get a mortgage from the bank, so the bank
sends an appraiser who says our house isn’t worth $500K. The appraiser
tells this to the bank, the bank calls the buyer, and the buyer comes back
and says, “Thank you, but we’re not going to buy this house.” Sometimes,
it can take up to one or two months to find this out. We already had been
trying to sell it for two months, so now it’s taken us four months of our
lives and we have to start the entire process all over again. I’m going to
guess that we don’t want that to happen. Right?

Mr. Seller: Of course not.

Darryl: So let me show you what I came up with, and I want you to look at
it the way a bank appraiser looks at it. In fact, just to add some validity to
what I’m saying, here are some letters, Mr. Seller, from bank appraisers, ask-
ing me to give them comparables so they can do their own CMA. As you
may know, comparables are houses similar to your home in size, features,
condition, location, and so forth that have sold recently. Agents and bro-
kers and appraisers use comparables to establish the fair market value of a
property. You see, bank appraisers often call us  because we’re out there with
our fingers on the pulse of what’s happening. So this information I’m going
to share with you is the exact information a bank appraiser is going to look
at, and we’re getting a jump on it. Isn’t that great?
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Now you present your CMA.
By the way, the next time the lender’s appraiser calls you up and asks,

“Can I have some comps for XYZ property?” tell her or him, “That’s no
problem. As a matter of fact, for that particular piece of property I’ve got
some really good ones for you.” (See, you’ve got to sell them!) And then you
say, “But, by the way, there’s a new policy in my office. I need you to just fax
a handwritten letter on your letterhead saying that you’re requesting com-
parables for XYZ Street and sign it. That’s all you need to do and just fax it
to me. Can you just do that real quick? Great.” 

So you do this a few times, and you get two, three, a half a dozen letters
to put into your presentation book. Then you use them to validate your
CMA by showing the seller, “These are the exact same items bank apprais-
ers are going to look at, and we’re going to see them before they do. Isn’t
that great?!”

If a homeowner disagrees with the comps that you show him, explain to
him that it doesn’t matter whether we agree with them or not—this is what
the bank is going to look at and there’s nothing we can do to change that.

Filling out the Listing Agreement
Make sure you agree on price and “assumptively” start filling out the form.
Just say, “Let me just get some information.” 

Get them involved. Remember, to keep the momentum going and to
break the silence, just ask them, “What is today’s date?” Ask other minor
point questions, for example, like “Are you folks leaving the washer and
dryer?”

Hand them the pen and direct their signature—e.g., “Press hard, it’s
cheap carbon” or “This is my good pen, so make sure I get it back.”

Ask the significant other a question. This is a simple yet powerful tech-
nique. When you hand the pen to one spouse (it doesn’t matter which one),
he or she usually will look at the other and say something like “Well, honey,
what do you think?” This is when you start sweating, because you know an
objection is probably coming. To avoid this, ask the other spouse, the one
without the pen, a question. Perhaps inquire about their new house. While
you’re talking with the other person, the spouse with the pen can’t talk with
that person and so, more times than not, will just start signing.

The Brag Book
The purpose of the brag book is to keep selling you in the event you don’t
get the listing from the first appointment. You do your presentation, you
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coach them, and you try to handle their objections and concerns. You try
your hardest to get them to list with you and they don’t. Now you leave
behind your brag book.

Darryl: So, Mr. Seller, you know we’ve spent a couple of hours together and,
based on what you say you’re committed to, I really believe that hiring an
agent is the best thing for you. And I feel good about our conversation.
But something’s holding you back. I think that maybe you’re not seeing
Darryl Davis the human being. I think if you knew me more as a person
maybe you’d trust me more. So what I’ve got is something I call the brag
book. It tells you more about myself, my credentials, in a little more
detail than we’ve gone over today. I’ll just leave it and be by in a day or
two to pick it up. And you know what? Here’s another thing. If you inter-
view any other agents, and I recommend you do, make sure you ask to
see their brag book.

So, number one, this brag book keeps selling you after you’ve already
left. (You use this only in the event that you don’t get the listing the first time
you’re there.) Now they’ll go through it, you’ll come back in a couple of
days, and they may say, “You know what, Darryl, I think we’re ready to put
this on MLS.” Second, it gives you a reason to go back another time. The
third thing it does is it gives you an edge over other agents.

Elements of Your Brag Book
Your brag book should include photos, certificates, awards, letters of recom-
mendation, advertising and open house information, photos and listings of
sold homes, community involvement, family, etc. It’s similar to section one
of your presentation book, but it’s more elaborate—with much more detail.

Agent Qualifier
Although I have devoted the next chapter entirely to dealing with sellers’
objections, I would like here to share a neat tool that you can use in the event
you don’t get the listing the first time you meet a seller. It’s called the Agent
Qualifier. You would use this if the seller plans on interviewing other agents.
You give the homeowners this form and tell them that when they interview
other agents, it will help them determine who is the most qualified. 

What’s great about this is it turns the tables on the agents. They’ll go on
the appointment with their listing agenda and instead spend the whole time
being interviewed by the sellers: it’s really great!
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Here are some of the questions you can use when creating your Agent
Qualifier:

1. How long have you been in real estate?
2. Are you full-time?
3. How many houses did you sell last year and how many did you list?
4. How many listings do you currently have?
5. What profession were you in before this one?
6. Do you have a copy of the Realtor Code of Ethics?
7. How much money do you spend each year on education and sales train-

ing?
8. Will you stay in communication with me? If so, what system do you

use?
9. Will you advertise my home in the paper every weekend?

10. How do you conduct brokers’ open houses?
11. Do you use a notebook computer? What are your Web site and e-mail

addresses?
12. Do you use the Internet to generate business?
13. If I get an offer and need you to cut your commission, would you?
14. Do you have a list of past clients that I can call?
15. Do you follow up on all showings and give me feedback?
16. Do you send a copy of all the advertising to me?
17. When you make a flier on my home, what do you do with it?
18. How much time do you spend knocking on doors?
19. Do you have a résumé with you?
20. What automation do you (not your office) have and use?
21. What is your average list to sales price ratio vs. the average for the mar-

ket?
22. What is your average marketing time vs. the MLS average marketing

time?
23. Do you do any radio and/or TV advertising?
24. Do you have a personal assistant? What is his or her job description?

As I said at the beginning of this chapter, for the next 30 days, I encour-
age you to go on as many listing presentations as possible—if not to
increase production, then simply to raise your skill level. Bottom line: you
need to have the integrity, the commitment, and the responsibility to keep
your word and move forward to achieve your Next Level.

Before we conclude with this topic, I’d like to reiterate the two concepts
that I feel are most important. First, when you’re meeting with a seller, you
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want to look at yourself as a coach. You’re there to coach that person and give
the best advice based on what she or he is committed to. 99% of the time,
the best thing for the seller to do is to hire you. Second, when you’re there
with that seller, you must truly be present. Be present to his or her situation;
be present to what she or he is saying. Don’t talk at the person, but talk with
him or her.

And, remember, after each appointment—after you’ve given a dynamite
presentation—as you’re driving away in your car, ask yourself these two
questions: “What did I do right?” and, more important, “What could I have
done better?” It’s by asking these questions that you become more skillful
and a better real estate agent.
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Power Fact
The art of objection handling lies in uncovering the real con-
cern beneath the objection and addressing it in such a way

that the sellers are once again focused squarely on their origi-
nal commitment—why they are selling their home.

Overview

T his chapter can make a tremendous difference for you in your career,
especially in your listing presentations. How many listings have you lost

in this last year alone because you didn’t handle an objection effectively?
Often, we lose listings because we don’t handle that key objection. You

know the type: “I have a friend in the business” or “We want to try it on our
own for a few weeks” or “We want to talk to other brokers,” etc. In addition
to sharing with you the 10 Commandments of Handling Objections, I’ll
also give you specific objection-handling techniques. These techniques have
been time-tested and work incredibly well. I know they work, not only
because I used them myself, but because agents who have tried them tell me
the techniques helped increase their income without working harder—
because now they lose fewer listings!
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10 Commandments of Handling Objections
1. Don’t take objections personally. Why would you take it personal-

ly? Because they’re talking about you, right? But it really doesn’t make
sense. You’ve known these people for only, what, two hours? It’s not
about you personally—no matter what they say. Usually, when they’re
throwing an objection at you, they’re really throwing one at the entire
real estate industry.

2. Handling objections is simply changing their perceptions. Your
vision and your prospect’s vision of what’s possible are what create your
reality. When you receive an objection, that’s coming from the seller’s
box of what’s “Not Possible.” Remember that outside of this box are
“Possibilities.” When they throw out an objection like “We have a friend
in the business” or “We want to try it on our own” or “We’ll give it to
you for a lesser commission,” yaddah, yaddah, yaddah, that’s all com-
ing from the “Not Possible” box. Keep focusing on what they’re com-
mitted to. If you keep bringing them back to what they’re committed to
and you handle their concern or objection based on what they’re com-
mitted to, you’ll be fine.

3. Look at objections as an opportunity to improve your skill. I actu-
ally got to the point where I enjoyed handling objections. It became fun
for me. I love the quote: “That which does not kill us makes us stronger.”
You may be so worried about handling possible objections that it dis-
tracts you from the presentation. It’s as if during the presentation you’re
just waiting for their objections. When you’re doing that, you’re not
being truly present mentally and you’re not communicating effectively
with them. And guess what? When you worry so much about objections
that your presentation is horrible, you’ll get even more objections! It’s a
self-fulfilling prophecy. 

You’re going to have to let go of that. When you get an objection,
look at it as an opportunity to become more skillful at coaching and
communicating with somebody.

The more objections you get early on in your career, the stronger you
become because you learn from your mistakes. Warren Buffett (one of
the richest people in the world) said in his autobiography, “Success is a
terrible teacher, because you only learn from your failures.”

My son is five years old and I’ve been teaching him how to play
checkers. The first few games he obviously lost (I’m a tough dad; I don’t
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give him a handicap) and he got frustrated. So each time he lost I would
tell him, “Michael, don’t get frustrated because you learn from your mis-
takes.” Well, I think it was game seven and, wouldn’t you know it, he
beat me! And you know what he said to me? “Daddy, that’s OK, because
you learn from your mistakes.” 

4. Take your time when handling objections. I’ve seen agents get an
objection and become all weird and tongue-tied trying to rush with an
answer. Take your time.

5. Handle objections at the end. What do I mean by this? Don’t distract
your focus; stay in control. If they give you an objection in the first part
of your listing conversation, it may be answered by the time you’re done
with the presentation or it may not be an issue later on. I’ve had people
who, from the moment I walked in, would say, “Darryl, we just want
you to know that we’re not listing tonight. We don’t want to hear any
long-winded presentation.” “OK,” I would answer, “well, let me just tell
you a little bit about my background anyway.” Two hours later, I’m leav-
ing with the listing.

Be clear and focused and committed to what they’re committed to
and you’ll be all right.

6. The better your presentation, the fewer objections you’ll get. If
you go on a listing appointment and you’re a powerful force—you feel
good about yourself, you’re confident in your abilities, you love this busi-
ness, and you’re well prepared—you’ll give a dynamite presentation and
get fewer objections.

7. Use analogies. When handling objections, tell stories—you know peo-
ple think in pictures. When I say the word “horse,” most of you will
visualize an actual horse, not the letters h-o-r-s-e. 

8. Use subtle closes frequently. Here’s an example. When you’re doing
a presentation and you’ve got your yard sign, say, “Mr. and Mrs. So and
So, one of the things we do is use this yard sign....” Then you talk about
the benefits of the yard sign and how it relates to them, etc. When you’re
done explaining the yard sign, say something like this: “You know,
Diana, as I was driving up I was thinking, would it look better on the
right corner of your property or the left? What do you think? The right
corner? I was kind of leaning towards that, too. OK.” You see that? It’s a
subtle close. She’s already thinking about the yard sign. These subtle
closes make it a little easier when you’re asking for that signature.
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9. Objections occur because you didn’t effectively communicate.
Have you noticed that this is the third or fourth time I’ve made the same
point ... in a slightly different fashion? You must be clear. Be confident
and present them with a commitment to help them get what they want.

10. To avoid objections, invite action for a listing agreement assump-
tively. The worst thing you can do is go through your whole presenta-
tion and cramp up at the end. You say, “So, what do you folks think?” or
“Should we get the ball rolling?” and you start doing the “Realtor shuf-
fle,” getting nervous and waiting for the objection. That’s the worst thing
you can do. There should not be two pieces, the presentation and the
close. You should flow smoothly from presentation into close and you
should be very assumptive. You should have the thought that, based on
what they’re committed to, it just makes sense that they hire you and put
it on multiple and get a yard sign, etc. You have to believe that. So after
your whole presentation, it’s just another step that comes naturally.

Let’s go through the process of the homeowner signing the listing agree-
ment.

Step 1: Agree on price. As I said in Chapter 3, “The Listing Presentation,”
before you discuss price, make sure the sellers are ready to hire you regard-
less of the amount on your CMA. You would do this by asking the question,
“Aside from price, based on what you’ve seen about me and my company,
are you folks ready to go ahead and hire me?” If they don’t say “yes,” find
out what’s holding them back and handle that objection. If they do say
“yes,” present your CMA like we discussed in the previous chapter.

Step 2: Assumptively fill out the listing agreement. For some agents, the
most difficult part is how to start writing on the listing agreement. Here is a
great little technique. While holding your pen over the listing form, say this,
“Let me just get some information. What’s today’s date?” When they answer
you, it’s like they’re giving you permission to go ahead and start writing. If
they’re not ready to sign with you, this is when an objection will come up.

Step 3: Keep them involved. As you’re filling out the paperwork, you don’t
want any silent pauses. If there’s silence, they start thinking; if they start
thinking, they’ll probably throw out an objection. To prevent this, ask about
what fixtures are staying with the house ... or have the couple follow along
with you on the form.

Step 4: Hand them the pen and direct their signatures. If you lay it on
the table, everyone will stare at it.

Objection Handling 63



Step 5: Ask the spouse a question. We handled this exact topic in “The
Listing Presentation.” The key is to involve the spouse so the two can’t com-
municate. 

What’s an Objection?
There’s a difference between a blow-off, a condition, and an objection.

The blow-off is what they say to you so they don’t have to make a deci-
sion. In other words, they are politely trying to get rid of you. It may sound
like “We just need to sleep on it, because we never make any quick decisions;
we promise to call you back” or “We’d like to list with you, but we’re just the
kind of people who need to think about it for a few days.” Do you think
when you leave that they’re going to just sit there and think? No, when you
leave they’re going to talk about the real reason they didn’t list with you.

Here’s another example of a blow-off: “Give us a couple of weeks to try it
on our own and then we’ll call you.” What are they going to do in a couple
of weeks? Most likely, they’re not going to call you. They’re just blowing
smoke at you, right? Now sometimes they do call you, but if you rely on this,
you’ll go broke.

What is your job when they give you the blow-off? Your job is to uncov-
er the real objection that’s holding them back. Later in the chapter, I’ll show
you some techniques for doing that.

Now, a condition is a real reason why they can’t hire you at that moment.
The condition might be that the job relocation hasn’t come through yet. Or
maybe there’s not enough equity in the property and they can’t make it
work financially. Your job in this case is to follow up with them until they
can list with you.

The objection is a concern they believe to be real as to why they shouldn’t
hire you or any other agent at that moment. For example, they want to try
it on their own for a while to save the commission, they had a bad experi-
ence before, they have a friend in the business, etc. The objection is the only
thing we can sink our teeth into and handle.

Recurring Concerns
Sometimes an agent will call and tell me that she or he keeps getting the
same objection. If this rings true, that usually means there’s something that
you are doing (or not doing) in the presentation that keeps eliciting the
same response. Let’s go through what some of these recurring objections
may be and why they are happening.
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If you’re getting the blow-off, you may not be creating urgency, the need
for them to hire you now and not in a few weeks or a few days. It also could
be, especially with FSBOs, that they still haven’t bought into the real estate
industry and they have no intention of calling you back. 

By the way, here’s a great way to create urgency. If homeowners think
they have all summer, for example, two and a half months, let them know
that most sales occur during the weekend, when people are off work. So,
actually, they don’t have the whole summer; they have only 10 weekends.
And if they aren’t going to call back for two weeks, we’re now down to only
eight weekends. Get my point?

If you keep getting the commission objection, my opinion is that it’s
because you’re coming off as too “slick,” you’re not confident enough, or
you’re rushing your presentation and skipping a step. I remember a point in
my career when I got a little too arrogant and I’d say, OK I’m here, sign right
there. I started skipping steps, but one of the objections I kept getting was
commission. So they’d hire me because they knew I was good, but they did-
n’t respect me so they wanted to talk me down on my commission. Of
course, in today’s market, you might be getting this objection as a result of
discount brokers. If that’s the case, get clear about the difference between
your fee and the other broker’s fee. Whatever that difference is, let’s say it’s
2%, you simply have to show them how you are 2% better than your com-
petition.

If you keep getting the length of listing objection, where people want to
give you a shorter-term listing than what you need, then what you’re not
communicating is the process. The process of selling a home is this and this
and this and this. And it takes as long as it takes.

If you keep getting the price objection, I believe you’re not pre-validating
the CMA. (I talk about how to present price in our chapter on the art of
negotiating.)

Uncovering the Real Objection When You Get the
Blow-Off
Your objective with the blow-off is to find out the real objection underneath.
Here are three ways to do this.

Option 1: The Multiple Choice Technique

Seller: Wait a second, Darryl. I’m not ready to sign tonight. I need to give
this some thought.
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Darryl: Charles, I can appreciate that you want to give it some thought,
because this is an important decision and I think if I were in your shoes
I would want to think about any concerns I might have too. Just out of
curiosity, what specific concerns do you want to think about?

Seller: I don’t know.

Darryl: Well, is it something about the price we discussed and maybe even
the net?

Seller: No.

Darryl: Is it something about the length of listing?

Seller: No, that’s fine.

Darryl: OK, is there something about my company? Do you feel that we
can do the job?

The point is that you feed each possible objection to the sellers, one at
a time. How many should you feed them? Until you think enough is
enough. If this doesn’t work, you can then try the next option.

Option 2: The Key Concerns Technique
Here, instead of you feeding each possible concern one at a time, you share
the ones you think it could be all at once and then ask them to pick one. It
sounds like this:

Darryl: Well, Charles, I’m a little confused because, based on what you told
me about why you’re selling, I really believe I can help you. If I didn’t
think I could help you, then I wouldn’t ask you to hire me. My batting
average is pretty high and I like to keep it that way. So I feel good about
us, that I can help you, but something is holding you back. 

In my experience, when a seller is truly committed to selling, and I believe
you are, and we don’t go forward, it’s usually because of one of three key con-
cerns. It might be something about the price; for example, you think you
may not net enough to make this move work. It could be the length of list-
ing, that there’s a concern making a commitment for the length of time we
discussed. Or maybe it’s something about me or my company—perhaps you
think there’s a better company out there or you don’t feel my company has
the knowledge or experience in this area. If you had to pick one of these as
being one you had to think about, which would it be?

The next technique is radical, but it works really well.
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Option 3: The Good Samaritan Technique—Referring Others
Let’s say I do Options 1 and 2 with Charles and he still says, “Darryl, just
give us a couple of weeks and then I’ll call you.” I would say, “Charles, I’m
going to tell you this and I honestly believe it. Based on your situation,
based on what’s happening in the market, you need to hire someone to rep-
resent you and get you on multiple listing. Maybe I’m not the person to do
it. I’d rather see you at least go with a broker—any broker—than not at all.
So I’m going to give you the names and numbers of a couple of other bro-
kers for you to talk to, because I’d rather see you hire an agent than try to do
this on your own.”

Now, if you say this, you have to believe what you’re saying. It can’t be a
manipulation. The reason this works really well is because you’re showing
the sellers that you care more about them than yourself. If they are going to
list with anyone, it definitely will be you after this unselfish act. And if they
do list with one of the brokers you told them to call, guess what? You never
had the listing to begin with. You’ve got nothing to lose and everything to
gain with this technique.

By the way, I rarely got the listing the very moment I made this gesture.
They usually would call me within a couple of days. So, when you use this
technique, don’t think they’ll say, “Wow, give us your form.” No, they’ll take
the names, maybe because they’re calling your bluff, and you’ll leave. 

The Objection-Handling Process
Now that I’ve given you several ways to get past the blow-off, let’s get into
the objection-handling process. This process is what you actually use when
you’re clear on exactly what the objection is.

When we go through this process, I want you to concentrate on how I
break down each step and what the objective is in each.

Step 1: Acknowledge. The first thing you want to do is say, “I don’t blame
you for feeling that. If I were in your shoes I would think the same thing.”
It doesn’t have to be those exact words, but remember that one of the com-
mandments in handling an objection is to take your time. So, let them
know that it’s OK that they feel that way. 

And, while you’re at it, here’s a rule of thumb for you: never say in five
words what you can say in 10. Let me explain.

If the objection is “I don’t want to pay that commission,” you might say,
“Mr. Seller, I know how you feel.” (That’s the short answer.) Now, let’s say
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the longer version. “Well, listen, Mr. Seller, I don’t blame you for trying to
see if you can get the most money for the house and you want to save on
the commission. I think if I were in your shoes and I thought I could save
on the commission, I’d want to do just that.” 

So, when they throw an objection at you, don’t get weird. Just take your
time. Now, go into Step 2.

Step 2: Ask Questions. Here, you want to get clear about their concern/
issue/objection. The better you are with this step, the easier Step 3 will be,
which is to actually handle their objection. For example: “Just out of curios-
ity, why do you feel that way?”

Let’s say he says, “Well, we both know what the bottom line is and I’m
with you on the pricing, but I’m really not comfortable with making the
move to Florida with my bottom line being where it is. So if you can nego-
tiate with me on your commission, then maybe we can go forward.”

At this point, you might say, “So you do agree with me on the price?”
“Yeah, I can see where the market analysis shows where the price should

be, and I agree with that.”
“So it also sounds like you want to hire me, pending the commission

question?”
“Yes.”
“So, it’s just a question of you wanting to see if you can make more

money in your pocket?”
“I just want to be able to make the move comfortably to the next house.

With my bottom line, it doesn’t look like where I thought it should be.”
“So you feel if we lowered the commission, then that would give you

some more moving money?”
“You’ve got it.”
I don’t care how you do Step 2. Some trainers would say to ask open-

ended questions, using the five W’s and the H—Who, What, When, Where,
Why, and How. But in Step 2, I do something else. I also confirm things that
seem to be true, e.g., “I think I understand what you’re saying, Mr. Seller, but
I’m a little unclear. You do agree with the listing price, yes? And it sounds
like you want to hire me, yes?” So I’m getting clear. That isn’t an open-ended
question. If anything, it’s a tie-down.

Whatever questions you ask, your objective here is to get crystal clear
about where they’re coming from. Get clear about the box that they’re in,
the thoughts that are keeping them from going on.
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Step 3: Confirm. Confirm that this is the only concern/issue/objection you
need to handle. Some possible dialogue would be “Is that the only thing
stopping us?” or “If I could show you….” These are called the “sharp-angled
close.”

“So, Mr. Seller, the only thing holding us back is that you want to see if
you can get a few extra dollars?”

“Well, I’m concerned about how comfortable I’ll be making a move
with my bottom line where it’s going to be.”

“Let me ask you this: if we couldn’t do any better than where your bot-
tom line is now, are you still going to make this move?”

“Yes.”
“Oh, OK. Well, if I could show you that by asking me to lower the bro-

kerage fee you actually might lose money—that you’ll get the best bottom
line possible by leaving the brokerage fee where it is—could we then get the
ball rolling?”

“You’re saying I’ll do better by leaving the commission where it is?”
“Yes, and therefore you’ll get a higher bottom line.”
“Well, if you could show me that, then OK.”
“Alright....”
If he says “No,” what do you do? Go back to the questions. Find out at

Step 3 that this is it, that there aren’t any other objections. And if there are
other objections, find out now before you go on to Step 4.

Step 4: Handle Their Objection. Here you actually address their concern
by using a visual and an analogy. Later in this chapter, I will give you sever-
al of these to use with different objections.

Step 5: Invite Action. Now that you’ve answered the objection to the cus-
tomer’s satisfaction, ask for action, either more questions and what you
need to do to complete the transaction.

There’s a whole process in handling an objection. In the next section, we
will go through several visuals and demonstrate the dialogue. But, before we
move on, let’s just focus for a moment on Step 2 of the objection-handling
process, where you probe to get clear about what’s holding them back. It’s a
key step.

Where most agents are weak is in asking questions. Think about it: when
you’re on the phone prospecting, are you asking enough questions? When
you’re working with buyers, are you asking enough questions? When you’re
working on the presentation, trying to get clear about what the sellers are
committed to, are you asking enough questions? 
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When you get an objection, you need to ask as many questions as it
takes. Granted, in some cases when you get the objection you may already
know what it is and you’re pretty clear, so you may need to ask only one or
two questions. But more times than not, you’ll have to probe. Work at this
area of asking questions. Get skillful.

22 Powerful Objection-Handling Dialogues
I want you to get a feel for the dialogue associated with each objection. So,
in the pages that follow, I will “role-play” various objections that you may
encounter and offer strategic replies to each. These 22 powerful techniques
will definitely put more money in your pocket in the coming months. 

The Art of Negotiating Technique: “We Want to Sell on Our Own to
Save the Commission” or “We Can Do a Better Job”

Darryl: Do you play cards?

Mr. Seller: I love playing cards.

Darryl: Let’s say you’re playing poker and in the middle of the table you’ve
got $150,000.

Mr. Seller: Alright, I’m sweating bullets.

Darryl: Yes! So are you emotionally involved here? Of course. Let’s say your
hand has four aces and now you’re wondering, “Should I ask for more?
Should I raise?” Now, because you’re emotionally involved, do you think
that you could make a mistake?

Mr. Seller: Yeah. I would be more careful about everything.

Darryl: Let’s use the same scenario. You’re playing cards, but you’re playing
from another room. The same $150K is in the middle of the table, but
this person you’re playing with is in the other room. Now, I come into the
room and I look at your hand and you’re sweating bullets and are all
excited, only now you don’t have to worry about bluffing. I’m standing
there and I say, “Alright, here’s what I think you should do,” and I give
you some advice. Then you tell me, “Darryl, here’s what I want you to tell
them.” Then I tell that person. Now they’re sweating bullets too. But I’m
not emotionally attached, so I can bluff better than you can. Would you
agree with that? It’s not my money on the table, but I’m still committed
to us winning. My point is that because I’m the third-party negotiator, I
can probably get us much more than you trying to sell it on your own.
Do you follow?
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The Director Technique

Darryl: Mr. Seller, if you knew that by doing it on your own you could lose
a sale or maybe lose thousands of dollars, would you then go ahead and
let me represent you?

Mr. Seller: If you could convince me that you could do a better job, yes.

Darryl: I won’t say that I could do a better job showing the home, because
you’ve been living here for 10 years. Even I’m not arrogant enough to say
that. But if you knew we would do a better job together because in part-
nership with me you’ll actually save money vs. losing money doing it on
your own, would you then hire me? [You don’t want to insult him. Did
you notice the way I phrased this?]

Mr. Seller: Yeah.

Darryl: OK, great. Let’s say, Mr. Seller, that a buyer goes for a mortgage and
the bank comes to look at the house and appraise it. You’re selling it for,
let’s say, $140K and the bank appraises it for $130K. So now the bank
tells the buyers, who then tell their attorney, who then tells your attorney,
who then tells you. Did you ever play telephone in school? Did you ever
notice that what comes out at the end is not the message that started out?
That happens in real estate all the time. Because there are so many differ-
ent elements involved in selling a house, there are lots of places for com-
munication gaps. Have you noticed how many real estate offices are
downtown? There wouldn’t be so many of us if we didn’t provide a valu-
able service.

I like to think that the service we provide is almost like we’re the
director of a Broadway show. The director talks to everybody—the stage-
hands, the lighting crew, the set designers, the costume designers. The
costume designers, for instance, will never talk directly to the lighting
crew. Yet both elements are critical to the show’s success. 

The real estate agent is the only person who speaks to everyone
involved in selling your home. So if any problem occurs, I’m going to
hear it directly from the horse’s mouth and then you’re going to hear it
directly from me. I can’t tell you how many home sales were on the verge
of not closing and I was able to save them because I was hearing things
firsthand. Can you now see the value of having a real estate agent?

You can also use the director technique when someone says, “Well, my
attorney can do that for me.”
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Mr. Seller: I don’t need an agent to qualify a buyer because my attorney
will do that.

Darryl: Your attorney would never speak directly to the buyers, would he
or she? Your attorney’s going to talk to the buyers’ attorney, who will then
talk to the buyers. But your attorney would never talk directly to the bank
appraiser. Remember, any time your attorney talks to anybody, he or she
is going to charge you, too. The agent is the only one in a real estate trans-
action who talks to everybody. Therefore, we’re in complete control of a
transaction.

The One-Line Fishing Technique

Darryl: So, Mr. Seller, let me ask you something. Is there anything else
you’re doing to advertise your house besides putting ads in the paper?

Mr. Seller: Yeah, I have a flier at work and I’ve just been talking to a lot of
friends.

Darryl: You understand all the things I have—multiple listings, yard signs,
relocation companies, referral systems. I explained all that to you, right?

Mr. Seller: Right.

Darryl: With you selling the house on your own, you might eventually suc-
ceed. But it may take forever. Let me just ask you this: if I could save you
time and you knew it was better hiring me than just doing it on your own,
would you then hire me?

Mr. Seller: Yeah.

Darryl: OK. Well, correct me if I’m wrong, but to sell the house we just need
one buyer. We don’t need 100, just one who’s willing to pay our price. The
only problem is to find that one we need, we may have to go through
hundreds of prospective buyers. You said you put an ad in the paper and
you’ve been putting up fliers. Well, if you were to go fishing and you
wanted to find this one great fish, and you had a choice of throwing one
line out there or a net, which do you think would give you better odds?

Mr. Seller: The net.

Darryl: Well, with you putting in ads and creating fliers, you’re basically
putting out one fishing line, hoping that you’ll catch this one terrific fish.
Whereas with what I do it’s like throwing out one big net, so there’s a lot
more potential. Do you follow what I’m saying? So what’s it going to be,
the line or the net?
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Mr. Seller: Well, I want to increase my odds of selling, so I guess the net.

Darryl: All right, let’s get the ball rolling.

The Nine Dots Technique

Darryl: Mr. Seller, I’m not saying that you can’t sell the house on your own.
You were doing some ads and fliers, and that’s all good. But let me sug-
gest something, because you’ve had some success selling several houses
before with this method and this is good. What I’m going to suggest, Mr.
Seller, is that because you sold some houses before and because you’ve
had success with them, you have a certain system you use that works. But,
like with anything else, you may have gotten into a routine that may not
be in your best interests. 

So, I don’t want to be hokey with you, but I want to show you some-
thing that helps prove my point. Please take this pen. [This is good
because you get the person writing.] What I’d like you to do is connect
these nine dots with four straight lines without taking your pen off the
paper. [Pause and let him or her try.] See, you can’t do it. Most people
can’t. Let me show you how it works.

See, the reason you couldn’t do it is because you were trying to stay in
this box. In order to connect the nine dots, you have to go outside of the
box. The only reason I illustrated this is because I’m suggesting that is how
you sell homes—putting ads in the paper, putting up fliers, and talking to
people—because it worked before, maybe you think that’s the only way to
sell a house. But you might not have gotten the price you deserved selling
in this manner ... or you might have taken longer than you needed to. My
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job as a real estate agent is to constantly think of new and innovative ways
to market and give a house exposure. What used to work 10 years ago
doesn’t work as well now. So, I’m always trying to look outside of the box
to see how I can get creative to get a house sold. Can you see that if we
work together we’re better off than you doing it on your own?

The Six Bakers Technique: “Bring Me a Buyer and I’ll Pay You a
Commission”

Here’s where they say that they want to sell it on their own, but if you bring
them a buyer they’ll pay you a commission.

Darryl: Are you doing that with other brokers, Mr. Seller?

Mr. Seller: Yes I am.

Darryl: If you knew that by hiring me you’d have more agents working for
you to get your house sold than doing it this way, would you then hire me?

Mr. Seller: I would do it that way, but I still feel that any broker can come
to my house and provide a buyer.

Darryl: Well, let me rephrase it. If you knew that by hiring me you’re going
to get the agents working harder for you than they would the other way,
would you then list it with me?
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Mr. Seller: Well, yes, if I knew they would work harder at getting it sold.

Darryl: Let’s pretend. Do you have a daughter? If not, let’s pretend you do
and it’s her 16th birthday. You’re going to want a nice cake, right? So to
get the best results on this cake, maybe you go to six bakers and you say,
“My daughter’s having a sweet 16 party and I want a gorgeous cake! Now,
you six bakers, whoever bakes me the best, most beautiful cake, that’s the
baker I’m going to give my money to.” How many bakers do you think
are going to start rolling up their sleeves and start working for you?

Mr. Seller: None.

Darryl: It’s the same thing here. You’re saying, whoever does the best job,
that’s who I’m going to pay. So, therefore, no one is going to work for
you. Especially when we have other people who have hired us and are
committed to us and we want to keep our commitment to them.

The Confusion Technique
This continues the situation just above.

Darryl: So, Mr. Seller, you’re doing this with other brokers, right?

Mr. Seller: Yes, I am. I’m notifying a lot of people.

Darryl: Mr. Seller, I recommend that you do one of two things: either hire
a broker (and it doesn’t have to be me, as long as you hire a broker) or
don’t work with any brokers, period. Don’t do what you’re doing. 

Mr. Seller: Why?

Darryl: You’re only going to make it worse. You see, imagine that you say
to all the brokers, “Look, I want $100K for the house,” right? So XYZ
Realty looks at the house and says, “Alright, we’re going to put it up for
$107K.” Then BSA Realty says, “We’re going to put it up for $110K.” Now
ABC Realty says, “We’re going to put it up for $109K.” Are you following
this scenario?

Mr. Seller: I think so.

Darryl: You see, you’ve already told them what you want, so they’re going
to charge different negotiation prices, different commissions. Now, here’s
a buyer. Funny thing about a serious buyer is that when they’re looking
at a house they say, “I want this, this, and this in a house,” and then they
go to another agent. (You know, serious buyers will work with a bunch of
agents because they’re interested in buying a home, not just being loyal
to one agent.) That other agent may also show them your home. So now
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they see your house with one agent and it’s $107K, with another agent it’s
$109K, and with another it’s $110K. What would you feel?

Mr. Seller: That something’s fishy here.

Darryl: Right. It’s like “Would the real price please stand up?!” Now the
buyer is confused. But let’s take it back a second. Mr. Buyer and his wife
are very interested in your house. They are considering it. They see it for
$107K, and they say, “Oooh, I really like that house, but let me just look
at a couple of others to compare before we get this one.” Then, all of a
sudden, they start getting different prices on this house. What would you
do if you were that buyer?

Mr. Seller: I think I would get scared, as a buyer, seeing it for different prices
with different agents.

Darryl: You’d say, what’s wrong with this house? Then you’d stay away from
it, right?

Mr. Seller: Well, as a buyer I might go with the agent who has the lowest
price.

Darryl: Ahh. But, you know what, Mr. Seller? You really wouldn’t. The rea-
son is because you’ll be thinking to yourself that there’s probably an even
better price that you don’t yet know about. What’s the real price? My
point is that if you have all these prices on your home you’re going to
hurt your marketing effort rather than help. So I’m saying, do one of two
things: either do it on your own and hope you get lucky, or hire one pro-
fessional to manage all this for you.

You can tie down this concept with the following.

Darryl: Mr. Seller, do you think that not being committed to one agent
works better for you?

Mr. Seller: Well, the agents are still able to get paid, but I only have to pay
part of the brokerage fee, so I save money.

Darryl: Let me ask you a question, Mr. Seller. Based on everything we went
over, my marketing plan and all of that, do you agree that the more mar-
keting you have on a house the better your odds, because it has more
exposure to more buyers who come through, which ultimately means the
most amount of money?

Mr. Seller: More exposure is much better.

Darryl: OK, how many agents have you had through here looking at the
house?
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Mr. Seller: Four or five.

Darryl: Let’s say each of those five offices has about 10 agents. Now, how
many agents know your house is for sale? The five who have seen it or the
other 45 in the offices?

Mr. Seller: All 50.

Darryl: No, that’s the problem, because you haven’t given a listing to one
broker. It’s called an open listing, and here’s how it works. If I go into my
office and tell everyone there, “Hey, Mr. Seller’s house is for sale,” if
another agent in that office sells that house I get nothing.

Mr. Seller: So that would make you work harder to try to sell my house so
the other agent won’t.

Darryl: Well, maybe. But watch. You would get the original four or five
working hard for you because they want to get the money in their pock-
ets, but I’m saying that you could have 200 agents working for you if you
list with a single broker, who then shares the commission with whoever
sells your house. In your present scenario, if I were to tell anybody your
house was for sale, I wouldn’t get anything for it. So those four or five
have nothing to gain by letting their fellow agents know it’s for sale. Are
you really going to get the exposure you need?

Mr. Seller: Not with this scenario, no.

The Pen Technique: “We Had a Bad Experience Before”

This next objection is they want to sell it on their own because they’ve hired
a broker before and they’ve had a bad experience. How this works is that you
have the seller take your pen and write the word “sold” and then you take
the pen and write the word “sold,” but differently. The point is same tool,
different results.

Darryl: So, Mr. Seller, let me ask you a question. You had this bad experi-
ence about how long ago?

Mr. Seller: I had it for sale for six months and I dropped the listing just last
month.

Darryl: So you don’t want to go again with a broker because you had a bad
experience?

Mr. Seller: Yeah, it was a tough one. [Note: I am not going through the
entire process here, but I would ask several more questions about what
happened, how it felt, etc.]
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Darryl: So, Mr. Seller, I believe that you saw some value in multiple listing
or you wouldn’t have hired that broker six months ago, am I right?

Mr. Seller: I thought I saw some value in it.

Darryl: Yes, but the broker himself—obviously you’re unhappy because
that office didn’t do the job for you. See, like anything else, multiple list-
ing is a tool, and the tool itself does not get a house sold; it’s all about
how you use the tool. Just like a hammer can’t build a deck without a
skilled carpenter. The result you want is to get the house sold. See, here’s
how I like to demonstrate it. Do me a favor. Take my pen, Mr. Seller, and
just write the word “sold” on this piece of paper anywhere. Now you see,
I’m going to take the pen and write this same word in script. You see, Mr.
Seller, we both used the same tool and got different results. What I’m say-
ing is that if you hire me, I’m going to use many of the same tools, but I’ll
get a different result. I’m going to get the house sold.

The Airplane Technique

Darryl: Mr. Seller, let’s pretend here. Have you ever flown and had a bad
experience on a flight? 

Mr. Seller: Oh, yeah! I had a really bumpy flight to Chicago. It was really
bad!

Darryl: Let’s take a scenario like this. I’m going to purposely blow it out of
proportion a little. You were flying to Chicago and you flew a particular
airline. You were a few hours late. Your bags were a day late. The flight
attendants went to a bad training program, “Arrogant 101,” and you ran
out of peanuts. Now, you need to go to California. Would you walk or
would you still fly?

Mr. Seller: I’d take the plane

Darryl: Why? Because you know the plane is better than walking. You get
there quicker and you won’t pass out from muscle cramping and dehydra-
tion along the way. My point is, Mr. Seller, just because you had a bad expe-
rience, you aren’t going to rule out flying all together. You may never work
with that airline again, but you still see the value of flying. What I’m saying
is, don’t discount real estate agents just because you had a bad experience
with that one. Just don’t use that one again. Do you follow me?

Mr. Seller: Yeah, it makes sense.
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The Code of Ethics Technique
You should have a copy of the Realtor Code of Ethics in your presentation
book.

Darryl: Mr. Seller, if you knew that I was required to always look out for
your best interests, would you hire me?

Mr. Seller: I’d give that consideration.

Darryl: Well, if there was no question in your mind that I’m always going
to look out for your best interests, that I’ll do my best to get your house
sold, would you then hire me?

Mr. Seller: Sure.

Darryl: OK. I belong to the National Association of Realtors® as I men-
tioned earlier. As a member of this Association, there’s a Code of Ethics I
subscribe to and in Article 1 it says that I must always look out for your
best interests. As a matter of fact, the State that licenses me takes this arti-
cle quite seriously. They use this Code of Ethics to help regulate all real
estate agents and their licensing. My point is this, because I’m a member
of this Association and I subscribe to this Code of Ethics, if I didn’t do
everything in my power to look after your best interests, I’m breaking this
Article and jeopardizing my license. I want you to know that I’d never do
anything to jeopardize your trust or my license. So do you see that I could
never do you wrong, even if I wanted to, because it’s the law?

Mr. Seller: Yeah.
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The REALTOR® Pledge:
I am a REALTOR® and I pledge myself:
To protect the individual right of real estate ownership and to widen the
opportunity to enjoy it; To be honorable and honest in all transactions; To
seek better to represent my customers and clients by building my knowl-
edge and competence; To act fairly towards all in the spirit of the REAL-
TOR’S® Creed;To serve well my community, and through it my country, To
observe the REALTORS® Code of Ethics and conform my conduct to its
lofty ideals.

Code of Ethics:
Code of ethics here....

Figure 4-3. The REALTOR® pledge and code of ethics (which follows on the actu-
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The Window Shopping Technique: “We Want to Find a House First,
Before We Sell”

Mr. Seller: I don’t want to wait to buy another house until I’ve already sold
this one. I want to get another house under contract and then I’ll worry
about selling.

Darryl: I know from experience, after selling real estate for the past 20 years,
that you’re not going to be out in the street, and here’s why I say that.
When you look at a house before you’ve sold yours, you look at it differ-
ently. Maybe it’s not as intently or as focused as when you are in the
process of selling your home. It’s the same as the difference between
shopping and buying. Let’s say you went to the store with no credit cards
or money or anything. You couldn’t walk out of that store with anything.
You couldn’t even put anything on layaway. Now let’s say you walk into
a department store with $150,000 cash in a bag, do you think just maybe
you’ll walk out of there with something?

Mr. Seller: Yeah.

Darryl: What I’m saying is that it’s the same thing with buying and selling
a house. Until you put this one on the market, you’re window shop-
ping—you’re just looking—you can’t make the commitment because you
don’t have the money that you’ll have once you sell your current home.
But once you’ve made the commitment that you’re making the move and
you put this house on the market, it’s a whole other ballgame. Do you
follow what I’m saying?

The Driver’s Seat Technique

Darryl: So you want to find a house first before you put this one on the
market. The only thing is you could lose money. Can I explain what I
mean?

Mr. Seller: Yeah.

Darryl: OK. Two things are actually going to happen. Either you’re going to
have to end up paying top dollar for your new home or you’re going to
have to sell this one for less. Let me explain why that is. Let’s say we go
out and look at some houses, and you find a house you like. You go to
the sellers and you want to negotiate them down from say $200K. Well,
here’s the thing: you haven’t sold your house yet, so are the sellers for the
new one going to be at some risk, since you haven’t sold yours?
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Mr. Seller: Sure.

Darryl: So what are the sellers going to do? They may sell it to you under
some tough conditions. Do you think they’ll be flexible on their price? Or
do you think they’ll stay firm, since they’re taking a risk?

Mr. Seller: Well, they’d certainly be less apt to come down on their price.

Darryl: So we don’t know how much money that could be. It could be a
few thousand, right? Well, let’s say you even do negotiate with the seller
and work out a good deal. You’re now under contract to buy that house.
Now, what do you have to do with your house?

Mr. Seller: Get it up for sale.

Darryl: And sell it quickly. In order to sell your house quickly—you said
you wanted $150K for your house—what would you have to do?

Mr. Seller: Discount it.

Darryl: See, the worst part about all of this is that you’re not in the driver’s
seat. You’ve got to negotiate with this one, and you’re not in a good posi-
tion because you need the money quickly to pay for the other house. But
here’s the worst part. Whether it’s contingent or not, if you don’t sell your
house in time and you have to drop the whole thing, you lose all around.
Let’s look at the flip side. Right now we’re in the driver’s seat, meaning
you don’t have any specific commitment to buying a particular house,
right?

Mr. Seller: Right.

Darryl: That’s beautiful, because here’s what we do. We put your house on
the market for the price that we want. We wait until we find a buyer.
When one comes, we sell it—no pressure, we’re in the driver’s seat. We
find a buyer and this person is willing to give us our price. Now we go
and find the sellers of another house and say, “Look, I want to buy your
home, and I’ve got $150K cash.” Do you think that the sellers would be
willing to listen to you?

Mr. Seller: Sure.

Darryl: And they might even do better on the price. Or maybe you can
negotiate and say when you’d like to close based on your buyer. My point
is that by selling your home first, you’re in the driver’s seat. If you go out
and buy a house first, you’re locked in because you’ve made a commit-
ment. You’re no longer in the driver’s seat. You’re a victim of everything
you have to do.
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The Beware Technique: “The Other Broker Said She’ll Do It for
Less Commission” 
This is when the seller says he’s going to list with so-and-so because the
agent said she’d do it for less commission.

Darryl: Well, Mr. Seller, I’d be really concerned and wary in that situation.

Mr. Seller: Why?

Darryl: Well, in this case she’s saying she’ll do it for 1% less, which is about
$1,500, am I right?

Mr. Seller: Yes.

Darryl: So, what you’re telling me is that this agent, without hesitation, is
willing to give away $1,500 of her money?

Mr. Seller: That’s right.

Darryl: The reason I’m saying to be wary is this: if she is so quick to give
away her money just to get your listing, how quick do you think she is
going to be to give away your money just to put the deal together?

The Three Ways to Travel Technique

Darryl: Mrs. Seller, let me show you something that I think will make a dif-
ference with this commission thing. You’re not opposed to working with
a broker, you’re just shopping for the best commission, right?

Mrs. Seller: Yes.
Darryl: Let’s say you’re going to travel from here to California and you’ve

got three ways to travel. You can drive, which will take more time, but will
most likely be the cheapest way to go. A train will take a little less time,
but cost a little more, too. But the fastest, smoothest, quickest ride is by
plane, which is probably also the most ... what?

Mrs. Seller: Expensive.
Darryl: What’s my point here, Mrs. Seller? It’s that you get what you pay for.

If you were to travel to California, which way would you choose?
Mrs. Seller: Plane.
Darryl: Sure, if you had to get there by a certain time. If this other agent is

going to cut her commission, she’s going to have to cut some services.
Maybe she didn’t explain that to you? But I’m sure that for an agent to
work for that brokerage fee, she’s not giving you the first-class service that
I plan on giving you. So the choice is yours. Do you want to go with a
professional? Or would you prefer to try the cut-rate model that may or
may not ever get you to your destination?
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The Brain Surgery Special Technique

Darryl: So you want to save the commission and you’re shopping around,
right?

Mr. Seller: Yes.

Darryl: So, I know this isn’t going to happen, but let’s say you’re going to
need to have brain surgery done. Now I understand money is important.
But you look in the paper and you see an ad like this: “This week’s spe-
cial—brain surgery: 20% off!” Would you call this doctor and have that
done?

Mr. Seller: No.

Darryl: Why is that?

Mr. Seller: It’s too important.

Darryl: Exactly. Some things are too important to discount. I’m assuming
that selling your house and moving to where you want to move is one of
the biggest investments and financial things you’re managing in your life,
right?

Mr. Seller: Right.

Darryl: So why would you want to go with somebody who discounts his
or her service and maybe not get the quality that you need? Do you see
what I’m saying? 

Mr. Seller: Yeah.

The Right Place, Wrong Bait Technique: “We Want to List It at a
Higher Price”
This next objection is a price objection. They’re willing to list with you, but
at a higher price than you recommend.

Darryl: So Mr. Seller, let me ask you a question. Let’s pretend you were
going fishing and the fish were down here. Where would you want to
place the bait?
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Mr. Seller: Down here.

Darryl: Let’s say that we place the bait up here. Are we going to get nibbles?

Mr. Seller: Doubtful.

Darryl: Yeah. We may get one dumb fish to stray from the pack. But the
odds of catching the fish are not in our favor. Here’s the reason I’m using
this analogy. We’ll do whatever you want, but I’m recommending that we
should put the house on the market for $150K because, based on com-
parables, that’s where the fish are. If we price it, though, at what you’re
suggesting, at $160K, I’m not saying that the house won’t sell. It is possi-
ble that it will, but it’s not probable. So the choice is yours. I’m coaching
you here, but what do you want to do?

The Dollar Bill Technique

Darryl: Mr. Seller, let’s pretend that I give you 100 one-dollar bills and I say,
“Go to the mall and sell each one for 95 cents.” This is hypothetical, obvi-
ously. For 95 cents, do you think you’d sell them?

Mr. Seller: Yes.

Darryl: In a couple of hours, who knows? Now let’s say I give you 100 one-
dollar bills and tell you to sell them for 85 cents each. You definitely
would sell them in less time, right?

Mr. Seller: Sure.

Darryl: So let’s take the same 100 one-dollar bills and I say to sell them for
$1.10 each. How long do you think it would take you to sell them?

Mr. Seller: Forever.

Darryl: Probably a real long time. Mr. Seller, what I’m saying is by taking a
house that’s worth $150K and trying to get more for it than it’s worth, it
may take us an extremely long time.

Mr. Seller: I understand.

The Stay Firm Technique
This is basically the same objection, but the sellers add, “We’ll list with you,
Darryl, but we want to keep it at a high price so we have haggling room.”

Darryl: Mr. Seller, I can understand how you feel that we need to price the
house higher so we have some negotiating room, because then we’ll wind
up at the price we actually want.

Mr. Seller: Everybody wants to negotiate.
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Darryl: Yeah. But this is really important for you to understand. If I thought
this would work in your best interest, I would say let’s do it. After all, it
would make me more money too, right? But as your coach, I say it’s not
in your best interests. Let me explain why. If we want $150K for the
house, I’d rather that we ask $150K and say, “We’re staying firm,” rather
than put it up at a higher price and then come down. Why? Because the
higher we price the house the fewer the buyers that will come through the
doors. Does that make sense?

Mr. Seller: I guess so.

Darryl: Now, where are you in a better position? To have one buyer who is
interested in your house and you have to haggle with that one buyer or
to have several and tell them you’re staying firm?

Mr. Seller: With a lot more buyers.

Darryl: Definitely.

The Stale Bread Technique

Darryl: Mr. Seller, based on the comps, the house is worth about $150K, is
that right?

Mr. Seller: Yes.

Darryl: Now you want to try it for $160K?

Mr. Seller: Yes.

Darryl: OK, I don’t have a problem with that, except for this. If we were to
take your house that’s valued at $150K and put it up on the market for
$140K, do you think we would sell it quickly?

Mr. Seller: Definitely.

Darryl: Right. What would happen is tons of buyers would come out to see
your house right away.

Mr. Seller: Well, we’d be giving it away.

Darryl: Right. Here, if we list it at $150K, we’re going to get an average num-
ber of buyers to get the house sold in the time frame that I showed you,
because that’s fair market, comparable, etc. So if we go above fair market,
we’re going to have fewer potential buyers because of competition from
other homes—it just weeds out more and more buyers. If we listed it for
$200K, we’d have maybe one, if any, right? So the higher you go, the
fewer buyers. The fewer buyers, the longer it takes. Well, my concern is
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that when a house stays on the market for too long, it gets stale. For exam-
ple, let’s use bread. You know, when bread stays on the shelf at a super-
market for too long, what happens?

Mr. Seller: They mark the price down.

Darryl: But it also gets stale, right? When a house is on the market for a
while, in a sense it becomes stale. The agents don’t show it as much; they
start to lose interest. It becomes back-burner stuff because it’s stale. When
is the best time to sell? As soon as you put it on the market. You want to
package the house in its best light—the price, its appearance, everything.

This is a good technique, especially when sellers say they want to try it
at a higher price for 30 days or something and then they’ll lower it.

Darryl: If we already know, Mr. Seller, that in 30 days we’re going to come
down to the price that the CMA is now saying, we’re better off starting out
that way because a house is never hotter than when it first comes on the
market.

The Presentation Technique
Here is where they say, “We’ll list it at a higher price, and we don’t feel we
need to fix it up.”

Darryl: Do you want to get the most for the house?

Mr. Seller: Of course.

Darryl: Well, if we don’t do anything different to the house, we should go
with the price that I’ve recommended. If you want to go with the higher
price, then there is something else you need to do.

Mr. Seller: What’s that?

Darryl: Have you ever heard the expression “It’s all in the presentation”?

Mr. Seller: Yes, I have.

Darryl: Mr. Seller, let’s say that you want a steak. At a fine restaurant, they
might charge somewhere around $35.00 for a standard cut of meat. If we
go to a local, fast food-type steakhouse chain we’re going to pay about
$9.95. Same steak. What’s the difference? The atmosphere, the decor, the
building, the location, the service, the presentation. So, as an analogy, if
we want to take our $9.95 steak and get $35 for it, we’re going to have to
make some adjustments in the presentation of the home. Either you’ve
got to invest several thousand dollars to fix the house up to get that price
or just leave it the way it is and go with the price I’m suggesting.
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The Contractor Technique: “We’ll List but for a Shorter Time”

Darryl: Ms. Seller, let me ask you a question. Imagine that you were a con-
tractor and I came up to you and said I wanted to add an extension onto
my house, so I wanted to know how much and how long. You tell me
how much and you say that it would take approximately six months. I say
to you, “OK, Ms. Seller, price is no problem, but I want you to do it in
three months.” Would you take the job?

Ms. Seller: I’d charge more.

Darryl: You’re going to charge more? OK, that’s a good point. But, if you
couldn’t charge more, would you take the job?

Ms. Seller: Probably not.

Darryl: Right. Why, because it takes as long as it takes. If you add an exten-
sion, you know it takes six months and the only way to do it in three is
to hire more people to help you get it done quicker .... Which means you
have to pay more. Which means that the only way I can get the house sold
in less time than what I’m asking is if you paid me more. But I don’t want
you to pay me more.

Ms. Seller: I don’t want to pay you more either.

Darryl: Fine. So let’s keep it at six months.

Ms. Seller: OK.

The Right Recipe Technique

Darryl: Mr. Seller, I’m not saying that it’s impossible, but I don’t know for
sure. The only thing I know for sure is that I’m going to get as much expo-
sure as I can for the house and increase our probabilities so it does hap-
pen. But I need six months as a cushion, just in case. Here’s why I say that.
Let’s say you were going to bake a cake and the recipe says you need four
eggs, how many would you buy?

Mr. Seller: A dozen.

Darryl: Exactly, or at least half a dozen, why?

Mr. Seller: Because you’d use them for something else, and they are gener-
ally sold that way.

Darryl: You buy products like that because that’s how they’re sold, and
maybe one of those eggs is bad or you break one, you have a spare. Or
you know you’ll probably need them for something else. You get more
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than you need immediately, just in case. I’m saying the same thing. I need
those extra months just in case. I don’t want to start a job and not be able
to finish it.

The Contract or Settlement Technique
Here, you know that the house will sell in about three or four months, but
you want a six-month listing because it’s safer for you or because the broker
will only do six-month contracts, etc. The sellers don’t want to wait six
months; they’re urgent to sell it in three to four months.

Darryl: Mr. Seller, the reason I need six months is because when I find a
buyer who’s willing to pay the price you want and we go to contract,
legally I’ve earned my commission. Legally I could collect the commis-
sion then, but what I do is defer my brokerage fee until settlement, in case
anything should happen. So I want the listing agreement in effect until
settlement. But now, if you want to pay me at contract instead, then I can
do a shorter listing. The choice is yours.

Mr. Seller: No. I have to wait to get my money to pay you.

Darryl: Fair enough. You win.

�          �          �

Well, there you have it—a very extensive chapter with lots of goodies to
consider. I want to again impress upon you that your primary commitment
has to be to help the sellers achieve what they’re committed to. That’s why
you ask so many probing questions during the listing presentation
process—you need to clearly understand where they’re coming from.
Similarly, when sellers have an objection, your mission is to view this as
something that’s stopping them from achieving their goals and to help
them through it.

Remember, don’t ever take an objection personally! It’s not about you,
no matter what was said. Your job is to uncover the true concern beneath
the objection and to coach the sellers through it as gently as possible. Of
course, you won’t use verbatim the dialogues that we’ve just reviewed. But
with the information contained in this chapter, you’ll be well-prepared to
handle most objections thrown at you and to confidently capture more of
the sellers who have been getting away.
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Bonus Section on Handling Commission
Objections
This essay came from one of my top Power Agents in a recent Power Program. She
took a lot of the concepts and dialogue that we teach in the course and summarized
them here. It has some great concepts you can pull from it. Enjoy.

As an industry, I believe we think of a commission in the wrong terms.
I think that most of us, as Realtors, think a commission benefits us, but in
fact, it really benefits the seller. I never call it a commission, by the way, but
rather a marketing fee, because I feel a seller is hiring me to market his or her
castle. Professionals who receive commissions are hired to sell something,
where we as listing agents are hired to market properties to other agents,
buyers, neighbors, appraisers, etc.

In my listing presentation I strongly stress the fact that a seller basically
has to sell his or her home three times. First to agents, because if agents
don’t think it’s a good value, they will never show it to their buyers, then to
buyers, and lastly to appraisers. According to the National Association of
Realtors, 51% of all real estate sold is sold as a direct result of an agent.
Because of this fact, it is extremely important that we market the home to
agents and make it appealing for them to show buyers.

First and foremost, you have to believe that the marketing fee (whether
it’s 6% or some other figure) is in the best interest of the seller—and do I
believe that, absolutely! Next to price, it’s the most important thing a seller
can do to get his or her house sold. Consumers are willing to pay top dol-
lar for goods or services when you can show them how it benefits them.

Second, you have to maintain control from the very beginning. If you
let a seller dictate your salary, you might as well put a collar around your
neck and give the seller the leash, because throughout the entire transaction
the seller is going to drag you around and the seller will be in charge. This
doesn’t mean that I think you should make decisions for your seller, but I
truly believe most buyers and sellers do as they are directed.

I see three things when I find an agent accepting less than a 6% market-
ing fee. First, an agent who doesn’t understand how a 6% marketing fee ben-
efits a seller or simply doesn’t know how to justify it. Second, an agent who
is incapable of explaining the benefits of a 6% marketing fee. And third, an
uneducated and unmotivated seller.

Working as a buyer’s agent, I do not want to expose buyers to an unmo-
tivated seller. What if problems come up, repairs need to be made, etc.? That
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buyer is going to have money invested, money that he or she might not have
to reinvest in another property. When I am working with a buyer and
pulling up available listings in his or her price range and desired areas, I’ll
sort through them and throw away the listings that are not paying a 6% mar-
keting fee. I do this because it shows me the level of motivation a seller has
and I only want to work with motivated buyers and sellers. It doesn’t mean
I won’t at some point show those listings, but I truly believe it’s in the
buyer’s best interest to work with a seller who really wants to sell.

I try to explain it to sellers in simple terms.
It doesn’t make any difference what you sell your house for. It doesn’t

make any difference if you pay points for the buyer. It doesn’t make any dif-
ference if you have to make repairs. It doesn’t make any difference if you buy
the Home Protection Plan. And it doesn’t make any difference what market-
ing fee you pay. The only thing that matters is what you put in your pocket at the
end of the day!

As we all know, these are expenses that are passed along to the buyer
and are reflected in what you’ll sell your house for. It’s the same when you
buy a loaf of bread for $1.00. It didn’t cost $1.00 to bake that loaf of
bread—what you as the consumer are paying for, in addition to the ingredi-
ents to bake that bread, are the packaging, the advertising, the truck that
brought the bread to the store, the stock clerk, etc. These are expenses that
are always passed along to the consumer. The same principle applies to sell-
ing real estate. In simple terms, it’s a cost of doing business.

As agents, we know this to be true, because if we write a contract and ask
the seller to pay closing costs for a buyer, we tell the buyer that anything we
ask the seller to do has to be reflected in the offering price. Because the bot-
tom line is what the seller will net.

The difference between a 6% commission and 7% marketing fee [these
are examples only] is a 14% cut in pay. (I then show them a MLS printout
sheet that has the commissions and explain the 45%-55% split between
brokers.) Just like in any other profession, real estate agents are in this busi-
ness for one reason and one reason only—to put food on the table for their
family. If your boss came up to you and said, “I have two jobs here and you
can choose the one you want. They both require the same expertise and
same amount of time at the same distance from home—in other words, the
same basic job. But Job A is going to pay 14% more than Job B.” Which job
would you try to get? And it’s the same with real estate agents.

If an agent comes in and almost immediately offers to take a listing at a
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reduced commission (and please understand, there is a big difference
between a commission and a marketing fee), it’s like an upfront apology,
because that’s all they have to offer you. And, if they can’t even negotiate
their own salary, the amount of money they are going to put in their own
pocket, what are they going to do with the price of your house and the
money you hope to put in your pocket?

Some agents will even come in and offer a 5% commission ... and the
difference between a 5% and a 7% marketing fee is a 29% cut in pay!
Certain agents can do this because they receive all the commissions and just
pay a monthly office fee. How it’s going to show up in the computer is, let’s
say for example purposes, 2.25% versus 3.15%.

These agents are betting on the fact that no other agents in their right
mind will take a 29% pay cut, so they are going to be the only agents show-
ing that property to sell that property. So, instead of having thousands of
agents working for you, you’ll have just one. Other agents might show it, but
they’ll use it as a means to sell other properties that pay a higher percentage.
Also, if that same agent has two properties that are similar, in the same sub-
division, same price range, same style, etc., but one seller is willing to pay a
higher marketing fee, which property do you think that agent is going to try
to sell—one where he or she makes 29% less money for the same amount
of work? I don’t think so.

Please remember that I don’t get paid until the deal closes. If I thought
for a moment that a smaller fee would get your house sold faster and for
more money, I’d do it in a heartbeat because I want to get paid as soon as
possible. But, the fact of the matter is, it doesn’t. And doesn’t it make good
sense that, because you are offering a X% marketing fee, more agents are
going to show your property? Therefore, doesn’t greater exposure equal
higher price? It’s the same with nationally known products versus plain-
label generic products. The nationally known products can command and
bring a higher price because of a larger marketing audience.

If one of your family members needed surgery, would you hire a doctor
based on his expertise, knowledge, experience, follow-up care—in other
words, what he or she can offer you? Or, would you hire a surgeon based on
what it’s going to cost you? The sellers will probably say, “Yes, but this is sell-
ing real estate, not brain surgery.” I tell the sellers, “No, this isn’t brain sur-
gery, but this is the single most important investment that you can make,
not only for yourself, but also your family. So don’t make a decision on this
investment based on what it’s going to cost you, but instead on what you’ll
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put in your pocket.”
If you won the lottery and received, for instance, $100,000, you would

more than likely contact an investment broker to help you invest and put
this money to the best possible use. Would you choose an investment bro-
ker based on his or her experience, area of expertise, knowledge, education,
follow-up service, company he or she is associated with, reputation, and his
or her plan for you or would you place all this money in the hands of an
investment broker who would immediately say to you, “I’ll do it cheaper”?
Because in the big picture, it doesn’t really matter what it’s going to cost, but
instead what is the return on your investment. And this principle clearly
applies to real estate as well.

I was talking to a seller who had also talked to another agent, who
offered a lower commission. This seller owned a really nice Italian restau-
rant downtown, so I used this analogy. I said, “If someone came to your
restaurant for dinner, say a pasta entree, salad, and drink, do you think that
would cost $15 or $20?” And he said, “Yes, they could probably get dinner
for $20.” I then said, “Well, isn’t it true that someone could go to Fazoli’s
and get a pasta entree, salad, and drink for $5 or $6?” And he said, “Yes, they
probably could.” I then said, “Well, if they can go to Fazoli’s and get dinner
for $5 or $6, why would they ever want to pay $20 at your restaurant?” He
got very indignant and said, “We provide really good service, we have an
excellent atmosphere, we use the finest ingredients,” etc. And I said, “So
what you’re telling me is you get what you pay for.”

I had another instance where a seller wanted me to list the house from
January through March and then he would take the listing back in the good
selling months of April and May. His wife did nails for a living and I used
this analogy. “What does it cost for someone to have Angie do their nails,
$25?” He replied that it was around that. I said, “Well, isn’t it true that some-
one could go to Wal-Mart and buy the supplies for approximately $5-$6?”
And he replied, “Probably.” I said, “Well, if that’s the case, why would any-
one want to pay Angie $25 when they could do the job themselves for a
fourth of the cost?” He said, “Because she is really good, talented, etc.” And
I said, “So, when you want a job done right, you hire a professional?” I list-
ed the house at top commission for six months.

Most consumers are willing to pay as long as they can see the benefits.
Most people will pay Cadillac prices but they expect and deserve Cadillac
service. And keep this in mind: we have only one thing to offer sellers, that
Cadillac marketing service that only our company can provide.
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New agents are told that the amount of money we make is limited only
by ourselves. We are told to set a goal for the amount of money we want to
make and to work to achieve that monetary goal. We immediately go out
and start working to achieve that goal by taking listings for less money. So
now, in order to meet this goal we have set for ourselves, we are going to
have to work harder. We need to take more listings at less money, so we are
working longer and harder and in essence we are spreading ourselves too
thin. If we are spreading ourselves too thin, can we really give the level of
service sellers expect and desire? If you are able to take fewer listings for the
same amount of money, you will have less stress and more time. It will show
in your attitude and sellers will naturally want to refer business your way. 

In closing, we need to remember that we are only guidance counselors,
not decision makers. Buyers and sellers are looking to us for guidance, for
our expertise and, most important, our honesty. We need to bring back
integrity. If all agents had as their personal goal to do a good job first and
foremost, they would never want for another deal, because the business
would come to them. There is enough business out there for everyone; there
is more than enough business for agents with high levels of integrity.

Final Thoughts on Commissions
It is unwise to pay too much. But it is worse to pay too little.

When you pay too much, you lose a little money, that is all. When you pay
too little, you sometimes lose everything, because the thing you bought was
incapable of doing the thing it was bought to do.

The common law of business balance prohibits paying a little and getting a
lot. It can’t be done.

—John Ruskin (1819-1900)

No matter what fee you charge, there will always be someone who will
charge less than you. Your mission is to sell a net gain that equals the differ-
ence. First ask the sellers, “If our fees weren’t different, who would you
hire?” They should prefer you to the other agent. Ask them why they would
choose you. They will cite benefits you offer over the competitor. Say to
them, “If you prefer us because of the additional benefits we offer, then
wouldn’t you expect to pay more?” If they don’t see a difference, then you
have not established your value-added benefit. 
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Power Fact
As agents, we know that listings are the backbone of what we

do and we know that it’s important to build our inventory,
but most agents don’t do enough with their listings 

once they get them.

Overview

In this chapter, I’m going to provide useful concepts to help you get your
inventory sold and a bunch of ideas about how to service your sellers. I
honestly don’t care if you use the ideas that I share with you. What’s

important is that you put a system in place that helps you achieve these
important goals. My purpose throughout this chapter is to expand your
thinking about how to service your sellers and to help you put your system
in place. That’s it. This system will free you up mentally and enable you to
build a larger listing inventory.

Five Crucial Concepts of Servicing
Concept #1: Sellers want communication. Most agents think the only
thing homeowners want when they list with an agent is to sell their house.
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Of course this is important, but from the time they list with you to the time
it sells, the number-one thing homeowners want from their listing agent is
communication.

Here’s a typical scenario. You’ve listed a home and it’s been a month or
two months and you’ve lost touch with the sellers. The activity has been
poor and you don’t want to call them because they’re going to yell at you,
so you avoid them like the plague. However, what you have to understand
is that the major complaint that sellers have about agents is that “they listed
my house and I never heard from them or saw them again.” In this chapter, I’m
going to give you a system to stay in communication with your sellers with-
out having to call them all the time.

Concept #2: The more committed they are, the easier it is to sell. A
seller can’t be committed both to price and to moving. This is important.
You have some sellers who are totally committed to price. In fact, they may
say, “Well, if we get our price, then we’ll sell.” You may have listings where
you’re more committed to selling the house than the sellers are! You’ve
beaten your head against the wall wondering what to do to make the house
sell and they’re stressing you out. Stop that! There’s nothing wrong with tak-
ing an overpriced listing—as long as you communicate up front in the list-
ing presentation that the house is overpriced. 

I’ve had agents say point-blank in the listing presentation, “Mr. and Mrs.
Seller, we can’t be committed to price and be committed to moving at the
same time. It’s one or the other. If you’re more committed to price than to
moving, that’s OK with me. I just want to make sure that we’re both clear
that by being more committed to price, you may never sell.”

Concept #3: Don’t make promises you can’t keep. Some of you think
that your job on the listing presentation is to out-promise your competi-
tion in order to get the listing. For example, “I’m going to advertise this
house every day until it sells.” Now, if you don’t do that, you’re probably
going to get a phone call. In Chapter 3, we outlined everything you can do
to market a home without promising that you’re going to do any one sin-
gle item on the list. You just say to the seller, “Here’s what we do to mar-
ket homes—multiple listing, yard sign, etc.” But you’re not saying direct-
ly, “I’m going to do every one of these things every single day.”

Concept #4: Sell the agents, not the buyers. If you want to get your
property sold, you want to get more agents through the door, which
means more showings. The more showings, the better chance you’re going
to have a sale.
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When I was listing and selling real estate, my focus was not to get buy-
ers through the door. My focus was to get the agents excited and thinking
about the house, so that of all the homes on the market in this particular
price range, they remembered my listing.

How many buyers do you have? For any given house, you may personal-
ly have about five buyers. Now let’s say there are 100 agents in your market.
Those 100 agents, assuming they have an equal number of buyers, represent
a total of 500 buyers. Which is better, for you and your five buyers to be excit-
ed or for 100 agents and their 500 buyers to be excited about this house? The
agents! If you start thinking that your job as a marketing agent is not to sell
the home, but to motivate the other agents in your market, you’re going to
relate to your marketing efforts and technique a whole different way.

When I did brokers’ open houses, I looked at myself as the director of my
agent community. It was important to me that all the other agents liked me.
They had to respect me, too. It’s almost like when you’re talking to a seller on
the listing presentation. You know how you say, “Here’s where our buyers
come from—a certain number from ads, a certain number from yard signs,
etc.” Well, this is a similar concept, but the key fact is that over 80% of our
sales are from agents, not from buyers. On the listing presentation, you might
say, “So our job, Mr. Seller, is to sell agents, not buyers. Now, what have you
done to sell agents? You’ve got a FSBO ad and a yard sign. You can’t sell to that
80% until you hire an agent like me to represent you to the other agents.”

Concept #5: Price it right. The very best technique to service the seller
is to price your inventory correctly. There was an agent in one of my Power
Program classes who came up to me and said she had a house that wasn’t
selling. In fact, she had a lot of inventory that wasn’t selling. I asked her
what she was doing. She rattled off all the marketing steps she was taking.
I said it was probably the price then. She said she thought it was priced
really well. I said, “Well, if you’re doing all the marketing you say you are,
I can’t give you any other suggestions on it. That’s all I know: it’s either the
price or the marketing.”

19 Tips and Techniques for Marketing 
Your Listings
1. Have an individual folder for each listing. Even if you’re computer-

ized, there are still papers and forms you must keep. This tip may sound
kind of basic, but I know some agents whose desks are one big folder.
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2. Place your listings by your phone with the price and expiration date.
Why is this important? It’s a constant motivator and keeps you focused.

3. Get a higher commission. Remember that one of your tasks is to sell
other agents to help you sell this home. Would a higher commission
help you sell the agents? You bet. There are several ideas on how to get
a higher commission in Chapter 4.

4. Brokers’ open houses. Agents tell me that brokers’ open houses real-
ly don’t work. They do them, but the attendance is sometimes low, and
they have all the typical reasons why brokers’ open houses can’t succeed.
I believe that brokers’ open houses are one of the best techniques to
service your listings. I say that because one of the most important con-
cepts is to sell the agents and not the buyers. If that’s true, then a brokers’
open house is one of the best tools to use.

I want you to picture the brokers’ open house in this way. It’s not
just something for you to do to show the seller that you’re servicing him
or her; rather, it’s an opportunity for you to introduce this product. 

You know, if you look at any industry, when a business has a new
product that it’s going to roll out, it makes it a huge event and invites a
bunch of people and a lot of press. It’s very much like a party. And it’s
exactly the same concept here. A brokers’ open house should be done in
the first one to two weeks that a house goes to multiple listing, because
a house is never at a better point than when it first hits the market.

Now, I’m going to give you some tips on how to make this brokers’
open house successful. One of the things, obviously, is to have food. I say
obviously because we know agents love free food. But when I say “food,”
I don’t mean just bagels and cream cheese. I mean real food. When I used
to do my brokers’ open houses, I served, at one time, chicken, mashed
potatoes, rolls, salad, soda, coffee, and dessert. Or spaghetti and meat-
balls with salad and garlic bread and soda, so on and so forth. I mean a
huge spread. It should only cost between $30 and $50, unless you have it
catered, which you may want to do, depending on the list price.

Let me just stop here because you may be thinking, “Darryl, I tried
that before. I had a lot of food and almost no one showed up and I had
leftovers for the next week.” But the key when you do these brokers’
open houses is to start a reputation for yourself that you have the best
food. To develop that reputation is going to take some time. So the first
time you do this, maybe a handful of people will show up. Then the
next time a few more, and then some more. Eventually you will get that
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reputation and will begin to get huge turnouts.
My tip for you in doing these open houses is to promote them. You

can do the flier and the fax and put it on the multiple listing. But the
morning of your open house, you should be getting on the phone and
calling all the surrounding offices. So, if your open house is 12-2 or
1:30-2:30, you call in the morning and say, “Hi, I’m Darryl Davis from
Power Realty and I’m calling to personally invite you to a brokers’ open
house.” Now that phrase, “personally invite you,” is very important. There
is something magic about those words that seems to have some kind of
impact. “It’s being held from 12 to 2, there are three bedrooms, two
baths at X price, and here’s what we will be serving.” Give them the
menu and make it a party, an invitation, an event. Make it special.

By the way, in addition to the feature sheets you have on that partic-
ular property, make sure you have some with you about your other list-
ings, especially the ones that are not getting a lot of activity. The brokers’
open house is a great vehicle for you to promote those listings as well.

I know there’s one major drawback to these open houses: they take
some time. You’re going to have to take an hour before to prepare and
an hour afterwards to clean up. But there are a lot of benefits. We’re
showing the homeowners that we’re working for them. It’s great for you,
because if you’re selling yourself to your colleagues, it’s an opportunity
for you to say “thank you” for what they do for you. But most impor-
tant, it gives you that quick exposure and spotlights that house. 

5. Opinion sheets. I find most agents around the country have and use
opinion sheets. That said, all the questions on those opinion sheets are
not as important as the last one, “What price do you think the house is
going to sell for?” 

After the open house, you sit down with the seller and you go over
these sheets. You show the seller, “Here’s what the brokers are telling us
this house should sell for.” So, let’s say we have a house listed for $299K,
and two brokers say it will sell for $299 and five say the high $290s and
20 say $280s and a few $278s. So the bottom line is that most of the
agents are telling you the house will sell in the high $280s. You can now
say to Mr. and Mrs. Seller that the price they decided to go with is a little
bit higher than most of the agents in the area believe it is actually going
to sell for. “So, either we can leave the price the way it is and hope we’ll
get the activity or we can adjust the price so we can make sure we’ll get
the activity that we need to get it sold so you can move on with your life.”
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These opinion sheets were very valuable to me. I seldom failed to get
price reductions within the first couple of weeks the house was on the
market. I didn’t succeed all the time, but if you have price reductions
50% of the time, that’s probably a whole lot more than you’re getting
right now.

You may say, “Darryl, yeah, that’s a great idea, opinion sheets. But
agents don’t fill them out. Their comment is ‘Why should I help you
sell your listing?’” 

Here’s what to do. After an agent previews the house, she or he will
come into the kitchen to eat. I would then say, “Before you sit down, do
me a favor, please just fill out this form.” Most of the time the agent will.
But if he or she says something like “Darryl, why should I help you sell
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PROPERTY

LIST PRICE

1. Your opinion of the outside is
Excellent
Average 
Poor

2. Your opinion of the inside is
Excellent
Average 
Poor

3. How long do you think it will take to sell?
60-120 days
121-180 days
181-270 days

4. Your opinion of the price is:
Too high
Average
Too low

5. What price do you think this house should sell for?

NAME

COMPANY

Figure 5-1. A property opinion sheet



your listing?” I would answer, “Because you’re a nice person and
because I would do the same for you.” Now if he takes the form and
places it on the table and starts to make his dish without filling the form
out first, I would take the plate out of his hand and say, “Here, let me
do that for you while you fill out the opinion sheet.”

By the way, I encourage you to make sure you support other agents
from other companies and attend their open houses. You should check
them out because you want the same support from them. If you’re com-
plaining that no one shows up for your brokers’ open houses, ask your-
self if you go to theirs. When you go to theirs, don’t go just to sit down
and eat. Go through that house and fill out an opinion sheet, give them
your card, shake hands with the other agents who are previewing the
home, and leave. Use it as a networking opportunity to promote your-
self. You want to create this perception with your colleagues that you’re
too busy—you’re successful—to sit down and eat. People want to be
around people who are successful.

6. Public open houses. Public open houses have some positives and
negatives. The one major drawback is that it takes some time. But the
major plus is that it promotes you and highlights your listing, it shows
the sellers you’re servicing them, and, most important, you’ll get listing
leads. What I recommend you do with these is make sure you have back-
up houses. Here’s what I mean.

If we had a really hot listing for which we were doing a public open
house and we knew we were going to get a lot of traffic, we’d have two
agents handle the public open house. So let’s say our open house was
for a colonial priced at $250K. Because of the price, style, and location,
we knew we were going to get a great turnout. From the listings in our
office, we’d pull any similar homes in a similar price range and bring
them with us to the open house. Then, when buyers were coming
through, if we found an “A” buyer, rather than let that person go to
another brokers’ open house or another company, I’d take her or him to
see some of those backup houses while the second agent finished the
open house. When I got back, if the other agent had found an “A” buyer,
we would alternate. It was very effective and in some cases we actually
sold homes from public open houses. You and I both know that it’s very
rare to do this. But by using this backup house concept and teamwork,
it’s very possible that you might sell a home that weekend.

7. Showcase your listings. Take a larger-than-usual ad out in one of the
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local papers and, instead of promoting a public open house on just
one listing, promote four, five, or six at one time. Put all the informa-
tion about these houses into the ad and announce open houses that
one weekend. 

“But Darryl, how am I going to run six houses all at once?” Very sim-
ple, you don’t run them all. Here’s how you work it out. You tell the
homeowners that one of the things you do to market homes is this thing
called “showcasing your listings.” You explain the concept, how you do
it, and how it creates a lot of interest and activity in the market, but you
impress upon the owners that they have to be there to run the open
house. All they have to do is take names and phone numbers—that’s it. 

Now, you tell them, they don’t have to participate in this. You can
do an open house just for them, but you find that having six at once cre-
ates more synergy, more excitement, and more promotion. You ask the
homeowners, “Would you be interested in your house being one of the
select few?” You emphasize that you don’t do this for every home. If
there are 20 listings in your inventory, you don’t showcase all 20 at once;
you showcase just a handful. Most of the time, the homeowners say
they’d be happy to do it.

8. “Just listed” letters. We all know about “just sold” cards. I’m not crazy
about cards, because they’re too easy to throw out. When I get a post-
card, I quickly glance at it and very quickly throw it into the garbage.
With a letter, I have to take the time to open up an envelope. If it’s from
a real estate agent, I’ll still read it because it has a photo. As a matter of
fact, I’ve seen a lot of these “just listed” letters, and I think they’re effec-
tive. If you’re going to do these, don’t do postcards. When you get com-
puterized, it’s a lot easier to do the letters.

9. Call 100 neighbors. Sit down at your desk and call 100 neighbors
around a house you just listed. You do this for four reasons: 1) to tell
them about the listing, 2) to ask if they know anyone else who might be
selling in the area, 3) to ask if they themselves might be thinking of sell-
ing, and 4) to find out if they know anyone who they’d like to make
their new neighbor. Now, I know this is kind of basic, but some of you
just hate to pick up the phone. So, if you listed only one house in one
month, you’ve now called 100 more people than you did the previous
month. These are not cold calls, because you are giving them valuable
information, topical news, and an opportunity to choose their new
neighbor. If you include this as part of your servicing campaign for sell-
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ers, it won’t seem like cold calls; it will seem like “just listed” calls. It’s
just a psychological difference.

10. Do the 10-10-20 Rule. This is for those people, like me, who aren’t
crazy about door knocking. When I was an agent, I would hear speakers
say, “When you’ve just listed a home, you should knock on 100 doors.”
Not me. I’m not into door knocking. I know it works, but it takes a lot
of time and energy. I feel it’s useful to knock on 10 doors to the left and
10 to the right, and 20 doors across the street. You’re hitting just that
immediate area. The reason to do this is that the people in these homes
are the most likely to know the listing family personally and therefore
are most likely to want to help them find a buyer.

11. Advertise in specialized papers. Let’s say you’ve just listed a water-
front property. People who are going to buy waterfront property are a
special type of buyer. These people also own boats or want to own boats.
So I recommend, for example, that you look in boating magazines and
other publications that people who like water tend to read and then
advertise in those publications. Or if you’ve listed a farm, there are cer-
tain farm or equestrian magazines you can advertise in. There are even
some properties that would be used by a professional, like a doctor. Start
focusing on specific industries to draw from.

12. Give a gift to the selling agent. Let me clarify. When one of your list-
ings sells, give a gift to the selling agent. Not necessarily to the seller, but
for sure to the agent. The reason you want to do this is because we’re talk-
ing about servicing listings. You want to start creating a reputation for
yourself so that all the agents know whenever they sell one of your listings
they’re going to get this great gift from you. That’s a terrific way to help you
get your existing listings serviced and get a lot of activity. Remember, your
job is to focus on selling agents on your inventory versus selling buyers. If
you give gifts, you’re going to have a good reputation.

Now, I’m not talking about flowers or alcohol or wine. Let me give
you an example of a great gift. What one of my students in California
would do every time another agent sold one of her listings is give that
agent a color TV. Now, I know what you’re thinking: “Darryl, I can’t even
afford a new color TV for myself.” You can get a nice color TV for $225,
so you might want to consider taking $225 away from one of your other
marketing tools and putting it toward this. Another question you might
have is “What happens if the same agent sells more than one of your list-
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ings? Does that mean you’re going to give him or her more than one
color TV?” Absolutely, that’s the key—consistency. Don’t keep changing
the gifts or customizing them. It’s the same one over and over again.

That repetition helps create consistency and build reputation. I
think this is a very powerful suggestion, regardless of the average sales
price in your market. Here’s what you do. You don’t promote this TV,
because then it wouldn’t be a gift—“Sell my listing and I’ll give you a
TV.” You want to make it a surprise. So, you don’t promote it. Also, you
don’t give it at the closing. You give it to the selling agent on the day of
her or his office meeting. If you know the office meeting is at 9 a.m., you
go in at 9:20 with this huge package, wrapped up, bow on top, and you
make a big commotion—“Is Mary here? Excuse me. Excuse me. Mary,
this is a big ‘thank you’ for selling my listing on XYZ Street. I’m sorry for
interrupting everybody.” Then you wave goodbye and walk out. Now,
you have 20 agents in an office meeting all excited about what Mary got.
They open it up and they see this color TV. Do you think you just won
Mary over? Absolutely! Do you think you did some great PR with the
other 19 agents in the office? Absolutely! Do you think that that color
TV is going to give you future business, not only with Mary but with the
other 19 agents in that company? Absolutely! So ask me if it’s worth that
investment. I think it is.

Now let’s say you don’t want to give a color TV and you want to get
more creative ... or perhaps a TV is too expensive. As a rule of thumb,
bigger is better. It doesn’t have to cost a lot, as long as it’s in a big box.
(But please don’t take a pen set and put it in a huge box. That would
only disappoint them!) Something like a microwave oven, a DVD play-
er, automatic coffee maker, etc. The problem with these items is people
don’t usually need more than one of these things. Once again, the key
is to use the same item for the next few years.

13. Fax your hot listings to other agents. I suggest creating a form that
you can use to showcase your hot listings for other agents to see. It says
“Hot Fax” and gives you room to put your listings. You put a little note
to the other agents saying, “Here are some of the hot listings that I
have—of all my listings, these are the best of the best” (see Figure 5-2).

14. Use report cards. You may have a system in your office that already
serves this purpose. If not, see Figure 5-3. This form helps you track the
activity of other agents calling on your listings. Whenever an agent
wants to preview your listing, show it, or simply know the status, you
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log the information on this form. You should use this form with the sell-
ers every so often and show them the activity. If you have a listing that’s
been on the market for 30 days and the report card shows that you’ve
gotten very few calls from other agents, then you know something is
wrong. You’ve got to communicate that with the sellers. It’s just anoth-
er tool to keep you in communication and help you get an adjustment
of either price or terms with the sellers.

15. 30- and 60-day reviews. I know some agents who religiously sit down
with their sellers at a 30-day and a 60-day mark and have a conversation
about any of three things: a price adjustment, a terms adjustment, or the
marketing tools. Maybe a homeowner wasn’t open to seller’s financing,
but might be now, if you suggest it again. Maybe a homeowner wouldn’t
let you do a yard sign, but at a 30- or 60-day review, you revisit the idea.

16. Semimonthly calls. Stay in touch with the seller every two weeks.
When you call her or him, you can have a conversation about what the
competition has sold. “The reason I’m calling is that a house similar in
price range to yours just sold, by the way, for $10K less than what we’re
listed for.” You could also let the seller know when you’ll be running an
ad in the paper about the house or what kind of responses you’re get-
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Figure 5-2. Hot listings sheet



ting from the agents. It’s very important that sellers hear from us every
two weeks. The number-one complaint about agents is that they list
homes and the sellers don’t ever hear from them again.

17. Agent evaluation cards. This is a card that you send out to agents every
time they show your home. Let’s say that you know that an agent has
shown your property (because you have a tracking device). You send this
cover letter with a postage-paid postcard, asking the agent to evaluate the
home and include what the buyers thought as well. Now, not all agents
will take the time to return this card, but follow this: if you mail out, say,
50 in a month, and only 10 agents mail it back, that’s still 10 more than
you would have gotten if you hadn’t sent it out. The letter you send with
the postcards is worded in such a way that it creates respect among your
colleagues, so I think they’ll take the two minutes it takes to fill this out
and mail it back to you (see Figure 5-4).

Servicing Listings to Sell 105

Report Card

Owner 

List Price 

Address 

Date Agent Office Notes

Figure 5-3. Example of a report card form



Again, this agent response card is based on the assumption that
you’ve created a good reputation for yourself. If agents don’t like you
because you’re unfair or manipulative, it won’t work. But if you create
that positive relationship and cultivate respect from other agents, they
will send the cards back to you. Even if they don’t respond, it’s another
contact with agents who showed interest in your listing. This mailing, if
nothing else, will remind that agent and perhaps it will generate anoth-
er showing or two. Note: To help improve your response rate, you might
consider e-mailing or phoning an agent to ask the questions and then
fill out the forms yourself.

18. Farming agents. You may have some powerhouse agents in your area
who are very successful. You should create a separate mailing list and
perhaps personalize any kind of mailing you send to these agents, uti-
lizing a computerized mail-merge function with a letter template. Let’s
say you’re sending a mailing to all the offices about a brokers’ open
house and you’ll be sending a general flier to each office. If one of the
top-producing agents in your market is in that office, make sure he or
she gets his or her own individual flier. This way, top agents get this per-
sonal attention they deserve because they are successful.
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Seller 

Address 

Agent 

Company 

Circle whichever applies: Previewing the house / Showed to buyers

Price 

Condition 

Additional Comments 

Figure 5-4. Example of an agent evaluation card



19. Commonsense pricing. If a house is going to be listed for $200,000,
most agents will put it on MLS for—how much?—$199,990. Now
watch what happens. If you have a buyer who wants to buy a house for
$190,000, you may do a search of homes from $185,000 to $200,000.
If you have another buyer who wants to pay around $210,000, you may
do a search from $200,000 to $220,000. That house listed for $199,990
will show up on only one search result. But if it were listed for $200,000,
it would show up on both searches, which means more exposure. Not
to mention the fact that when you look at all these houses, which will
be more memorable: $199,990 like the other houses or $200,000?

�          �          �

We’ve reviewed a lot of material about how to service your listings and
how to truly take care of your clients. I hope that you picked up some use-
ful ideas out of this. Staying in communication and deepening your rela-
tionship with your sellers will enhance your reputation, build your sales,
and set you up in your career. 
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Power Fact
The more you try to sell a house, the more you unsell it. The

best way to sell a house is to open up the door.

Overview

T he purpose of this chapter is to help you fulfill the promise of the sub-
title! I know what it’s like to take buyers out and the frustration of

showing them house after house and they don’t purchase or (worse) pur-
chase from somebody else. Working with buyers can really drain your
enthusiasm and get you down. So I promise that if you really, truly apply
the material in this chapter, you will be able to take a buyer out, show her
or him just a handful of homes, and make a sale. Power Agents tell us that
this is one of their favorite sessions of The Power Program.

10 Keys to Working with Buyers
1. Buyers can be a drain on your income ... if you’re not careful. I

have the opportunity to talk to top producers throughout the country
on a regular basis and I’ve asked them what is the source of their
income. As I’ve said previously in this book, they’ve all told me basical-
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ly the same thing: 75% of their income comes from listings sold and
25% from working with buyers. I want you to keep that 75/25 rule in
mind. Take it to heart—75% of your energy should be focused on build-
ing your listing inventory and 25% on working with buyers. 

2. Have the right attitude. What is the attitude of most agents when
working with a buyer? That they have to make the sale, right? When
you’re working with buyers and your attitude is “I need to make a sale”
and you’re showing them house after house, you are not going to be
effective. Buyers can sense this attitude of desperation. This is the wrong
attitude to take. Here’s the right attitude: “I don’t need a sale because I’ve
got plenty of listings.”

When I was showing houses, I was most effective when my attitude
shifted to “Hey, I’ve got plenty of listings, so whether you buy or you
don’t, I don’t care, because I know my inventory will eventually sell.”
When you have this attitude, you’re not trying to sell them and they pick
up on this. Now, they are free to make their own decision to buy a house
or not, without feeling the pressure of being “sold.” This is another rea-
son why top agents do so well, because they have so much business,
their careers are not dependent on any one buyer buying a house.

Have you ever gone to a car dealership and tried to buy a car? Do
you like it when they’re trying to sell you a car? It is frustrating and it is
awful, right? People don’t like to be sold anything. What they like to do
is buy. There is a difference.

3. There are two reasons to work with buyers. 
A. THEY’RE EASY AND QUICK MONEY. If this is not true for you, you’re prob-

ably not working with them correctly. Now, let me share something
interesting about my background. I hated working with buyers. I real-
ly did. I enjoyed working with listings. But now I believe that work-
ing with buyers is a necessary evil, so to speak. So, when you do not
like doing something, but you need to do it, you learn how to do it
in less time and be more effective. If you do what I’m going to teach
you in this chapter, you will be able to take a buyer out, show him or
her maybe three, five, or eight homes at most, and make a sale.

B. THEY’RE A BREAK FROM LISTINGS. Here is what I recommend, as I’ve
said in the chapter on time management: focus on building your list-
ing inventory. Go on a listing campaign and list as many as you pos-
sibly can, until you get tired of hearing your own dialogue. When you
get to that point, take a break from listings and go “play with buyers.”
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Just take them out, show them some houses, and maintain the atti-
tude, “Hey, I don’t care if you buy or don’t buy, because I’ve built my
inventory.” Working with buyers can be fun. When it’s not fun, it’s
because you are too committed to making a sale. Then it’s not fun at
all; it’s stressful.

4. There are three types of buyers. This is pretty basic. There are “A”
buyers, “B” buyers, and “C” buyers. Let’s highlight this a little bit. 
� “A” buyers are those who have to buy. There is no question: they are

going to buy. Maybe they sold their house and they are going to be
homeless in a couple of months. You get the picture.

� “B” buyers are those who want to buy. They do not have to, but they
want to. It’s something that they’ve wanted to do for a while. They’ve
seen some homes and now they are ready.

� “C” buyers are those who would like to buy. They do not have to, they
do not want to, they would like to. There’s no real commitment here,
but they might be thinking, “Gosh, if we bought a new house, our
lives would just be better.”

Now, here is what I want to highlight about “A,” “B,” and “C” buy-
ers: “A” buyers you should always work with—always—because there is
not a question about them buying or not. The questions are: are they
buying from you or another agent ... and when are they going to buy?

I would work with “B” buyers when I’m taking a break from listings.
They are motivated and ready to move forward in their lives. 

As for “C” buyers, never take them out. Instead, refer them out. I
know, some of you are thinking, “But, Darryl, they are going to buy
someday.” Yeah, but you need money today. Otherwise, you won’t have
a someday. If you’re working with these “someday” buyers, you’re wast-
ing a lot of time. 

If you want to keep earning what you’ve been earning, then keep
doing what you’ve been doing. But, if you want to get to that Next
Level, you need to start being more effective. How you will be more
effective is to always work with the “A” buyers, work with “B” buyers
only when you are not listing, and refer “C” buyers to other agents.
There’s an additional positive to doing this, by the way. If “C” buyers
eventually do buy, you’ll get a referral fee just for answering the tele-
phone. Not a bad deal, right?

5. Know your inventory. I am talking about your in-house inventory.
This may sound very basic, but there are many agents who haven’t pre-
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viewed all of their office listings. It is important that you know your
inventory. Even if it is not your listing, it is the office’s listing. It’s impor-
tant because when a buyer calls in on that ad or that sign, you should
know that you have that listing. Sometimes, during The Power Program,
I’ll call off an ad live in front of the room. Here is what often happens.

“Uh, which house?

“It was a three-bedroom Tudor.”

“What paper?”

“The Times.”

“Let me see.” (Paper crumpling.) “I can’t seem to find….” (More paper
crumpling.)

“It sounds like you’re having trouble.”

“Well, yeah, we have a lot in our office.”

This is not a good answer. I don’t want you doing that—ever. So,
that’s why it’s important that you know your inventory, so that you
sound professional at all times.

6. Do not sell a house over the phone. Do not try. Let me ask you a
question. What is the purpose of an ad ... or a sign ... or any of the other
promotions that you might do? To make the phone ring. I bet that if I
called your office on one of your ads and asked a typical agent, “Well,
does it have big bedrooms?” I would hear, “Oh yes, it has large bed-
rooms and huge closets and the windows are situated in such a way that
when the sun rises in the morning, it beats on your face, and it’s truly
beautiful.” Because you’re trying to get this buyer to come in for the pur-
pose of seeing that home and some agents think that you get people to
come into the office by seducing them with words about how wonder-
ful this house is. That is not the best avenue to pursue, as you will see
when we move on.

7. They are calling to eliminate your ad. What do you think buyers are
committed to when they call you? To scheduling an appointment? No.
Picture this. Mrs. Hunna Hunna sits down on the weekend with the
newspaper and her red pen. She circles all these ads that look like the
house she wants to buy. Now, Mr. Hunna Hunna has nothing to do with
this. He says, “Just get the appointments and maybe I will go with you.”
So, now she pulls out these half-dozen ads and she starts calling. Her
objective is to find that one perfect, extraordinary home that she is going
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to see with her husband. The point is to just recognize that they are not
calling to make an appointment with you. You have to do some work in
order to get them to want an appointment with you.

8. They may be loyal to another agent. This is something you should
be aware of. One thing you should never do is give out the address of
the property, because you may just be helping the other agent. The point
of the ad is to make the phone ring and then for you to get the buyer
into the office. If you give out the address, it will be nearly impossible
to get buyers to come into the office.

9. Don’t pay too much attention to what they say they want. Should
you ask them what they want on the telephone? Should you ask them
when you see them? Of course. But just don’t pay too much attention to
their response. I say that because they expect you to ask and they want
to share that with you—but, as you know, they really, truly don’t know
what they want, because if they really did know, they would have found
it already. They may have a concept of what they want. They may have
an idea about it. But they really don’t know. Just keep this in the back of
your mind. So, when buyers say that they want all these things in a
home, don’t think that your job is to focus on finding that precise home.

10. There are four keys to listen for when working with buyers. You
should find these out on the telephone, when they come into the office,
or whenever you can. 
A. WHY ARE YOU MOVING? What’s the motivation? Is their present house

too small or too big? Was there a divorce? Did they sell their home? 
B. WHEN DO YOU NEED TO MOVE? What is the time frame we are working

with—30 days, 60 days, six months, six years?
C.WHY THIS AREA? This is really an important key. Think about it. Of all

the places that they can buy in the United States and Canada, why are
they choosing not only your state, but your neighborhood?

D. WHAT ELSE HAVE YOU SEEN? If you’re familiar with what they’ve
already seen, it can tell you a lot about their likes and dislikes.
Besides, you may discover a FSBO you were unaware of.

�          �          �

When working with buyers, it’s imperative that you focus on two things,
which I’ll address throughout the rest of this chapter:

� CREATE URGENCY. The majority of buyers like to drag out the buying
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process. They look at as many homes as possible and then they have
to go home and think about it before they make an offer, etc. So, keep
in mind that, as soon as you’re in contact with a buyer, you should
create this urgency that it is better for her or him to buy today than
tomorrow. You’ll see later on how I start to create this buying urgency.

� MANAGE THE EMOTIONAL ROLLER COASTER OF THE BUYER. I believe that
when it comes time for buyers, even experienced buyers, to actually
make a commitment, they mentally get in the presence of mortgage,
monthly payments, debt, and so on—and these things can stop them
from moving forward. A good part of what we do is to manage the
emotional roller coaster the buyers will go through. We do this by
constantly reminding them of their commitment to their next level of
home ownership.

The Phone Inquiry
Let’s now go over the process of handling a phone inquiry. 

Part 1: Introduction
The introduction sounds like this: “Hi, this is Margaret. Who am I speaking
to? Your phone number, please? How may I help you?”

Why is it important to get a phone number up front? To take control, so
you can get back to them, to see if they’re serious with you, etc. But it’s real-
ly not important that you get their name and telephone number up front.
Even though I have it in the dialogue right here, it’s not vital that you get it.
Here’s an example.

“Hi, this is Darryl Davis. Who am I speaking to?”

(Let them answer.) 

“May I have your phone number, please?”

“We don’t want to give it to you.” 

“OK. That’s fine. And how may I help you?”

You see, what’s important is that they come into the office so you can sit
down and have a face-to-face meeting with them. After you finish the five-
part process and you’re closing for the appointment, that’s when you need
their telephone number and name, because that’s when you’ve established
a relationship with them. So ask, but do not be attached to getting it.
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Part 2: Available
“Yes, I am familiar with the house. Can I ask you to hold for a moment,
while I see if the house is still available?”

That does two things: it puts you in control and, if they’re “A” buyers and
if they’ve been sitting there making call after call and eliminating ad after ad
after ad, it creates a little buyer urgency. So, maybe they will not be as cava-
lier or arrogant about eliminating ads. They’ll be thinking, “Wow, maybe
this house is not available. I hope it is.” Now, once you come back from
hold, Part 3 is to qualify. 

Part 3: Qualify
In the qualifying stage, you start asking questions to find out what they’re
committed to: what is their motivation? This is very important.

“Mr. Johnson, thank you for holding. The house is still available. Let me
ask you, are you looking for yourself or someone else?” Is that an important
question? It is, because you could spend several minutes on the phone with
these people and then they throw out that objection that they learned in
“buying school”—“Oh, this isn’t for me; it’s for my daughter. I’m just call-
ing to get some information.” And you just wasted some of your time.

Here are some other qualifying questions you might ask:

� What price range are you in?
� How long have you been looking? Or did you just start?
� How long have you looked in this area?
� Any particular reason for wanting to buy in this town?
� Have you seen any houses that you like?
� Why didn’t you buy one of those?
� When were you thinking of making the move?
� Are you renting now or do you own?
� How much money are you working with to purchase this home?

Does this include the monies needed for closing, which would be
about _____, or do you have that separately?

� Are you working with another agent?
� May I have your e-mail address?

Keep in mind that there is no particular order for these qualifying ques-
tions. You can do whatever works best for you. As a matter of fact, you don’t
even have to ask these exact questions. You can use your own.

So, what’s the main purpose of Part 3? To find out if they are “A” buy-
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ers, “B” buyers, or “C” buyers. Got it? That’s the whole purpose, to find out
how motivated they are.

Once you have asked enough questions and you feel like you have it
handled, you move on to Part 4, fair exchange.

Part 4: Fair Exchange
The pattern for fair exchange is question, answer, question, answer, ques-
tion, and answer. The concept is that if I am going to answer your question,
then I am going to ask you to answer one of mine. It may sound something
like this:

Darryl: So, what would you folks like to know about the house?

Caller: How many bedrooms does it have?

Darryl: The house has three bedrooms. Is that what you need or are you
looking for more?”

Caller: Three bedrooms are fine.

Darryl: What else would you like to know?

Caller: Well, does it have a full basement?

Darryl: Yes. By the way, what style are you folks looking at?

Caller: We’re looking for Tudors.

Darryl: Oh, I see. Anything else I can tell you about this home?

They ask you a question; you answer them. You ask a question; they
answer you. After they answer you, then invite them to ask you other ques-
tions about the ad. You keep doing this until you feel you are ready to sched-
ule an appointment. 

By the way, there may be some overlap between Parts 3 and 4. Be flexi-
ble. You don’t want to come across like you’re doing a survey.

Part 5: Schedule Appointment
There are four parts to scheduling the appointment. Let’s go through them.

Step 1. Confirm. You want to confirm that the callers are interested in the
house they called in about. You might say, “It sounds like this house may
work for you” or “So, this house doesn’t work, but let me ask you, are you
folks serious about buying a house?”

Step 2. Validate your company. Here’s where you want to convey that they
have stumbled onto the best company to help them accomplish their com-
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mitment of finding a home. You do this to gain loyalty, have them stop call-
ing other ads, and encourage them to come into the office to meet with you.
The dialogue may sound like this:

“Let me tell you how I work. My company is very active in the neigh-
borhood. As a matter of fact, regardless of how a seller is selling,
whether it is privately through us or with another company, we have
access to all of these homes. You can say that we’re a one-stop real
estate office. I’m sharing this with you because I know you probably
have other ads circled. Instead of spending all your time calling each
one, I can help you narrow down your list and find the best houses
for you.” 

Step 3. Get them excited about the Six-Step Buying Process. 

“In addition, we have in my office what’s called the ‘Six-Step Buying
Process.’ This is designed to help buyers like you find the right house
with the least amount of aggravation. Buyers who are familiar with
this process are at a real advantage.”

Step 4. Invite action.

“So let’s find a time when you and your significant other can come
into the office, I’ll show you the Six-Step Buying Process. In addition,
we can go through all the homes that are currently in your price range,
show you everything that is out there, and together pick the best of the
best and even go look at them.... OK, I’ll see you at 3:00. And I just
want to be sure I am clear with you folks: you’ll need to set aside two
hours for me, because it’s going to take that long at our first meeting.”

The Face-to-Face Presentation
Earlier in this chapter, we said that there are two things you should focus on
when working with buyers: to create urgency and to manage the emotional
roller coaster. So when buyers come in for a face-to-face meeting, sort of like
a buyer consultation, you want to start to set the stage immediately as to
what they can expect in working with you. 

I promise you that if you use this system the way I created it, you will be
able to show buyers—the first time you meet them—a handful of homes
and make a sale. Agents who take my yearlong training course, The Power
Program, double their production, on average, over their previous year. They
say this is one of the most valuable things they learn.
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Now, in order to set the stage, you need to give the buyers an overview
of what your appointment with them is going to look like, what you’re
going to do with them, when, how you’ll do it, etc. 

Dentists and doctors are great at this. If, for instance, you were going to
the dentist to have a root canal done, the dentist would speak to you before
doing any work. He might say, “Alright, Debbie, here is what we are going
to do. You know you’ve got this bad molar over here, so what I need to do
is give you a shot of Novocaine to numb the area. Then, we are going to drill
away some of the bad parts. If you start to feel anything, just raise your
hand.” And so on. The point is, before the dentist gets started, he explains
what he’s about to do so you’ll feel more at ease and have less stress.

With a buyer, it’s the same thing. What I want you to do is create a Buyer
Presentation Book, which is basically like a listing presentation you might
conduct. The first page in the Buyer Presentation Book is the Six-Step Buying
Process:

Step 1: Inform
Step 2: Ask questions
Step 3: Select Houses
Step 4: Inspect
Step 5: Paperwork
Step 6: Ongoing Service 

You will go over each step with the buyer before you actually start show-
ing property, explaining what you are going to accomplish during your meet-
ing. You won’t actually start doing the steps until after you’ve explained all
six (just like the dentist first explains everything, then starts taking action).
This whole conversation will take about an hour before you even start show-
ing property. You might think that this is a long time, but keep in mind that
I’m showing you how to take buyers out for the first time, show a handful of
homes, and make a sale. This meeting in the office is essential to making this
happen. Let’s now go through the dialogue that explains each step.

The Six-Step Buying Process
They come into the office and you greet them. “How are you doing? … Nice
to see you .... Take a seat .... Have some coffee. I’ll be with you folks in a
second....”

Then, you sit down and say, “Charles and Debbie, before we actually get
started looking at houses, I’d like to sit and talk with you for a little bit. I
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have been in this business for a long time and I have learned that there is a
process to help you folks find the right house at the best possible price and
in the least amount of time. As a matter of fact, if any agent has to physical-
ly show you more than five to seven houses, they are not doing their job.”

Now, you’ve just prepared them for the fact you’re not making a career
out of showing them property and you’ve let them know that any agent who
does so is not serving them. Now, here are the six steps in the process, with
dialogue so you’ll see how this all goes together.

Step 1. Inform

“The first thing I would like to do is inform you about myself and
about my company. The reason I want to do that is because when
you folks buy a house, I feel it’s important that you trust the creden-
tials of the agent and the company that agent works for. So I want to
let you know what those credentials are and I mean this sincerely. If,
after going through my credentials and those of my company, you
don’t believe that I am a qualified agent to help you in getting that
house today, I give you permission to tell me. Fair enough? Now,
assuming I pass the interview, the next thing I would like to do is ask
some questions.”

Step 2. Ask Questions

“I’m going to ask you some more detailed questions than when we
were on the phone, so I can get a better picture in my mind of what
type of home you are looking for. See, the better idea I can get, the
better I can help you folks. Do you mind if I ask you questions later
on? … OK, great.”

Step 3. Select Houses

“The third thing we will do is select the houses we’re going to look
at. Now, what I’m going to do is show you all of the houses that are
currently on the market. Not physically, but through the multiple list-
ing service, our in-house inventory, etc. The reason I want to do that
is because, Charles and Debbie, assuming we find the right house
today, I don’t want you to procrastinate, thinking, “Is there some-
thing better out there for me?” So, this way you know I have already
shown them all to you. Does that make sense? … Great.”

Step 4. Inspect

“After we select our houses, we’ll physically go take a look at then.
When we do, I’m not going to bring any of the technical aspects of

How to Be a Power Agent in Real Estate118



the home—taxes, yard size, all that stuff. My experience has taught
me that what’s important is if the house talks to you when you first
walk in, does it feel like it is a place you can call home? In other
words, if you don’t like it, all of the other information is not impor-
tant. I want you to just look at the house, get the overall feeling of it.
As a matter of fact, I encourage you to write down the things that you
find that stand out about the house. Did you folks bring a pen and
paper? … OK, great. So take that with you.”

Step 5. Paperwork

“Assuming we find the right house today, we’ll come back to the
office and go over the paperwork. The first set of papers is all the
detailed information I didn’t bring with me when we looked at the
house—taxes, yard size, etc. The second is a review of the financial
aspect of buying the home and putting together an offer that works
for everyone.”

Step 6. Ongoing Service

“When the seller accepts our offer, we move onto Step 6, Ongoing
Service. I want you folks to know that I am not committed to just sell-
ing you a house, if we come that far, but I am committed to building
a relationship with you, so that even after you move into this new
home, if you ever need anything real estate-related, I want you to feel
free to call me.

“So do you have any questions about this process?”

Got it? Let me explain a very important point about the buying process.
Have you done anything yet? No. All you’ve done is explain what you’re
going to do. You’ve outlined it. You don’t start doing anything yet. You don’t
talk about your buyer agency and you’re not qualifying their finances. You’re
just explaining, in a general outline, what you’re going to do during this
appointment. Then, once you’ve explained it, you start doing each step.

Now, let’s go through the steps, one at a time. 

Implementing the Six-Step Buying Process
Step 1. Inform. Now, the Buyer Presentation Book is what you would use
to inform them about your credentials.

Section one of your Buyer Presentation Book should validate you. In
this section, you should have accomplishments, awards, testimonial letters,
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pictures of satisfied buyers, training that you’ve gone through, etc. Similar to
what you would have for a seller, but not as much. 

Section two validates your company. Here you should have statistics,
such as your office market share, and office or company accolades or
awards. Have a picture of your broker or manager and her or his back-
ground. You may even want to take your buyers for a tour of your office. You
should talk about additional services your office provides, like referrals for
termite companies, engineers, insurance, etc. You need to think about these
things and put them in your Buyer Presentation Book. 

Section three has information about your neighborhood, almost like a
relocation packet.

So, the Buyer Presentation Book is how we deal with Step 1 in the buy-
ing process.

Step 2. Ask Questions. Let’s briefly talk about the importance of asking
questions.

� It helps you find out what the buyers’ motivation is. In other words,
it helps distinguish “A” buyers, “B” buyers, and “C” buyers.

� It helps establish a relationship of control. It saves a lot of time and
energy. The more questions you ask, the easier it will be for you. 

� It helps eliminate objections. If one of your questions is “When we
find the right house today, is there anybody else you need to check
with before you make your final decision?” that would help eliminate
objections, right?

� Most important, it helps stimulate their desire, which is one of your
main goals when you work with buyers. From the time they call in to
the time you fill out that contract, you want to keep stimulating desire.
Get them mentally in the presence of the joy of owning a home.

Here are some questions you might ask:

� Where are you folks from?
� How many people will be living in the home?
� Where are you employed? How long? What is your position? Income?
� How long have you been looking for a home?
� How many houses have you seen?
� Did you see anything you liked? Why didn’t you buy one of those?
� Once you find a house that you want to buy, do you need to check

with anyone before making a decision?
� How soon were you thinking of making this move?
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� What is the total initial investment we’re working with?
� What is the price range you’re looking in? What monthly payments

do you feel comfortable with?
� Please tell me about the house you want to buy.
� When we find you the right house today, are you ready to go ahead

and buy it today?

Now that we’ve reviewed the questions, let me tell you something. It
actually doesn’t matter which questions you ask. You can use mine or you
can use yours, as long as the questions you use help accomplish what you
need at this point in the face-to-face meeting with the buyers.

�          �          �

Of all the questions we just reviewed, the most important is “When we
find you the right house today, are you ready to go ahead and buy it today?”
I first heard this question in an interview on Real Estate Today, where a high-
ly successful agent said that she always asks her buyers that question: “Once
we find the right house, are you ready to buy it today?” And if they say,
“No,” she finds out what is holding them back—and if it’s something she
cannot resolve, she reschedules and tells them to call her when they are
ready to buy.

“But, Darryl, wait a second. These buyers came in, they scheduled their
time, and you’re telling me that if they are not going to buy today I should-
n’t even take them out?”

That’s right.
“But, Darryl, they’ll get upset with me because they’ll feel like they’re

wasting their time.”
Listen, they absolutely did not waste their time. And here’s how you

present it:

Charles, Debbie, isn’t it great that we found out now that you’re not
ready to buy? Imagine if we had spent hours and hours looking at
houses. I mean, this was a blessing in disguise. And if nothing else,
you were able to learn about me and how I work, so when you are
ready to buy, you know this is the place to come.

Or you can simply take Charles and Debbie and refer them to some-
body else. 

Step 3. Select Houses. If buyers are buying a house for whatever price—
$50,000, $100,000, or $500,000—don’t you think that they should be part

Working with Buyers 121



of the process of picking the houses they may want to go look at? If you were
in their shoes, wouldn’t you want to? By not having them be part of the
process, you’re really shooting yourself in the foot. That is when you usual-
ly get “This is really nice, but we want to see some other houses because
we’re not sure this is the one for us.” How you totally eliminate that reac-
tion is by showing them all the houses that are on the market. Not physical-
ly, but with the multiple listing printout, in-house inventory, etc.

So let’s say Debbie and Charles are looking for homes in the area of
about $200,000. You knew that already because you asked them when they
called in. So you say, “I took the liberty of printing out all the houses in our
price range, and here is what I came up with.”

Earlier in the book, I taught you about the shiny penny list. Now, in the
printout, let’s say there are 30 homes and five of them are shiny pennies. The
shiny pennies are the ones you want the buyers to pick from. So, before they
come in, you call these five shiny pennies and set tentative appointments. 

Now, when you give Debbie and Charles this long printout, you don’t
say, “Alright, here are all the houses. Debbie and Charles, go to work. Here’s
a pen; pick out the ones you want to see.”

Why not? Because out of 30 homes, how many will they pick? Probably
30. That’s why you have to help them in the selection process. How you do
this is by “unselling” the 25 that are not shiny pennies and really pushing
the five that are.

So, Debbie and Charles, let’s go through them and see what we have.
Now, here’s a house that does not have that full basement. You guys
said you definitely want a full basement, right? Over here, this house
only has two bedrooms; you said you definitely need three. Here is
another one, only 1.5 baths. Here’s one with three bedrooms; this is
a possibility, yes? OK, great. Now over here, this does not work  ...
and this does not work ... and this does not work. Oh, here’s one.
Out of all of this, we only found five.

Now, what’s real important is that, as you’re eliminating those 25 non-
shiny pennies, you need to add a little drama. For example, either cross
them off your list with a big marker or crumple each one up or throw it on
the floor. What you want is to create this mindset in the buyers: “Oh my
gosh, out of all these homes, there are only five that work for us. If we don’t
buy one of these, we won’t have a new home.”

This process creates a tremendous amount of urgency. Then, when the
buyers go to look at those five, they’re not looking at them to see if they like
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any. They’re looking at each one to see which is the best one out of the five;
they’re looking at them with more of a commitment to picking one that
works best. It’s an awesome technique! 

One note of caution. It’s very important that you don’t let them take the
printout away from you. You need to stay in control of this, because if they
were to get that printout in their hands, they would wind up picking all the
homes to look at.

Let’s briefly discuss the importance of selecting together:

� They feel a part of the process. This way, it’s not like they come in and
you throw a bunch of houses in their face and just chauffeur them
around.

� It stimulates their desire to buy. You have all those homes on the list,
you narrowed them down, and then you crossed off, crossed off, and
crossed off some more. Their mindset will now be that, if they don’t
buy one of these five that they picked, the only ones that met all of
their criteria, then there is nothing else out there in this market. That’s
it. They’ve seen them all.

� It creates urgency. “If you don’t like one of these, Charles and Debbie,
then I have nothing more to show you.” Obviously, if they don’t like
the homes, you will put them in your files and when the next shiny
penny comes on the market, you will call them and the other buyers
in that price range. 

� The process builds commitment. As you go through each one of these
and they say, “No, that’s not it ... no, that’s not it ... yeah, let’s take a
look at that one,” they’re actually building buying momentum every
time they, not you, select that shiny penny.

Now, there’s one other thing I want to re-emphasize. The reason you set
tentative appointments up front is because if you don’t you’re setting your-
self up for failure. 

Let’s say that you go through this selection process, they pick the five
shiny pennies, and then you go to the phone, but only three shiny pennies
are home. So, you take the buyers and you show them these three. They like
one of the three—I mean, they really like it. But they tell you that they have
to see the other two, because maybe they are better.

But look what you can do. If you have these five shiny pennies, but you
get hold of only four of them to set up the tentative appointments before
the buyers come in, how many homes are you going to make sure the buy-
ers pick off that list? Four. 
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As for “A” buyers, you “marry those people”—you’re inseparable from
them until they buy. You show “A” buyers everything and anything—shiny
pennies, dogs, the whole nine yards, because they’re definitely going to buy.
So, you don’t worry so much about this process. You still do it with them,
but you have a lot more flexibility there.

Step 4. Inspect Now, this is the step where you actually start showing prop-
erty to the buyers. Some of these tips that I am going to give you are little
things; some are a bit bigger. But here’s the bottom line: the more you try to
sell a house, the more you unsell it. The best way to sell a house is to just
open up the door and let them see if they like it. So, don’t put too much
stock in these precise techniques. The key really is your attitude.

I used to say to buyers, “You folks know what you’re looking for. If you
like it, tell me.” And that was it. If they liked it, they bought it. If they did-
n’t, that was fine too. The trouble comes when you’re too attached to mak-
ing a sale, like it’s something you absolutely must do. Interestingly, when
you’re not attached to it, because you’ve built your listing inventory and you
aren’t financially dependent upon any one sale, you feel in control of your
career and your buyers will sense, that around you, they’re free to buy a
home, as opposed to being sold one.

So, start with your attitude and focus on having fun with your buyers.
Then, with that perspective, the following pointers will help.

19 Expert Tips for Showing Property
1. Do a daily update. To stay fresh on the market, first thing in the morn-

ing do a printout to look at all the new houses on the market and look
for those shiny pennies.

2. Ask sellers why they are moving. When you’re previewing other
agents’ inventory, especially when it’s not in-house inventory, ask the sell-
ers why they’re moving. You do this to find out how motivated they are. 

Here’s an example. When you’re previewing, you may find a house
that, based on its price, location, and square footage, is not a shiny
penny. It’s average. It’s fair market. You’re going through, however, and
you ask the sellers, “Where you folks moving to?” “Well, we’re moving
to Florida because I have a sick aunt; we need to get there in the next 30
days.” Is this now a shiny penny? You betcha. Things like that are not
going to be printed on the listing sheet. 

By the way, I’m always amazed that when I teach this, there are
always a few agents who think it’s against the law to ask another agent’s
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sellers this question when previewing. I’m not going to get into teach-
ing law, but just for the record, you absolutely can ask sellers any ques-
tion when you are previewing their house.

3. Work the house and not the buyer. What’s another way of saying
that? The shiny penny list. I can’t stress this enough. If you want to work
with fewer buyers and make more sales, you need to put together a
shiny penny list. If your company gets involved, great; if not, you can do
it yourself. Take the best of the best in all the price ranges and make your
own separate list and focus on showing those properties. Power Agents
in my program have a saying: “Less stress, income higher, work the
house and not the buyer.”

4. Set tentative appointments. As we’ve mentioned, before your buyers
come, make sure you set tentative appointments with the shiny pennies
that you want to lead them to.

5. Explain the sellers’ job. When you make the appointment with the
sellers, the sellers’ job is to basically do two things: get the house ready
... and leave. Clean the house, straighten up the clutter, maybe get a nice
aroma wafting through, keep the heat up in the winter and the AC cool-
ing it in the summer, turn the lights on, and leave. Make certain your
sellers know this when you’re showing your listings.

6. Take the scenic route when first showing the property. This applies
to houses that might have some kind of flaw. So, let’s say you’re going to
show a house that’s by the sewer plant. If you can take the buyers to the
house without passing the plant, that would be better. Obviously you’ll
need to show it to them eventually, but you don’t want to do it before
they go into the house; otherwise, they’ll never give the house a chance.

7. Lower their expectations. This is very useful. Let’s say you’re in the car
and the house you’re going to show them is a real beauty. Don’t tell
them this, because that would just make their expectations higher.
Instead, try this: “You know what, Deb, Charles, this house I can’t
remember too well, but I think it needs a little bit of work. Be a little
open-minded. I think you might like it.” Now, you go into the house
and what are they going to say? “Ah, Darryl, this isn’t too bad. Wow, it
has a new kitchen!” They’re pleasantly surprised because you lowered
their expectations. It’s much better than talking it up and having them
be disappointed because they were expecting so much. Unfortunately, a
lot of agents raise expectations because they’re excited about the possi-
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bility of a getting a contract. They say, “You’re going to love this house!”
And that only hurts them.

8. Park across the street, when possible. My Power Agents tell me this
silly little item makes a big difference. When you park across the street
and the buyers get out of the car, they can see a broad view of the house
and kind of soak it all in. It’s called enjoying the “curb appeal” of the
home. When you park in the driveway, the house feels too close to them
and they can’t soak it all in.

9. Take only a pad and a pen with you. Do not take any of that MLS
information. (Of course, you should take the directions, the address, and
the phone number in case you get lost!) The reason you don’t carry all of
the details with you is because every time buyers ask a question and you
answer it, you are giving them a reason to eliminate this house and to keep
giving you objections. What you want is for them to walk into the house
and forget all of this, to just soak it in. “Do you like it or don’t you? Don’t
worry about the refrigerator stain or the taxes or the yard or the square
footage of the living room. Do you like it? Now, do you have a question for
me? Ask me, I’ll jot it down, and then, when we go back to the office, I’ll
sit down and we’ll answer all your questions.” That’s the other purpose of
this approach: it gives you a reason to go back to the office.

10. Use one car. You want to use one car because you can use that oppor-
tunity to have conversations and build rapport. What if a buyer insists
on taking two cars because “we have an appointment right after we fin-
ish with you”? You say, “Oh, I thought I mentioned that we needed two
hours.” “Well, we couldn’t give it to you today.” “Alright, that’s no prob-
lem. Let’s reschedule for when you do have two hours, because this is
important and I’m not going to rush it.”

11. Do not share the price until you are outside. Do not share the price
of the home that you’re showing them until after you’ve shown it to
them. This is the biggest mistake that some agents make. As they’re driv-
ing up to the house, they say, “There it is. Now that one is $209,000.”
When they say that, what they are doing is making this whole process
of buying a home become mainly about money. They say, “This one is
$209, this one is $219, and this one is $205.” But it’s not about price;
it’s about the house and whether the buyers like it or not. As soon as you
point out the price, they’ll walk into the house judging the house to see
if it’s worth as much as these greedy sellers are asking. They will judge it
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rather than be in the presence of “Do we or don’t we like it?”

12. Encourage them to write down the positives. This will have them
focus on what works for them about each home.

13. Show the best feature last. Let’s say you know that they’re really
going to love this finished basement. Do not show that first. Have that
be the icing on the cake. This is smarter than ending the tour by show-
ing them the smelly, greasy garage! It’s a little thing and it’s common
sense, but again, our job is to manage their emotions.

14. Watch for buying signals. Here, I’ll give you an example of what not
to do. There are some trainers out there who tell you precisely how to
show the house. They say, “You should always go in front of the buyer
so you control the buying mood.” Then some others say, “Do not do
that because you get in the way of the rooms; walk behind them.” And
there’s another speaker out there—I don’t think he’s going to last too
long on the speaking circuit—who says you should always walk in front
of the buyers, but backwards. (“Here, let me show you folks the base-
ment. It’s right over here ... aaaaaaahhhhhhh!”) I think you should for-
get all of this garbage and just watch for buying signals. For example,
you might find the buyers whispering in the corner or they’ll start ask-
ing about what stays with the house or they’ll start jumping for joy. All
of these are buying signals.

15. Acknowledge and capitalize on the buying signals. When they ask,
“Do the drapes stay?” you can respond with “Would you like them to
leave the drapes? You would? Let me jot that down: ‘buyer wants drapes.’”
Be subtle about tying those down. Just walk around with a little pad and
note those buying signals. Another great technique is to call the listing
company and let the buyers feel the anxiety of asking if there are other
offers: “I’ll call the listing company to see if there are other offers.... I sure
hope there aren’t yet.” Then ask them, “If there’s another offer, what do
you want to do?”

16. Appeal to their emotions, not their logic. Remember that there are
two types of selling—emotional and logical. When you are working
with a seller, you should use a lot of logic: “We have a marketing plan,”
“I’m a marketing agent,” etc. When you are working with buyers, it’s
more emotional. This is so because buying a home is about the “dream”
of the new life that comes with that house.
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17. Focus on payments, not price. When it comes time to actually do the
paperwork, you know that buyers focus on price: “Let’s offer $200K.”
“Where did you get that number? You can afford $215K.” “Well let’s
offer $200, because they’re asking $209.” 

Instead of getting into this, assume a full price offer and share with
them what monthly payments would be. “This house comes to $1800 a
month. Based on what you shared with me earlier, that’s right in line
with what you feel comfortable with, right?” 
“Yes.” “OK, great. Let’s write it up.” And then you proceed to write a full-
price offer. 

Now, I know what you’re thinking. “But Darryl, as a buyer’s agent, I
have an obligation to get the buyer the house at the best possible price.”
Well, unless your state is different from most states, nowhere in the
buyer’s agency agreement does it say that. What it probably says is that
it’s your fiduciary responsibility to look out for their best interests. 

Is it in their best interest for you to coach them to try and negotiate
the price with the sellers so they can save $50, or $75, or even $100 a
month and in doing so cause them to risk losing the house? How can
they lose the house? Well, while they’re trying to save $2 a day, a better
offer comes in or perhaps the sellers become offended and tempers flare
and now the buyers don’t like the sellers and to spite them the buyers
say, “The heck with them—let them keep the house.” But more impor-
tant, when you have the focus on saving money, it’s no longer about
buying a home. I could go on and on but I think I’ve made my point.

18. Show their favorite house a second time. So you have five houses
to show; in which order should you show them? Well, some training
programs say that you should always show the cream puff first and the
dog last. Some say to show the dog first and the cream puff last. I’m not
so complicated. I believe you show based on geography. You go in order
and watch for buying signals.

Let’s say you show the first house. “Oh this is nice.” You show the
next house. “It’s not bad.” You show house #3 and it’s “Ding, ding, ding!
When can we move in? Do the drapes stay? We love the floor.” Now, do
you show them houses 4 and 5? Yes, absolutely. Watch what happens. 

You show them house #4 and they say, “Yeah. It’s OK, but we really
like the third one.” “Well, come on. Let’s go see house #5.” “No, we
don’t want to.” “Come on, we promised the seller. She’s waiting for us.
Let’s just show up, and we’ll breeze through.” “OK.” 
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You show them house #5. “You guys still love that third one, don’t
you?” “Yes.”

See, showing the last two houses reaffirms for them how much they
like house #3. Besides, if they put an offer in without seeing those last
two, they may start to have second thoughts later on. 

OK now, what do you have to do? “Hey, let us go back to house #3.
We don’t have an appointment, but I don’t think the seller will mind.
Let’s run on through it again.” 

So, show them all the houses, but whatever house they love out of
all the homes you showed them, bring them back a second time that
same day. (Obviously, if they love the last house you show them, you
don’t need to do that!) 

19. Let houses sell houses. Like I said before we began with these tips, it’s
best thing not to be so attached to each technique. After all, they’re just
ideas. Open up the doors and let them buy it or not.

Step 5: Paperwork. This is the step where the buyers come back and actu-
ally write their offer. We cover this in the next chapter, “The Art of
Negotiating.”

Step 6: Ongoing Service. This, essentially, is you staying in touch with
your past clients. This is covered in great detail in Chapter 11, “Building a
Referral Business.”

�          �          �

Working with buyers is a lot easier than you and I make it out to be. The
only way we can have more fun and not get so anxious about working with
buyers is to build our inventory. When we have a good amount of listings
in our inventory, we feel a sense of accomplishment. We know that our list-
ings are working for us and our income is secure. I said it before and I’ll say
it again—you need to focus your energy on building your inventory. And
once you have that, then you can take buyers out and you can have fun with
them. You show them property: if they buy something, great, and if they
don’t, that’s fine too.

There’s a big difference between taking buyers out because you want to
and taking buyers out because you need to make a sale. When you have the
attitude that you have to sell them a house because you must make a com-
mission and it is all about you, you’re not going to be nearly as effective as
when you’re doing it just for the joy of being with them and trying to con-
tribute to their lives by finding them a great home. 
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Power Fact
Negotiating is like a dance. The movement, the unspoken
communication, the partnership. As real estate agents, our
responsibility is to introduce these two partners, the buyer 
and the seller, who are sometimes reluctant at first, and to

choreograph a beautiful performance that leaves each 
partner better off than before.

Overview

E very buyer and seller, every human being, brings a certain listening into
any situation. You do this yourself. It’s that little voice inside your head

that comments on everything you do and see. It’s your expectations, your
opinions, your feelings. Negotiation is all about successful communication.
And successful communication stems from getting in touch with your own
listening and the listening of those around you.

In this chapter, I’ll offer you an array of practical tips and techniques that
you can put to use immediately. Some of it will be real-estate-specific and
some of it will deal with your mental outlook. All of it will help you excel
at the art of negotiating.
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Before You Present an Offer
It’s obviously a lot easier to present offers if you are the listing and selling
agent. However, to provide you with maximum benefit, I’ll assume for the
purpose of this chapter that you are the selling agent only and not the list-
ing agent. This is the harder route to travel, so the following tips and tech-
niques are vital to your success.

In most parts of the country, I find that selling agents believe that they
are legally required to take their offer and present it to the listing agent and
have that agent present it to the sellers. I’m sure you would agree that it
makes absolutely no sense to give your offer to the listing agent and hope
and pray that she or he will be able to convey all that needs to be conveyed
about your buyers. Of course he or she can’t; in most cases the listing agent
hasn’t even met the buyers. So, I can’t stress enough that it’s an absolute must
that you be there in person to present your offer to the seller. (Of course, if
the homeowner lives in Florida and you are in California, this would be
impractical.)

There are several reasons why you should present the offer directly:

1. If you give the offer to the listing agent, it may be days before she or he
gives it to the seller.

2. If the listing agent has his or her own offer, he or she will obviously pres-
ent it in a better light than yours.

3. There might be questions that a seller has about these buyers that only
you, the selling agent, can answer. And it’s best to do this face-to-face.

4. If the seller counters your offer, you don’t have to go back and forth with
telephone calls. You can simply call your buyers from the seller’s house,
get the verbal from the buyers, and walk out of the house with an
accepted offer or move on.

You might be thinking, “But, Darryl, that’s not how it’s done in my mar-
ket.” Once again, I can guarantee you that it’s not an issue of legality; it’s just
a cultural issue or a tradition. Later, I will show you how the listing agent
must let you present your offer directly to the sellers.

Now, might this technique cause a listing agent to be uncomfortable?
Perhaps. But the only time that a listing agent would get upset with a sell-
ing agent for doing it this way is when she doesn’t understand how this ben-
efits her seller or because he has his own agenda and wants to be in control.
For these agents, the entire process is about them, and not their clients. 

What’s the benefit to the listing agent for having the selling agent pres-
ent the offer?
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First, the benefit is that the listing agent will have better odds of getting
this offer accepted if it’s presented in this manner, which means that the
house will get sold and everyone gets paid.

My second response is that the question is actually irrelevant.
Remember, this process is not supposed to be about what’s better for the
listing agent. The listing agent has a fiduciary responsibility to do what’s best
for the homeowners. And what’s best for the homeowners is to hear all the
details about the buyers directly from the selling agent’s mouth. Quite sim-
ply, this technique is beneficial to both the homeowners and the buyers.

“What if I still encounter resistance from the listing agent?” Here’s
a technique to use in case the listing agent really gives you a hard time.

Check your local Board/MLS rules. Most likely, there is a rule that says
that you as the selling agent have a right to be there when presenting the
offer. Of course, this doesn’t ensure that the listing agent will actually let you
in, so let me share with you how to guarantee that this happens. Very sim-
ply, on your offer that the buyer signs, you should write, “This offer is sub-
ject to [Your Name] presenting this offer directly to the homeowners.”

Now, legally, the listing agent must let you in to present the offer. The
only way that he or she wouldn’t have to do this is if the homeowners told
the listing agent, upon hearing that the offer is contingent upon you pre-
senting it, “Well, then I don’t want to hear the offer.” Now let me ask you,
how many homeowners will understand that there’s an offer waiting out
there but will decline to hear it because they would have to meet with the
selling agent? I never met one.

That said, don’t be surprised if, when you call the listing agent to set the
appointment to present the offer, the listing agent tells you that the home-
owner said she or he doesn’t want to hear the offer. Of course, this might
not be the homeowner’s actual wishes; it could just be the listing agent
being a control freak. So, to protect yourself in this scenario, tell the listing
agent, “As you know, our obligation to the seller is that all offers must be
presented. To protect ourselves from a legal standpoint, let’s get a letter from
the seller stating that she understands there’s an offer out there from my
buyers, but she’s choosing not to hear it. That’s the safest thing to do.” If the
listing agent is bluffing, this technique will call his bluff; otherwise he’ll pro-
duce the letter.

Now that you understand why you must present the offer personally,
the rest of this chapter will help you do this and will enable you to get more
offers accepted in far less time.

132
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Have the Buyers Write a Letter to the Sellers
When presenting offers, agents too often focus the conversation on price.
They incorrectly assume that this is the most important thing to the seller.
While this might be true in some cases, there are two things that may be
equally if not more important to most sellers.

1. The commitment of the sellers to move on with their life. There
were many times that I went in to present an offer and the conversation
was initially all about price, price, price—“How much money am I mak-
ing?” But when I talked to the homeowners about their Next Level, what
they were committed to, that all shifted.

“We want to get to Florida to be with the kids,” they would tell me.
In this context, I would ask them, “Is it worth holding out for an

extra few thousand dollars that you may never see and sacrifice getting
to Florida when you want to?”

Though my offers may have been less than what the homeowners
wanted, they were often accepted because I reminded the sellers of their
initial commitment. Selling their house was about moving on in their life.

2. Whether the sellers like the buyers. For some homeowners, this
isn’t too important. But for most, it is. How many times have you seen
an offer that wasn’t quite what the sellers wanted but they made the
exception because they really liked the buyers who were going to live in
their home? You see, there’s a psychological element in selling a house.
After all, it’s more than a house; it’s a home. And most homeowners want
to transfer their deed to someone who will appreciate their home as
much as they have.

Our task, then, is to “humanize” the buyers, to make them look like
a real flesh-and-blood family who are going to appreciate the home. We
do this by having the buyers write a letter to the sellers.

How to Get the Letter
After the buyers write the offer and while they are still in your office,

you give them a blank sheet of paper and tell them, “Write a letter to the
Johnsons telling them why you’re so excited about the possibility of
owning this home. Let it rip; whatever comes out will be perfect.”

Here are a few samples (Figure 7-1) of real letters my Power Agents
had their buyers write to the seller. I’ve changed the names and address-
es to keep identities private.
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This came from a Power Agent in Wisconsin

To [Seller],

I am enclosing this letter with my offer because I want you to know some-
thing about my boys and myself.

Both times that I went through your home I saw a great deal of potential. I
saw a place where two boys could grow up and learn responsibility. I firmly
believe the best place for a boy (kids) is on a farm where they have room to
run and healthy things to do.

I grew up in the country with horses, dogs, cats, etc., and I dearly love the
country. I am a single parent trying to give my kids the best home life and
preparation for their future that I can.

The offer is what I know I can handle and still be able to finish the upstairs
for the boys. My oldest is almost 13 and very much an early bird. My
youngest is 8 and a night owl. The age and difference between the two
boys makes it necessary to have their own rooms as soon as possible in a
new home.

As a single parent I do what I can to provide the best for my boys and I see
a great foundation for my kids and their future there. I thank you for open-
ing your home for us to see. I truly hope that we can work something out.

Sincerely

Krista Lewandowski

�          �          �

This was written by a couple in Minneapolis

Dear Mr. Ringwelsky,

We are writing hoping to find you in the best of health and to introduce our
family and myself. We have four small children in need of a home—hope-
fully your home. 

We resides at 3341 4th Avenue. I don't know if you're familiar with 4th
Avenue, but it's not a street where you want your children to grow up. We
live among drugs, guns, and even murder. We noticed your fenced yard,
the kind of place I'd like to see my children playing in. While we can't offer
you a whole lot of money for your home, we can promise you that we will
love and take care of it if given the chance.

Thank you,

Mr. and Mrs. Greer

P S. The kids will love the little playhouse in the backyard.

Figure 7-1. Example letters from buyers to sellers (continued on next page)
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Long Island, New York: The asking price was $215,000, and the listing agent
said the homeowners would take nothing less than $210,000 because they
had already rejected that.

Dear Mrs. O'Keefe,

My children and I visited your house yesterday and were very impressed
with your home. I am a recent widow and wanted a home that the children
and I would love and will make our transition to New York an easier
process. I hope we will be able to negotiate the sale so we can be settled
as soon as possible.

Thank you,

Maureen Sweeney

�          �          �

Dear Mr. and Mrs. DeWare,

As we present this offer, we'd like to thank you for considering us as buyers
for your home. We have looked at many houses, but none of them had the
same feeling yours has. Along with meeting our needs as a large family,
your home is filled with the love of 27 years. We all had the sensation that
we were being "hugged" when we walked in. The children, who obviously
don't understand the negotiation process, have all chosen their bedrooms
already! We have, of course, told friends and family about your home, and
they are keeping all of us in their prayers. For this reason, we feel confident
that we can reach an agreement that everyone is comfortable with. No mat-
ter what the outcome, we are grateful to be considered as the possible next
family to take residence in the warmth of your home.

Sincerely,

The Robinson Family

�          �          �

Since we haven't met face to face I thought you may want to know a little
about the family interested in your home. We are a young couple looking to
buy our first home. We have a 4-year-old daughter and a little girl on the
way in two weeks. We've been looking to buy a home for about two years
and have even thought about making a few offers, but for various reasons
each time something just didn't seem right, and we chose to continue rent-
ing. We drove past your house and fell in love with the beautiful green yard.
We knew that this was the home for us even though we had not yet seen the
inside. Once we were able to see the inside and the beautiful backyard, we
felt that this house was custom made for our family. The wallpaper is every-
thing that I would have picked myself, and the backyard is the perfect
place for my girls to play with friends. For the first time we feel we've found

Figure 7-1. Example letters from buyers to sellers (continued on next page)
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This technique is so powerful that I have actually seen some homeown-
ers, after reading the letter, accept the offer without even countering. What’s
also so great about this technique is that, while the buyers are writing the
letter, they resell themselves on why they want the house. This helps you
reduce potential buyer’s remorse ... and if the buyers are asked to come up
with a few thousand dollars from their original offer, it’s easier because
they’re that much more committed.

By the way, as the buyers are writing the letter, this is a good time to call
the listing agent to schedule a time to present the offer to the sellers. Why?
Because when you call the listing agent to schedule this appointment and
she or he asks you how much the offer is, you can respond with “I still have
the buyers in the office and we’re not finished putting the deal together; I
just wanted to call to set up the appointment before they left.” You see, if
you tell the listing agent any details about the offer, he or she will mess it up
by telling the homeowners what the offer is before you get there. You must
not let that happen. 

Meet with the Listing Agent Before the Presentation
If you’re not the listing agent, you should meet with the listing agent prior
to going into the sellers’ house or before the sellers come to your office. You
do this to join forces with the agent and link together to produce a positive
result. What you don’t want is for this listing agent to take the attitude “OK,
I’m representing the sellers. You’re representing the buyers. I’m going to
check you out and keep an eye on you.” It should be “We both get this
accepted or we both don’t. And if we both do, we get paid for our efforts.” 

So you want to call the listing agent and set up a meeting right away.
Again, she or he will likely ask you on the phone how much the offer is. Just
say that you’ll be happy to tell him or her when you meet face to face. “The
reason is we are still working out some of the final details.”

a house that's right for us, and buying a home may not be such a scary
thing. So while you are considering our offer please keep in mind that your
home will be going to a family who will love it and care for it the way that
you have.

Brad and Wendy Turner

Figure 7-1. Example letters from buyers to sellers (concluded)
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Find out the Sellers’ Motivation
If it’s not your listing, you want to find out from the listing agent the where,
when, and why of these sellers. Where are the sellers moving? When do they
want to get there? And why are they moving there?

Is this important for you to know? Absolutely. Just as we said above, we
want to know what they’re committed to, because that’s what we’re going to
focus on during our conversation. Our job is more than to sell their house;
it’s to help them meet their objectives. The more you know about their
goals, the better you can help structure a deal that works for everyone.

Review the Listing Agreement
If it’s not your listing, you won’t have the agreement, but you’ll have the
printout. You should look at how long the property has been on the mar-
ket. Also, if the listing agent will tell you, find out whether they’ve had any
offers and, if so, for how much, etc. Why do we want to know this? Sellers
who have had a lot of offers may realize they lost some opportunities to sell
their house and may be more motivated. Or this might tell you that they are
“tough cookies.” If they’ve been on the market for only a few days, you
ought to know that too.

Review the Market Conditions
Get clear about the number of houses that are on the market. Also, review
the number of houses sold.

A Six-Step Process for Presenting the Offer
Are you ready for the best way to present an offer? It’s a six-part process. But
before I share this with you, let me say two more things about creating a
partnership with the listing agent and the homeowners.

First, you should compliment the listing agent in front of the sellers. You
can say something like “Mr. and Mrs. Seller, before we begin, I just want to
say that you made the right choice in hiring Hunna to market your house.
He/she is well respected in the market and it’s because of his/her efforts that
I’m here.” You just scored some points with the listing agent and she or he
may be more cooperative with you. 

Second, let the homeowners know that, even though you represent the
buyers in this case (if you have a buyer agency relationship), you have an
obligation to be fair to all parties. Let them know it’s important to you that
they, as homeowners, also meet their goals and objectives.
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Step 1: Talk about the sellers’ motivation. We discussed this above, so
this is just a brief recap. After you let the homeowners know that you are
committed to helping them achieve their goals, it’s only natural for you to
discuss what they are committed to (where are they moving, when they
need to get there, etc.). If the listing agent told you this information before,
you simply review it now, with the sellers elaborating on it. You want to
bring to the surface what they’re committed to, so that this forms the con-
text of your discussion. Otherwise, they’ll be listening to you like they would
to any other salesperson and be focusing only on the money.

Some agents have asked me if it is legal to ask the homeowners these
types of questions. Unless something has changed from the time I wrote this
book, it’s absolutely legal to ask. Of course, the homeowners don’t have to
answer you if they don’t want to.

Step 2: Humanize the buyers. After you share some of the facts about the
buyers—how long they’ve been married, where they work, the names of the
kids, etc.—you read the letter out loud to the sellers. Don’t give it to them,
but read it out loud. You will be amazed at the reaction you’ll get. Like I said
earlier, I’ve seen some sellers start to cry and not even counter after hearing
the letter. Of course, there also will be times where sellers will say, “That’s
nice, but how much?” But that’s the exception, not the rule.

Step 3: Manage their listening. Here’s what I mean. Most homeowners
will naturally listen to your offer with a certain amount of arrogance. “If this
offer isn’t what we want, we’ll wait for a better one,” they might think. But
we want them to listen more with an attitude of “We’re fortunate to have an
offer.” In a hot market, this is a little more difficult to do, but it still helps if
you frame the discussion in this manner. To do this, bring along the single-
line printout of all the homes in your market. Not just for their town, but
for your whole market, with all the styles.

Say, “Mr. and Mrs. Seller, here is an updated list of all the homes that are
currently on the market.” (Feverishly flip through all the pages.) “Now, out
of all these homes, these buyers picked yours. I feel very happy for you.” See
how that creates some urgency?

The second aspect to managing their listening is to explain the difference
between terms and price. Here’s how the explanation might go.

“Mr. and Mrs. Seller, there are two things to look at with any offer—price
and terms. Although price is important, I believe terms are just as important,
if not more so. Here’s why I say that. Let’s say some buyers gave you full
price, or even more than you’re asking, but they’re putting down only 1%
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… they have terrible credit … they want you to hold a note … they want you
to pay closing costs ... and they couldn’t afford the house if it were free.
Chances are you would never see a penny of that great price they offered you.
So you want to make sure that when you go to contract, you will make it to
settlement.”

The point here, once again, is to continue to lessen the focus on price.

Step 4: Present the terms first. Next, you put the sellers’ minds at ease
and really push the positives of these particular buyers. Mention items like
the deposit, if it’s a large one. If they own and the house is sold, that’s a pos-
itive. If they rent, it’s a positive. Even if they’re putting down just 10%, you
can make this a positive too. You might say, “I have a pre-commitment let-
ter from one of the mortgage companies I work with. They qualify for a 90%
loan, so there shouldn’t be any problem with them obtaining finance.” And
so forth. Let the sellers know that they can close and go to contract as soon
as possible. 

Step 5: Present price. Now is when you present price. One of the best tech-
niques is to first do a little research. Let’s say, based on your MLS stats, that
homeowners on average get 97.2% of their asking price in your area. 

If your buyers’ offer is better than that percentage, include that fact. For
example, “Mr. and Mrs. Seller, for your information, the average homeown-
er sells his or her house for 97.2% of their asking price; in this case, these
buyers’ offer represents 98.3 %, which comes to $300,000.”

Now, if the offer is for less than the average, try narrowing your focus by
just looking at the MLS averages for their development or their style of
home. You can usually tweak the information to come out to what you
need. Of course, if the buyers are really off course, all I can say is “You can’t
win them all.”

Step 6: Invite action. Here’s what this looks like: A) recap the positives, B)
hand them the pen, C) direct the signature, D) ask the spouse a question.

When you do this, it’s important to make sure that you’re mentally
“present.” There should be nothing else on your mind, no hidden agenda,
no personal issues clouding your thoughts—nothing except 100% concen-
tration on the sellers and a sincere commitment to help them achieve what
they are committed to.

Sample Dialogue
Let me demonstrate what presenting an offer may sound like when you’re
the selling agent and the listing agent is named Donna Lister:
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Darryl: Mr. and Mrs. Seller, before we begin, let me say something. When
you hired Donna, you made the right decision. She is considered one of
the best agents in the market and it’s because of her efforts that I’m even
here today with an offer.

Sellers: Well, that is very nice of you to say.

Darryl: Also, even though I represent the buyers in this sale, I still have a
responsibility to be fair and to operate with a high level of integrity. If I
can help you folks achieve your goals and help the buyers with theirs,
we’ve created a win-win.

Sellers: We agree.

Darryl: So tell me, where are you folks moving to?

Sellers: Texas.

Darryl: Oh, that’s great. 

And you continue to ask them when they need to be there, etc. For
example purposes, let’s say they have to be in Texas in four months. 

Darryl: Four months. So I feel we might have made it in the nick of time.
Well, let me tell you a little about these buyers. They are a lovely couple.
They have two children, Brad and Chelsea, and they’ve been looking for
a long time. The reason they’re interested in this house is because they
want to be in this neighborhood. They have some friends here, it’s close
to where she works, they like the access to the parkways, and they were
raving about the school district. As a matter of fact, they were so excited
that they did something kind of cute. They wrote a letter to you and I
want to read it to you now.

Dear Mr. and Mrs. Seller,

We’re so excited that you are considering our offer to purchase your home
because we’ve been looking in your neighborhood for quite a while. Your
house is really wonderful; we can see how much pride you take in it. Our
family has already fallen in love with the home…. And so on.

Isn’t that cute?

Sellers: Yeah.

Darryl: So, these are really nice people. And the other reason why I’m real-
ly excited about being here—I don’t know if Donna has had a chance to
show you this—is because of what’s happened on the market recently.
There’s been an increase in activity. Let me show you. This list represents
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all the houses that are currently on the market in our town. Can you
believe this? There are over 100 houses. And I feel so glad that I’m here
with these buyers and they like this house because out of all of these hous-
es they chose yours. So, I feel a little lucky, if you will. Are you with me?

Now, I want to tell you what they’re offering. Let me explain one impor-
tant point. There are two things we have to look at. There’s price—how
much we’re going to walk away with. And, more important, we have
terms. Here’s the reason I say “more important.” Let’s say we’re asking
$179K and these buyers are willing to pay $179K. Initially, we might
think, “That’s great!” But let’s say, hypothetically, that they’re putting
down only 10%, they’ve got iffy credit, and they want you to hold a
promissory note. Plus, they wouldn’t be able to close for six months and
you want to be in Texas in four. Can you see how that wouldn’t work?

Sellers: Right.

Darryl: See, we can have the best price, but the terms might not work. And,
on the flip side, we can have great terms and a poor price. So there are two
areas we need to look at closely. Is this making sense?

Sellers: Yeah.

Darryl: So, let me first go through the terms with you, because I believe
that’s more important and I’m really excited about their terms. First off,
they’ve sold a house from where they’re moving and the time frame
works out perfectly. Four months is when they’d like to be here. And
that’s what works for you. Right?

Sellers: Right.

Darryl: It gets better. They’re also putting down 20%, which will make it
extremely easy for them to qualify. And if for some reason we had chal-
lenges with the house appraising, there’s still room for them to obtain
the mortgage.

Oh, and there is another thing. They’re buying the house “as is,”
meaning we don’t have to do any improvements to the house. Some buy-
ers will move in only if you do this and that. But with these buyers, as long
as the house is not falling down, you don’t have to spend any money.

Sellers: This sounds great.

Darryl: All right now. Let’s look at price. Mr. and Mrs. Seller, for your infor-
mation, the average homeowner in this area sells his or her house for
97.2% of the asking price. In our case, these buyers’ offer represents
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98.3%, which comes to $200,000.

Sellers: Well, we would have liked to get more money. You don’t suppose
they would come up just a couple of thousand more?

At this point, we would have to deal with their objection. (I cover deal-
ing with objections next.) But there you have it—the essence of the six-step
process for presenting the offer.

Handling Sellers’ Objections
I can’t address every possible objection you may receive when you’re talking
with sellers, but here are some of the most common ones.

“We want to counter.”
Remember the very beginning of this chapter, where I described negotiating
as a dance? Well, here’s where that analogy really comes into play. In most
negotiations, it always seems as if buyers and sellers compromise toward
each other’s positions to some extent, but there remains a sticking point of
a few thousand dollars at the end. At this point, some lesser skilled agents
will cut their commission to put the contract together. Here’s a technique to
handle this issue.

It begins when the buyers first make their offer. Let’s say the asking price
is $200,000 and the buyers offer $185,000. 

You have a gut feeling, based on experience, that the sellers will actually
accept $192,000. So you add a few thousand to that figure and say to the buy-
ers, “If you had to go to $195,000—if it was a choice between owning this
home or not—could that work for you?” They might say “no,” but they may
be thinking, “There’s no way we’ll go to $195,000, no way. Maybe $192,000.”

Now, with the sellers, you do the same technique in reverse. You present
them with the offer of $185,000 and they say that they’ll counter with
$195,000. You have a feeling that the buyers will come up to $192,000, so
you subtract a few thousand from that figure and ask, “If you had to go to
$190,000—if it was a choice between you moving to Florida or not—could
that work for you?”

You see what we’ve done? Now, if the buyers come up to $192,000, it
looks to the sellers like the buyers have given us $2,000 more than we antici-
pated. Likewise, from the buyers’ point of view, if the sellers accept $192,000,
it looks like they’ve accepted an offer for $3,000 less than we anticipated. This
is what I call the “negotiating dance.” This works most of the time.
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“We won’t accept because the price is too low.”
Here’s exactly what to say to deal with this objection: 

We have a choice: either accept what the buyers are offering or wait
several months for a new buyer who may never materialize. I have no
problem if you folks decide not to accept this offer, but my concern
for you is how long it might take. If the terms were really bad, my
advice would be to stay firm. But because these particular buyers have
really great terms, my advice is to go for it. If I thought you were giv-
ing your house away, I wouldn’t even bring you this offer because I
would buy it myself.

Once again, you’re focusing more on the terms and less on the price.
You could also add this: “Mr. and Mrs. Seller, would you buy your house for
$200,000?” (Don’t let them answer; but I can tell you they will probably
think: “No, that’s why we’re selling.”)

“The reason why I ask this is because if you don’t take this offer, it’s like
you are buying your house back for $200,000—because right now it’s sold.”
(I call this the “buy-back” technique.)

“Will you cut your commission?”
Before I share with you how to address this question, please keep this in
mind. Negotiating a sale is a two-way negotiation, not a three-way, meaning
you should never discuss with the seller or the buyer how much you’re get-
ting paid. That was discussed and decided when the homeowners signed the
listing agreement and/or when the buyers signed the buyer agency agree-
ment. This is not the time to renegotiate that.

So, what do we do? Bring the discussion back to their net. Here’s a way
to do this.

Sellers: Will you cut your commission?

Darryl: Are you asking me because what the buyers are offering doesn’t
work for you?

Sellers: Well, we would like to net a little bit more.

Darryl: How much more?

Sellers: Another $2,000.

Darryl: If I couldn’t get you another $2,000, but I could get you, let’s say,
another $1,000, would that work for you?

Sellers: Yes.
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Darryl: OK. Let me go back to the buyers and see if they can come up to
that price.

So what you’ve done here is taken the focus off cutting your commis-
sion and brought it back to the sellers’ net.

These next two dialogues assume that you are the listing agent and the
selling agent.

Sellers: Darryl, because you’re getting both the listing sold side and the
buyer sold side, that’s a lot of money. We should get a discount on the
commission.

Darryl: Well, here’s the fact. Yeah, I am getting from both sides, because I’m
doing double the work.

Sellers: You put our house on the market and it sold in just a week. You’re
making thousands of dollars for just seven days of work.

Here’s what I used to say: “You should actually pay me more because I
did such a good job.” (Of course, you’d say this smiling, not with an arro-
gant tone.) If that didn’t work, you could say, “Tell me if you would feel bet-
ter about my commission if we did this: not accept this offer and drag it out
a few months.”

The best way to handle this one is on the listing appointment, when
they sign with you. Let them know as you’re leaving the house with the list-
ing that, as soon as it hits MLS, there are hundreds of potential buyers for
their home and you’ve seen houses sell in the first two weeks. Be sure to tell
them, “If this should happen, don’t think we priced it too low.”

Here’s the most important thing about the topic of commission: don’t
talk about it. Because if you talk about it, it just calls attention to the money
you earned and to the percentages, etc.

“Do you want to sell this house to these buyers?” 
“Yeah, but that commission bothers me.” 
“I totally understand, but do you want to move?”
Just keep bringing it back to this. The focus should always be on them

moving on with their life and not on how much money you’re getting paid.

Conclusion
I believe that you can have all the techniques in the world on how to nego-
tiate with buyers and sellers, but unless you know how to communicate
effectively, it’ll make no difference. We’ve talked about the listening that
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buyers and sellers bring to the table. Well, that’s common with all people.
It’s just part of being human. In case you haven’t noticed, we’re not exact-
ly blank slates, seeing the world each day with innocent eyes. We go into
situations and we bring with us expectations, opinions, or point of views.

So, the more you can get tuned into the listening that buyers and sellers
and other people around you may bring to a certain situation, the more
effective you’ll be as a negotiator. That’s why part of your success assignment
these next 30 days is to be aware of your own listening and the listening of
the people around you. Please focus on that.

Clear your mind. Recognize the voice in your own head and understand
that other people have their own listening as well. Do this and it won’t be
long before you find yourself being much more powerful at the art of nego-
tiation.
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Power Fact
Farming in real estate, like agriculture, is an art. It’s about

planting seeds, cultivating leads, and seeing what will devel-
op. The key, of course, is to consistently nourish your real

estate farm with mailings and events.

Overview

T he concept of farming is very basic: we take a bunch of people, mail
them a bunch of stuff, and see what sticks. But why aren’t enough

agents doing it? Why do some agents start and never finish it? And why do
others do it but never see results?

The main reason most farming efforts fail is lack of consistency. The worst
thing you can do is start a farming program and then give up, whether it’s
because you’re not seeing results soon enough or you don’t have the money
any more to work the farm or you get confused or stressed out. Being con-
sistent and working it persistently is the key. This means you’ve got to make
a commitment that you’re going to work it for the next several years. So
you’ve got to ask yourself the question, “Am I ready to make that kind of
commitment?” If you do, I promise you there’s a tremendous amount of
benefit to working a farm.

Farming for
Dollars

CHAPTER 8 
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This chapter will explain the advantages to working a farm, the overall
concepts of farming, the steps in putting it together, and how to work it. I’ll
show you how simple it is to get it started.

Farming vs. Door Knocking
When most agents hear farming, they think door knocking. Although door
knocking may be part of it, to me farming is more focused on doing direct
mail. I am not against door knocking. I know and you know that door
knocking does work. And if it works for you, you should keep doing it.

But I want you to consider this. If you have 500 people in your farm and
you’re giving them the personal touch of door knocking, you’re going to get
some results. Now, if you’re not door knocking and you’re just doing mail-
ings and phone calls to your farm, well, you might need 1,000 people to get
the same results as with that personal touch.

Which is better for you? Personally, I would rather sit in my office and
delegate to someone the job of mailing 1,000 pieces a month than person-
ally go out there every week knocking on doors. Although there are some
top producers who regularly use door knocking, most do not. They farm,
but they don’t door knock. When you’re making that kind of income, you
don’t have the time to be knocking on doors. (Note: Those at this level who
do door knock typically have a team of people doing this for them.) So, I
want you to think like a top producer. Think how an agent with a six-figure
income would work a farm. That’s what I’m going to cover with you in this
chapter.

By the way, there are three basic types of farms:

� People whom you don’t know and with whom you’ve never done
business

� People who know you (your sphere of influence) but with whom you
haven’t done business

� People who know you and with whom you’ve done business (your
past clients)

For the purpose of this book, when I discuss farming, I’m referring to
the first type.

Advantages of Farming
There are certain advantages that I strongly believe you’ll achieve once you
make a commitment to farming.
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1. Business comes to you. One of the great things about farming on a
consistent basis is that eventually business comes to you. In response to
your ads and your mailings and the events you might host (all explained
later in this chapter), you will begin to get business.

2. You won’t have to do as much cold calling. If you want to generate
some listing appointments, you don’t need to open up the phone book
and call complete strangers. In addition to calling FSBOs and expireds,
you can call your farm. Because these people have received pieces from
you before, they’re considered warm calls, not cold calls.

3. It’s a non-threatening way to prospect. It’s non-threatening for you
(some agents find it difficult calling FSBOs and expireds) and it’s non-
threatening to the homeowners because you are mailing them things
of value.

4. Farming creates a steady flow of income. Eventually, after about a
year or so, you’ll start to get a steady flow of business from your farm.
The key, though, is to work it consistently. To have a farm is one thing;
to have it succeed is another—you’ve got to work the farm. It’s not like
you mail one month, you mail the next month, and then you skip a
month. Once you skip a month, you’re just starting over.

Five Fundamental Concepts of Farming
1. Your objective is to have a specific group of people know your

name, face, and what you do for a living. You want to become a local
celebrity to this specific group. You want to program the mind of the
homeowners so that whenever they think of real estate, they think of
you. You will do this through mailings, advertising, etc. 

2. Be great at other basic real estate skills before you start to farm. You
get into business and somebody—maybe your broker, maybe your man-
ager, maybe another agent—tells you that you need to “list to last” in this
business. So, you ask, “How do I do that?” First, they tell you, “You need
to call all your relatives.” So you call all your relatives and you send them
a letter: “I’m in real estate.” Then, after that they say, “Now you need to
farm.” What do you do? You go knock on a bunch of doors, you mail a
bunch of stuff out, …and then a lot of agents stop—because either they
run out of money or they run out of mailing ideas.

But the underlying problem is that agents really should not start to
farm until they’ve mastered the other areas needed to generate listings.

148
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Farming isn’t the solution to your problems; farming isn’t the answer to
getting to your Next Level. Calling FSBOs, expireds, cold calling—those
are the answers. After you master the art of prospecting, then farming is
the next step, the Next Level, because farming is clearly a long-term
investment of money and time. Farming is designed to generate future
business, but most agents need now business.

You have to know this about farming: you won’t see a return on your
money and time for a year or two. The first year, you might see nothing.
You can’t start to farm thinking, “I’m going to make a killing this year
by getting a bunch of people and mailing them a bunch of stuff and
they’re going to start calling me.” It doesn’t happen that way. You farm
to invest in your career long term. 

3. Create a hook. Tell me which sounds better: mailing to people as just
Joe Schmoe, real estate agent from XYZ Company, or mailing to people
as a unique agent with your own slogan, your own hook? Your hook
may be the type of houses you work, your previous profession, or the
fact you sell a house every seven days. In the next chapter, “The Art of
Self-Promotion,” there’s a worksheet to help you create your hook and
your slogan.

4. Have a narrow focus. What’s the most common narrow focus for farm-
ing? Focusing on a geographic location. But there are other ways you
could go. It could be a certain type of property, like waterfront property. 

One broker I worked with had great success with this technique.
Mac became familiar with the certain jargon that they use, like “bulk-
head” and “dredging,” and so on. Mac even had a tide table. For the
whole year, he could tell you when it was high tide and when it was low
tide for different areas, so he’d show property only during the high tide
periods. Waterfront was his focus and he was very effective at it. 

So you may want to start thinking of areas where you can focus your
farming efforts. You could zero in on types of houses—colonials and
Tudors, for example. If I were getting back into sales, my focus would be
colonials and Tudors, because they’re my favorites and I know a lot
about those types of homes. You could also farm to people in a club,
group, or fraternal organization or who share similar interests or hob-
bies as you do.

5. Have six months of mailings and money before you start. This is
an extremely important concept. Why? Because when you run out of
ideas or money, you quit. I’ve seen it happen so many times. The first
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time an agent mails out something, it’s usually the introduction letter:
“Hi, my name is. ... I’m going to be your area specialist.” Now, for the
next 30 days, what is that agent going to be thinking about? What the heck
am I going to mail out next? And every 30 days it’s the same story. And it
becomes so stressful, they stop. So, before you start, I want you to make
sure you’ve got your pieces together. I’m going to give you some great
ideas on this later. It’s so easy, it’s ridiculous. And, please, be certain to
have the money before you start.

Developing Your Farm
There are six steps in developing and maintaining a farm from which you
might regularly draw clients.

Step 1: Select Your Target Market
Here are some categories you might choose from. 

A. STYLE OF HOME. Tudors, colonials, capes, etc.

B. UNIQUENESS. Waterfront homes, two families, condos. You could say
these are styles, but I call it “uniqueness” because when you’re dealing
with waterfront homes or legal two families or condos, there are whole
other aspects of that property that you need to know about. With water-
front, you’re dealing with the things like bulkheads and dredging; with
legal multiple families, there’s zoning and whether it pays for itself; with
condos, there’s the board; and so on.

C. PROFESSION. You may have been in a profession before real estate. If you
were a teacher, for instance, there’s a possibility you could create a farm of
just teachers. Or you might just choose to focus on doctors, for example.

D. GEOGRAPHY. It’s possible that if you pick a style of home, that style may
fall into a specific geographic location.

Step 2: Determine the Size
Whether you decide you’re going to focus on geography, profession, style of
home, etc., determine how many people you’re ultimately going to have in
this farm. I’m of the belief that you should not start farming unless you have
at least 500 people, because farming is a pure numbers game. If you started
with only 20 people in your farm, you might not get a lead for 20 years. 

For you to determine the exact number for your farm, you should work
it backwards. Figure how much money you can commit to your farm for a
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year, then divide it by 12 months. That’s how much you can put toward your
mailings each month. Then, simply figure the cost of printing and mailing
for a few different quantities. This will tell you how many people you can
have in your farm.

Step 3: Pick Your Location
Location tip #1: Choose a location within the influence or service
area of your office. Why? Because your office is known there. Whenever I
teach this, it never fails that I have agents whose office is in one town and
who live in another and they want their farm to be where they live. Here’s
an extreme example to show why this doesn’t work. Let’s say your office is
in Texas and you live in North Carolina. Now, does that mean your farm is
in North Carolina? It doesn’t make a lot of sense. The same concept is sound
even if you look at towns. If the town that you live in is not where your
office has influence, you’re going to have an uphill battle.

Location tip #2: Pick a high-turnover area. For years I lived in a town
called East Rockaway. It was the type of town where people are born, live,
get married, and give birth. Then they grow old, die, and leave their house
to their children. That means there is no turnover of property. It would
have been easy to become the area celebrity because no one else was work-
ing it, but there would have been nothing to be had. Instead, you should
look in your MLS, find a printout of all the sold properties in a certain
vicinity, and see if turnover is high.

Here’s another thought. When a new subdivision is built, we know
some things in general. In five to seven years, some people will move
because that’s life. In 10 to 12 years, some will move because they want a
new home and theirs will need a roof, boiler etc. In 16-20 years, some will
move because the kids are gone.

Location tip #3: Pick an area that doesn’t have too much competi-
tion. Remember Mac, my previous broker? Mac listed and sold about 80%
of all the waterfront properties in our area. So, if you came to work in my
neighborhood and you wanted to break into waterfront property, you’d be
competing with Mac. Could you succeed and take the market away from
him? Maybe. But it would be a real battle for you, because he had that cat-
egory and that location locked up. Now, I understand that you might not
be able to find an area that hasn’t been locked up. But if you can, it’s bet-
ter than going head to head with a competitor. What if your office has so
many agents and every agent has a farm in that market area, so there’s
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nothing left for you? Well, then you may have to resort to the outer perime-
ters of the service area or to where you live.

Step #4: Get Computerized
In the old days, BC (before computers), we would tell you to put together a
three-ring binder. But this is outdated. Can you imaging having a three-ring
binder and an individual page for each person in a thousand-person farm?
It’d be hard to manage all that paperwork. That’s why getting computerized
in today’s real estate industry is no longer a luxury; it’s a necessity. Before
you get farming, you must have database software—such as Top Producer,
which is specific to real estate. This software will enable you to effectively
manage your farm. For instance, all of your letters can be customized—
“Dear Stu” instead of “Dear Neighbor”—and an alarm can go off each
month telling you when to mail what to your farm. You can point and click
and your mailing is mostly done.

Step #5: Develop a Mailing List of Names
If your target market is geographic, it’s pretty easy to develop your mailing
list. You can probably download the information from your MLS. If your
target market is a profession, you can buy this list from a mailing list serv-
ice, such as Polk. To find more companies, look in the Yellow Pages under
“mailing services.” You can purchase a mailing list with many different cri-
teria, such as income, occupation, number of children, etc.

Step #6: Mail Out Your Intro Letter
Here is a sample first mailing. Use this when you’re ready to start work-

ing your farm consistently.

Dear Mr. and Mrs. _________:

My name is [your name], and I am the manager of [company and office
name] right here in [your town]. It’s my pleasure to let you know that [agent’s
name] is the new real estate marketing specialist for your area and [she/he]
is qualified to help you and your family with all of your real estate needs. 

[Agent] has been with our office for [years/months] and has an established
track record of superior performance. [Her/His] customers and clients have
praised [her/his] dedication, diligence, and ability to get the most money in the
sale of their homes in the least amount of time with the minimum disruption to
their family and life. [She/He] has earned various awards, including 

[list awards here]. 
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Well, there you have it, the foundation for starting a farm. Now, I’m
going to go through some tips on how to work your farm. 

There are many great ways to do it, but I want you to keep it simple. You
don’t have to do all of these. As a matter of fact, if you just did one of them,
your farm would work. The one I suggest you focus on is mailing out “just
listed / just sold” fliers or letters. If you just mailed out “just listed / just
sold” flyers once a month with a photo on each of these flyers and you did
that consistently, that would be all you really needed to work your farm. But
I’m going to give you a slew of ideas and if you want to do some other things
to break up the monotony, you can.

Tips for Working Your Farm
1. Mail “just listed/just sold” fliers. You can do a series of letters. Here’s

one simple and very effective example. “Dear Mr. and Mrs. Martin, I just
wanted to keep you up to date on what’s been happening in your neigh-
borhood.” Show a chart of properties sold during the previous month
and new houses listed for sale during this same period. 

This is great because all you have to do is send out one of these let-
ters every time you list or sell something. You might also want to send
this out on a monthly basis. You don’t have to do any other fancy,
schmancy mailings. Very simple!

Now, hopefully, you’re either listing or selling one property a
month. If you’re not, you can say, “Here are all the properties that have
sold in your neighborhood from this date to this date.” Does it say that
you sold all those properties? No. But if your face is on the stationery,

There have been numerous changes in real estate regulations and policies
since you bought your home, and [agent] continues to educate [herself/him-
self] to stay current and competitive. So, if you or any of your family members
or friends have any thoughts about selling your home, you can be confident
that [agent] will provide you with superior service in a professional manner. 

You will be hearing from [agent] in the next few days to introduce
[herself/himself] and offer [her/his] assistance if you have any questions
about any real estate related manner. I also invite and encourage you to call
me personally.

We look forward to the opportunity to serve your real estate needs.

Sincerely,

Broker/Manager’s Name
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what does it suggest?
Here are samples of letters you can mail out each month:

Re: Another home sold by Darryl Davis

Dear [Name],

I am delighted to announce that I have sold the home located at:

5 Las Lomas Drive, Power City

We still have many qualified buyers looking to own a home in your neighbor-
hood. If you are contemplating a move or know of someone who is, please
contact us.

If you would like to find out if you qualify for a FREE Over-the-Phone Market
Analysis on your home, simply call me at (631) 929-5555. There is no obli-
gation.

Sincerely,

Darryl Davis

Farm Letter No. 1

Farm Letter No. 2

Dear [Name[,

I thought you might like to know the following homes have sold in your sub-
division.

2367 Powell Avenue

3099 Power Court

2479 Christopher Lane

If you would ever like your home SOLD instead of JUST LISTED, give me a
call. I have a marketing program that works very well in getting homes sold
in your neighborhood.

If you would like a FREE Over-the-Phone Market Analysis on your home, sim-
ply call me at (631) 929-5555. There is no obligation.

Sincerely,

Darryl Davis

P.S. If your home is currently listed for sale with another broker, this is not
intended as a solicitation of that listing.
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I’ve just made farming extremely easy for you. Each month, you could
have your computer “spit out” these letters and all you would have to
change is the property information. I would rotate among the types of let-
ters each month. Quite frankly, if you didn’t do anything else that I teach in
the book from this point forward, you could still see some great results just
from doing these letters (if you have at least 500 people in your farm).

2. Survey calls. After you’ve been doing mailings for a few months, you
call everybody in your farm. Instead of saying, “Have you thought about
selling or do you know anybody who is selling?” it would go like this:

Darryl: Hi, this is Darryl Davis from Power Realty. Oh, you’ve been getting
my mailings? Great. The reason I’m calling is we’re doing a survey. How
long have you lived in the neighborhood? What do you like best about
it? What do you think the most attractive feature is about the neighbor-
hood?

Watch this one: 

Dear [Name],

I just wanted to keep you up to date as to what has been happening in your
neighborhood.

Properties sold from January 1 to January 31:

2367 Powell Avenue

3099 Power Court

2479 Christopher Lane

New Houses listed for sale during January:

4568 Jennifer Way

2755 Easy Avenue

1379 Concord Lane

If you would ever like your home SOLD instead of JUST LISTED, give me a
call. I have a proven marketing program for getting homes sold in your
neighborhood.

If you would like a FREE Over-the-Phone Market Analysis on your home, 
simply call me at (631) 929-5555. There is no obligation.

Sincerely,

Darryl Davis

P.S. If your home is currently listed for sale with another broker, this is not
intended as a solicitation of that listing.

Farm Letter No. 3
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Darryl: If you were to think of moving, where would you move? Oh, when
would you do that?

Homeowner: Oh, we were thinking about moving in maybe six months.

Darryl: Good thing I called when I did. If you were thinking about hiring
an agent in the future, what would you be looking for in that agent?

Great technique! A different type of survey call would ask what changes
they would like to see in their neighborhood. I know some agents who
have had stop signs, lights, and speed bumps installed in a community
because they asked for suggestions in the survey and residents responded.
What a great way to get your picture in the paper, “saving the lives of our
local children”!

3. Find bird dogs. That’s a polite way of saying “nosy neighbors.” There
are certain nosy neighbors who listen to everybody and talk to every-
body and would love to tell you about it. So these are good people who
can find out for you if somebody is thinking of listing or selling. And,
of course, if they give you several leads, you should consider giving them
a thank-you gift.

4. Sponsor a children’s sports team. You can work the crowd by show-
ing up at the games and being in the stands, furnishing the refreshments
that the parents normally furnish each game, and networking. Plus, you
get your name on their uniform and an ad in the local paper that sup-
ports them. (Usually they put out a booklet for the organization.) Also,
whether your team does well or not, you can mail a “Congratulations!”
letter to all of the parents involved. They say the best way to a man’s
heart is through his stomach. I don’t know how true that is, but what is
true is the best way to parents’ hearts is through their children.

5. Car magnets. When driving through your farm, have those suckers on.
When you go to your supermarket, have them on. This is also true for
open houses, previewing, showing, the children’s sports games, etc. And
don’t forget about using unique vanity plates too.

6. Deliver a buyer or seller seminar. I have two tips for you about a
buyer or seller seminar. One idea is you should not do it alone; you
should do it with one or two other agents. The reason is that it’s better
to have others there working with you. Plus, when you combine your
farm with other farms, it’s more numbers for your mailing. The other tip
is to have three or four guest speakers. Consider mortgage brokers, attor-
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neys, home inspectors, remodeling companies, roofers, landscapers,
title companies, movers, pest control people, and home food delivery
businesses. Anyone who can help buyers or sellers to save money in any
way. The guest speakers should pay a few dollars to help offset your pro-
motional expenses. You should promote the seminar with an ad in the
paper with their photos and their titles, so it’s worth it to them. Now, if
you have four guest speakers and each one talks for 15 minutes, that’s
an hour. You could lead into the session for 15 minutes and then con-
duct a 15-minute question-and-answer segment at the end. That’s a one-
and-a-half-hour seminar.

7. Welcome new neighbors. Here’s how you welcome new neighbors:
� DINNER. When people move in, they don’t have the time or the food.

You can bring dinner over or give them a coupon to a restaurant.
� A WELCOME PACKAGE. Put together a package with a basket of cleaning

stuff, light bulbs, change of address cards, and so on.
� A COMBINATION. Along the same lines, you might buy an aluminum

pan, pasta, sauce, cheese, so it’s a welcome package … but it’s dinner.
All they have to do is cook it.

8. Use mailings. Remember, these are for cold mailings—people you’ve
never done business with before. Mail once a month, the letters I men-
tioned earlier or any of the following:
� TESTIMONIALS. You might send a letter to a prospect with a copy of a

testimonial letter on the back. To get testimonials, you can call up
your client who just closed on the house and say, “Debbie, can I ask
you a question? Were you happy with my service? Great. And would
you recommend me to other people? Would you mind doing me a
favor? I’d like for you to write a short testimonial letter saying how
great I am to work with and so on, because I’d like to mail it to the
neighbors and let them know.” The letter should begin with “Dear
Neighbor” rather than “Dear Darryl.” Then you take this letter and
use it as a testimonial in a mailing.

� NOTE PADS. Make sure you put your number on it to encourage peo-
ple to call you for more when they run out. 

� MAGNETS. An oldie, but a goodie. You should see my refrigerator:
Power Program students galore. I don’t feel right throwing them out.

� ARTICLES. For example, if you’re specializing in waterfront property
and you see an article on boating, cut it out and send it to everybody.
Or if you’re specializing in colonials and Tudors and you see some-
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thing about these types of homes, clip it and send it out. Also, if you
see anyone in your farm in the papers (local or otherwise) for some
accomplishment (making the dean’s list, winning a trophy, or what-
ever), with a photo, make copies of the article and send it as a warm
congratulation to that person’s family (in your farm). Send it to the
whole farm so they know that “one of their own” made good. 

� A NEIGHBORHOOD DIRECTORY. To generate a sense of community, cre-
ate a directory of all the neighbors and what their jobs are. Call peo-
ple in your farm telling them you’re putting together a directory of the
neighborhood and everyone’s profession, so whenever residents need
a particular service, they can keep the business in the neighborhood.
Then ask them if they would like to be listed in this directory. Of
course, make sure you include yourself and be very visible. If your
farm is geographic, this is a great one.

� CALENDARS. You can buy the yearly calendar, but one of my student
Power Groups came up with the idea to do monthly calendars. It’s a
foldout piece with a month on one side. Every month, they mail out
this calendar. That’s one way to make sure you stick to a schedule!
What’s awesome about this is you could have your whole year’s worth
of mailings already printed and give them to a mailing house to mail
out for you. You now are mailing to your farm once a month consis-
tently and you only had to set it up once for the whole year.

� SEEDS. I know these top producers who mail out seeds with a slogan,
“Come grow with me.”

� POST-IT® NOTES. You can have Post-it® notes made up with your com-
pany name and logo.

� PENS. Another oldie, but a goodie.
� BROCHURES. Make sure these are written and designed professionally. 
� THE CMA MAILING. Instead of the traditional comparative market

analysis, there are a couple of unique things you can do.
� ADD ON THE CMA, “SEE IF YOU QUALIFY FOR A FREE MARKET ANALYSIS.”

The qualification is whether the homeowners are selling in six
months or less; otherwise, prices would change dramatically and
not be worth their time. This approach creates perceived value, as
it’s not giving away something for free.

� OFFER A “FREE OVER-THE-PHONE MARKET ANALYSIS,” which I covered
in great detail in the Chapter 2, “The Art of Prospecting.” My students
get tons of listings because of this. If people know they don’t have to
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sit through a long-winded sales pitch, they’ll be more apt to call you.
So it makes the phone ring. Remember, the trick is to make sure you
tell them a wide range—“based on this information, I would estimate
that your house is worth between $300K and $350K.” The only way
to narrow it down is to physically see their house, which inevitably
would turn into a listing conversation.

� USE THE LINE, “YOU’D BE AMAZED AT HOW MUCH YOUR HOME IS WORTH!”
It’s a simple line, but very effective. Of course, use this in a hot mar-
ket only!

Seven Tips for Effective Mailings
1. Do shared-cost mailings. Take a business related to real estate—gar-

deners, plumbers, electricians, painters—services that homeowners
would order directly. With your mailing, you do an insert for that com-
pany. It could be a flyer with a little P.S. that says, “This is someone I
know that I recommend to you,” and their business card. Of course, you
ask the business to share some of the cost; that’s why it’s called a shared-
cost mailing.

2. Package stuffers. These are the value-pack cards, such as the “enter-
tainment book,” filled with businesses offering “buy one, get one free”
deals. Direct mail experts have proven that these work. Most businesses
would be happy to let you put one of their coupons in your mailing and
would even be happy to pay for a small portion of the cost.

3. Personalized envelopes. A student of mine started a farm and in just
one year she generated $4,000,000 in sales with fewer than 500 families
in this farm. How did she do this? She used personal envelopes and sta-
tionery, not company envelopes or company stationery, and she
addressed each envelope by hand. (Her letters were typed.) That’s what
I call the personal touch.

4. Use real stamps, not Pitney Bowes stamps. Pitney Bowes is metered.
A metered symbol on the envelope suggests junk mail. Real stamps work
better. And you can even get real stamps that are for bulk mailings.

5. Put teasers on the envelope. For example, “Free Offer,” “Act Now,”
“Announcing…,” “Refrigerate after Opening” for something they’ll keep
on the fridge, “Dated Material Inside.” These are all little enticements for
the prospect to open the envelope.
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6. Different sizes of envelopes. Instead of mailing in a regular business
envelope, you may want to consider an odd size every few months.

7. Use mailing houses. You give them the pieces and the envelopes, and
they stuff, seal, and send them for you.

“Eventful” Ideas
Let me give you a few ideas about possible events. Of course, you don’t have
to do all of these. However, anything you can do to motivate your farm will
make a difference.

Holiday mailings or giveaways. For many of the following tips (partic-
ularly Easter, Halloween, Thanksgiving, and Christmas), consider getting
media involvement. Let the local paper know what you’re doing; maybe
radio or TV stations would be interested. Also, be sure to take photos (dig-
ital is preferred) and send or e-mail them to the media ... and to partici-
pants. Always have your logo sign as a backdrop for the photos with the
year prominently displayed. This way, you can do it each year and it
becomes a natural for your scrapbook.

On Valentine’s Day you could give away chocolate roses. For St. Patrick’s
Day you could do some kind of pin. 

For Easter consider an Easter egg hunt for your farm. Here’s how you can
do this. Do a mailing to your farm and say, “We’re having an Easter egg
hunt. If you’re interested in participating, just come to my office on this day
and pick up your Easter egg.” The families come to your office and pick up
these plastic Easter eggs that are empty. Then you’d tell the families to get
some jellybeans or other candy and fill these empty eggs. And Easter morn-
ing, all of the fathers come to this empty field and plant the eggs. Then, in
the afternoon, all of the mothers and children come and hunt for the eggs.
It’s a great idea because all you’re doing is providing plastic Easter eggs.
Now, if you want to fill them yourself, that’s fine, but it’s all about getting
the people involved. Get them to contribute the candy. Get them to plant
the eggs. And, if you’ve got 500 people in your farm but only 50 families
show up in the fields, it still works, and you’ve mailed out to the 500 peo-
ple in your farm to keep your name in front of them.

For Mother’s Day you can do something with flowers, seeds, forget-me-
nots, etc.

On the Fourth of July you could have flags on the lawn. But beware: don’t
do what one of my students did. She put out nearly 1,000 flags and a lot of
people called to complain because on the flags it said “Made in Taiwan.” 
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For Labor Day you can do back-to-school coupons. Go to local vendors,
tell them you’re doing this big mailing, and ask if they would like to partic-
ipate by providing a 10% off coupon. Visit stationery stores, clothing stores,
dry cleaners, and so on.

On Halloween you could do a contest for the kid who draws the best
pumpkin or cuts out the best face. Or you might mail a coupon out to your
whole farm to come pick up a free pumpkin at your office, from a huge trac-
tor of pumpkins in your parking lot. In addition, instead of just giving out
loose candy, you could place it in a bag that has your company information
on it. This is a great idea because Halloween is the only time of year your
farm comes to you. Check out Amsterdam Printing in Amsterdam, NY (800
833-6231, www.amsterdamprinting.com). At the time I wrote this book, you
could order Halloween bags customized with your company information.

For Thanksgiving you can do a raffle for a turkey or something, but I
think it’s nice to do a food drive for families that don’t have food. 

Around Christmas you can participate in the “Toys for Tots” program.
You call the U.S. Marine Corps or the local “Toys for Tots” coordinator
(www.toysfortots.org) and have your office designated as a location for
dropping off toys for disadvantaged kids.

�          �          �

That’s it for farming. I really hope that you got some ideas and expanded
your thinking on how to work your farm. If there’s only one thing that has
really sunk into your mind, it should be to focus on creating a systematic
approach to identifying and staying in touch with your farm. Plant the
seeds now and water them regularly. You’ll be pleased with how your busi-
ness grows.
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Power Fact
Your office will give you certain building blocks to get you
started—a phone, some important policies and procedures,
maybe a bit of advertising. But it’s up to you to build your

business and take your career to the Next Level.

Overview

T hroughout this book, we’ve discussed the skills you need to build your
career and become good at what you do—such as listing presentations,

prospecting, working with buyers, etc. If you’re truly a “business within a
business” in your office (I’ll explain this concept in just a moment), then as
a business you need to focus on managing yourself effectively. This includes
servicing your client base and farming. It also means that you must focus on
self-promotion. 

As you read this chapter, consider what you can do to distinguish your-
self from all the other agents out there. You may be doing some self-promo-
tion now. If so, read this chapter with an awareness of how effective your
current efforts are and be open to the possibilities of taking your self-pro-
motion to the Next Level.

One last thought. In Chapter 8, “Farming for Dollars,” we covered a lot
of items that could apply to self-promotion. So I encourage you to reread

The Art of
Self-Promotion

CHAPTER 9

Copyright 2003 by The McGraw-Hill Companies, Inc. Click Here for Terms of Use.
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that chapter after you finish this one and look to pull ideas from both in
your promotional efforts.

Eight Essential Concepts of Self-Promotion
1. You are a business within a business. Here’s what I mean. There’s

your company and then there’s you. The company structure is similar to
the McDonald’s Corporation, for instance, compared with an individual
McDonald’s restaurant. The franchiser, McDonald’s, provides the fran-
chisee with the name, national advertising, training on procedures and
policies, and a manual on how to run the business. It’s up to the fran-
chisee to generate revenue, to staff, to do local advertising. In the same
way, your company office provides you with an infrastructure and histo-
ry to boost credibility, an office, a phone, and perhaps some advertising
to back up the name, but it’s up to you to build the sales, to generate the
revenue, to promote yourself, to create supportive business relation-
ships, and, in some cases, to hire people to work for you, such as an
assistant. The bottom line is, you are responsible for your career—so
start thinking of yourself less as a salesperson and more as a busi-
nessperson.

2. Your objective should be to become a local celebrity. In the farm-
ing chapter, I said that being a celebrity means that people in a specific
area know your face, your name, and what you do for a living. Again,
this area doesn’t have to be based on geography; it could be style of
home, waterfront property, clubs, organizations, etc. What are you
doing to stand out from every other agent out there?

3. You must be the center of your marketing. You should be the focus
of your self-promotion, but at the same time, don’t diminish your com-
pany. Does your company have a lot of area clout? Is your broker spend-
ing money to promote the office? You want to ride the coattails of those
efforts. With this in mind, an effective promotional piece or ad should
have the company colors, logo, and name and might have big lettering
of your name along with your photo.

4. You need to be unique. In show business lingo, you’ve got to have a
gimmick or a hook. The same concept is true in sales and real estate.
What makes you unique and different? You might embody this in your
logo and slogan, as we will discuss later in this chapter.
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5. Think perceived value. When I got into speaking many years ago, I
knew I had to have a brochure. So I spent $3,000 for 1,000 brochures;
that’s $3 apiece. Full color, several photos—it was gorgeous. If you
looked at it, you would have thought, “This guy’s been around for a
while.” But that was the first thing I came up with and that was the only
thing I had. I didn’t have demo tapes or a video; I didn’t have cassette
programs. As a matter of fact, I hadn’t even delivered a seminar yet. But
that brochure was my foot in the door to some major companies and
the efforts paid off. 

I’ve promoted a lot of things in my life, and what I’ve learned is this
concept of perceived value: people have to think you’re very successful.
You may not be yet, but you have to send out that image. It’s better to
have one expensive-looking brochure than five shoddy ones.

Here’s another example. I know an agent in Texas who got into the
business about 10 years ago. When she started, she had no listings, but
she knew that listings were important to a new agent. So, she went to
everyone in her office and asked, “Would you like me to advertise your
listings for you?” They’d say, “Sure, less money out of my pocket.” Then,
she’d take out a full-page ad in the local newspaper every week with her
name, so in advertising the listings she was promoting herself. So every-
body reading the ads said, “Wow! She must be a great agent because
everybody is hiring her.” And that’s how she got all her business, just by
doing that. She closed over $2,000,000 worth of real estate in her first
year, back in 1993. Not bad, right? That’s the power of perceived value.

6. Expect to wait one year for results. All your marketing and promo-
tional efforts—slogans, logos, ads, fliers, etc.—need time to sink into the
public’s mind. It might take up to a year. That’s why you should first
master the basics, like prospecting. Prospecting is a short-term method
of creating inventory and it requires many hours of direct effort. Self-
promotion takes fewer hours of direct effort, yet provides phenomenal
results in the long run. The next point ties into this. 

7. The key to success is repetition. If you are going to start doing some
kind of self-promotion campaign, you’ve got to stick with it. You need to
be consistent and persistent to make it work. Remember that your goal is
to be the first agent to come to mind when people in your service area
think of real estate in any way. You want to be their resource, which
means that they must see your name and face so often that they think of
you when they see or hear anything real estate-related. 

164
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Let’s play a game now. I’ll ask you about the first thoughts that come
to your mind as you read the next few lines. Ready? 

“Golden Arches.” 
Did you think McDonald’s? I’ll bet most people would. Let’s try

another one. 
“Things go better with ________.” 
Did you say Coke? 
The point is that you know these names and products because

you’ve seen them over and over for years. The good news is that you
don’t have to market to the entire world like these companies, just to the
people in your immediate service area. 

8. Focus on building a client base. If you do your job to build your
client base—prospecting, servicing listings, etc.—and you’re getting great
testimonials for the work you did, within five years you should be in a
position where your “machine” (the procedures and systems you put in
place to work for you) will provide you with 80% of your income or
more. That’s having eight out of 10 closings provided by “low direct
effort” activities like farming and self-promotion. Nice!

Preparing for a Self-Promotion Campaign
Here are some techniques for preparing your self-promotion campaign.

� ESTABLISH A TARGET MARKET. Just as we discussed in our chapter on
farming, you need to determine who you want to attract and why.
What’s the market that you want to become a local celebrity in? For
example, it could be based on geography, price range, style of home,
etc.

� IDENTIFY YOUR MARKET POSITION. Your market position is what makes
you different from other agents. Your market position could be the
type of houses you work or, if you’re a top agent, your level of pro-
duction. (Later in this chapter, I’ll provide a detailed exercise to help
you distinguish your market position.)

� CREATE A LOGO AND A SLOGAN. (Don’t do this until you are clear
about your market position!) For instance, if you focus on land devel-
opment, you can have a photo of you standing in an open field, with
a slogan that says, “Howard Realtor—Outstanding in His Field.”
There are companies that will do this for you. (I suggest Sendsations,
Orem, Utah, 800 800-8197.) Or you can sit down with some other
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agents and brainstorm. (More on slogans later in this chapter.)

� LOOK FOR AN AREA THAT HASN’T BEEN SATURATED, IF POSSIBLE. Remember
my previous broker, Mac, who focused on waterfront properties? If you
tried to get into waterfront properties in the towns he was in, you’d
have an uphill battle because he had it locked up. So you want to look
for an area that hasn’t been exploited.

� IDENTIFY YOUR COMPETITION’S STRENGTHS AND WEAKNESS. When you’re
in a listing presentation, your competitors may come up in the conver-
sation, so it’s good to know their strengths and weaknesses. If you look
at their strengths, it may give you some ideas that you can emulate and
some tips on what to avoid. Consider these questions for each com-
petitor. What’s his reputation in the community? What’s her reputa-
tion with other agents? What’s his current inventory? What’s her mar-
keting presence? What kind of advertising promotion does he use?
Does she have a logo? Does he use fliers? And so on (see Figure 9-1).

� DESIGN A MARKETING PLAN. Make sure you avoid the “shotgun approach.”
In other words, have a master plan before you start. Some agents do
things on the spur of the moment, without any overall plan. 

For instance, you might go to a seminar and hear about an idea like
a double-eraser pencil. “Isn’t that a neat idea?” you think. So, you buy
these pencils and you put a slogan on them: “Don’t make any mis-
takes—buy your home from Darryl Davis.” Then, you mail these pen-
cils to a bunch of people. A couple of months later, you put an ad in
a real estate magazine. Then you mail out some packets of seeds with
“Come grow with me” printed on them. And you sit back and see
what works. But there’s no cohesive “branding” message. No system.
No clear sense of what comes next.

With the shotgun approach, you try an idea that excites you ... and
then you switch tactics with another idea ... and then another ... and
so on. Don’t keep changing your message, because repetition and con-
sistency are the keys to success in self-promotion.

So, I suggest that you read this next section, get some good ideas,
set aside the money, and prepare the pieces to promote yourself. Have
these pieces ready to go in your office. And carefully target who you
are trying to reach and when. I’ve included a simple chart to help you
plan out your promotional campaign (see Figure 9-2). 

� GET A PROFESSIONAL PHOTO. This is very important. Make sure it’s not
one of those glamour shot photos; it should look like you. Once
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you’ve done this, you’ll want to start to incorporate it in as much of
your promotional materials as possible. Also, it’s not expensive at all
to get your own personalized stationery. 

� SAVE MONEY BEFORE YOU START PROMOTING. You should open separate
bank accounts and start funding your promotional efforts now. Have
money for at least six months of promotion before you begin. Studies
show that people must see your message five to six times before
they’ll remember it. Repetition is the key and you need the funds to
go the distance.

Competition Analysis
Agent Company 

Address Office Phone 

City Age 

Years of Experience Yearly Volume Credentials 

Farm Area Years in Farm # of Houses 

Current # of Listings # of Yard Signs 

Reputation in Community 

Reputation with Other Agents 

Personality Type Specialty 

Assistants 

POOR FAIR GOOD EXCELLENT

Institutional Advertising
Classified Advertising
Direct Mail
Cable Television
Listing Expired Listings
Listing FSBOs
Agent Referrals

YES NO

Uses Personal Brochures
Video Brochure

Figure 9-1. Form for competition analysis
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Identifying Your Market Position
The following is designed to help you come up with your unique market
position. I encourage you to write down your answers.

� WHAT IS MY MISSION STATEMENT? I think it’s really useful to have a mis-
sion statement that declares what you’re about in the area of real
estate. A mission statement is usually one or two sentences that sum
up your business strategy.

I did some training for other sales industries a few years ago and
we did research on the Disney Corporation. Disney’s mission state-
ment is: To provide the finest entertainment to people of all ages everywhere.

Now, wouldn’t you agree that that’s what Disney does?
So, consider what you are committed to in the area of real estate.

What is your mission statement? What one or two sentences sum up
your business strategy in real estate? Now, your office might have a
mission statement. But whether it does or doesn’t, you should create
your personal mission statement. This will give your business some
focus and you could also use it in your promotional materials to let
buyers and sellers know what you are committed to.

ACTIVITY JAN FEB MAR APR MAY JUN JUL AUG SEP OCT NOV DEC

Figure 9-2. Self-Promotion Campaign Chart
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� WHAT ARE MY VALUES? Values are what make up the characteristics of
your business. They represent the rules of the game that you will always
play by, no matter what, and your actions will reflect these values. 

For example, Disney’s values include fun, integrity, service, patriotism,
and conservation. To support this last value, Disney has its own horti-
culture farm. All of the trees and plants on Disney’s property are grown
in a special part of the park, so they don’t have to be shipped in. This
way, they’re not cutting down trees, they’re creating their own. Another
way they conserve is that they have an aqueduct system. If there’s a part
of the park where the water table is low, the water from another part
of the park gets channeled to the part that’s low so that it balances out.
All of this really shows their commitment to conservation.

So, what are your values in the area of real estate?

� WHAT ARE MY CREDENTIALS AND ACCOMPLISHMENTS? Take a look at your
production and major accomplishments. What have you done in real
estate, in life? Write it down now—all your degrees, certificates, train-
ing, experience, and volunteer work. Are you a parent, grandparent,
etc.? Perhaps you’ve won awards in competition or you hold certifi-
cations in other industries. List them all.

� WHO IS MY TARGET AUDIENCE? Again, choose your focus: geography, price
range, ethnic groups, investors, special type of home, style of home, etc.

� WHO ARE MY AFFILIATE CO-SPONSORS? These are other companies and
individuals in our industry that you do business with. They are usu-
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ally the businesses that directly support you in your effort to list and
sell real estate. You should have at least one mortgage company, one
title company, one legal person, one termite company, etc. (We delve
into this, in a slightly different context, in Chapter 11, “Building a
Referral Business.”) You recommend business to them and they rec-
ommend business to you. And, whenever you want to do some kind
of promotion—whether it be a seller seminar, an ad highlighting all
of your listings or open houses, or a direct mail piece—they invest
some money to help offset your costs. In return, you provide expo-
sure for their name and logo.

Immediate Steps to Start Your Self-Promotion
Campaign
Here’s how to get started now on your self-promotion campaign.

Slogans
Slogans are easily remembered and help you stand out from the crowd. You
use a slogan as a way to help people remember you and the fact that you are
in real estate. A slogan can tie into your identity—for instance, it could
rhyme with your name—or it can talk about the types of homes you special-
ize in, the kind of service you deliver, etc. Here are some examples from my
Power Agents:

� Dan the Real Estate Man
� Bob Shield—The Realtor Who Protects Your Interests
� Gaylin King the Condo King
� Claudia Caesar, “The Classic Realtor”
� John Diamond—The Quality Is in the Name
� Ben Munoz—Call Big Ben for the Right Time in Real Estate
� Lisa Gold: Everything I Touch Turns to Sold
� The Equestrian Specialist

Keep in mind that slogans don’t have to tie into your name. It can be
catchy if it rhymes and it’s worth considering. But something catchy about
your target market could be just as memorable.
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Logos
A logo is a visual key that prompts people to remember you by associating
your name and image with an icon. It should incorporate your name and
slogan. The golden arches of McDonald’s, the hands of Allstate, and the
swoosh of Nike are logos familiar to most of us. A logo will add that impor-
tant element of distinction. Have it designed professionally, because it will
stay with you for a long time. A piece of clip art will just look cheap. Here
are a few samples:

Here are some more expensive designs that combine the logo and the
agent:

Figure 9-3. Sample logos

Figure 9-4. Examples of logos with photographs
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Eight Specific Tips on Self-Promotion
Now, let’s take a look at a variety of promotional ideas.

1. Put your photo on everything. Earlier, I told you to get your photo
taken. What if you don’t feel you’re very attractive? Get over it. People
like the personal touch, and your photo is as personal as it gets. Most
important, having a face to attach with a name increases your recogni-
tion. And people are less likely to throw away a photo business card
than one without a picture.

2. Always use a call to action. Your advertising has got to have a call to
action. “Call now.” “Send for a free….” “Call today for your free CMA.”
“Call now for a free video on how to sell your home.” You get the idea.

3. Always invest 10%-20% of your income back in self-promotion.
You’ve got to keep doing that to have the money continue to come in.

4. Use your area code on all of your printed materials. It’s a little
thing, but it makes a big difference—especially if people take a flier or
cut your ad out of the paper in a region away from their home.

5. Don’t use 10 phone numbers in your ads and printed materials.
Phone, fax, and toll-free should be sufficient. I strongly recommend get-
ting a toll-free number, if you don’t already have one. Toll-free numbers
are inexpensive and create perceived value.

6. Use follow-up mailings. Plan these in advance. For instance, if you
did a mailing of a magnet, you could follow up with something else and

Figure 9-5. More examples of logos with photographs
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say, “Last month I sent you a magnet. I hope you received it.” The point
is to make reference to the previous mailing.

7. Use a lot of white space. In all your printed materials and your ads,
don’t get too wordy. Allow sufficient empty space around words and
images. Whether the background color is white, blue, or red, you need
to avoid clutter.

8. Work with affiliates. Remember, these are the businesses that will
help to underwrite your costs, send you business (just like you do for
them), and support you. Lenders, attorneys, title companies—work with
all of those people, as we discussed earlier.

16 Powerful Marketing Tools
� BUSINESS CARDS. Make sure you put your photo on your business

card. And, as recommended just above for ads, if you have 10 phone
numbers on your business card, take most of them off. You should
have only the office number, the fax number, a toll-free number, and
maybe a pager number. Just don’t put your home number on your
card. If you like to give the impression that you’re available, here’s a
better approach.

Let’s say that you’re handing out your card to an interested buyer.
You would say, “So, you like this house and you want to think about
it overnight? My major concern about you sitting on this thing is that
somebody could be buying it as we speak. You know what I’ll do? In
case you should decide tonight, I’m going to give you my home num-
ber. Please don’t give this out, because I don’t give it to everybody. But
you should feel free to call me tonight.” That works a lot better than
printing it on the card. And it makes the buyer feel special.

� “JUST LISTED/JUST SOLD” POSTCARDS. We discussed letters announcing
this information in our farming chapter. There are advantages to post-
cards, however. They’re cheap, easy to handle, and good for mass
mailings. You might use postcards as a change of pace from your
other mailings. 

� NEWSLETTER. I think the best type of newsletter is something specific
to that area. Give quick tips and information relevant to that particu-
lar market—whether it’s about certain home styles, waterfront prop-
erty, condos, etc.—whatever you selected as your target market. Above
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all, make sure your newsletter is worth reading. (There’s more on
newsletters in Chapter 11, “Building a Referral Business.”)

� FLIERS. I think fliers are awesome. They are very inexpensive to put
together. They can be used for “just listed / just sold,” neighborhood
updates, special announcements, mini-brochures, résumés, open
house invitations. Use a lot of pictures and graphics and stay away
from dull, wordy formats.

� PERSONAL STATIONERY. This is necessary if you’re going to focus on self-
promotion. Your photo should be on everything—letterhead,
envelopes, thank-you cards—along with your logo and slogan. I
think it makes you look a little more professional. Consider purchas-
ing a color printer and producing stationery in-house. With today’s
prices, this is very affordable. 

� SEMINARS. Organize and promote how-to seminars for buyers and
sellers. Your affiliate co-sponsors—lenders, title companies, lawyers,
etc.—help you to promote it and share in the cost. It also may be a
good idea to have two or three other agents in your office work with
you in getting people to attend. Don’t do a seller seminar on your
own: it’s just too much to manage. By doing it together, you promote
each other’s farms and share in the leads that come out of it.

� PRESS RELEASES. This can lead to great publicity, if you are successful.
Some newspapers are looking for newsworthy stuff to print.
Consider releases for any courses you’ve completed, events you’ve
hosted, charitable causes you support, neighborhood events, etc.
Some of the events we noted at the end of Chapter 8 are perfect can-
didates for press releases.

� VIDEO AND CD BROCHURES. Video and CD brochures are great.
They’re high-tech and they’re also—what?—expensive. But I’ll tell
you, once you make that initial investment, you’ll make it back over
and over again. Once more, we’re trying to boost our perceived value.

� INSTITUTIONAL ADVERTISING. Magazines such as Harmon Homes or The
Real Estate Book are great vehicles.

� BUS BENCHES AND BILLBOARDS. These can be expensive and usually
charge by the month. However, some agents across the country have
used these as a means of self-promotion with great success. It
depends on your market.
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� TELEVISION AND RADIO. You could use the electronic media, but only
if it targets the audience you want to reach. I know some agents who
advertise on local cable channels and others who have their own talk
shows. When you’re on TV, you automatically become a celebrity. You
may want to look at it, just for the hay of it.

One word about this. You may be thinking, “I made only X dol-
lars last year. I’m not ready for prime time.” So you won’t even look
into the possibility of TV, for example, because you’re too insecure
about it. 

But just think. What does it take to call your local cable compa-
ny, find out what it would cost to have a half hour of airtime, and
then, based on that price, get a sponsor? Besides, in many markets the
cable company is required by law to give free airtime. Now, you have
your name behind a show and you do interviews … and you charge
your guests to get on the show. So, instead of just getting listings, you
have a television program and you’re now perceived as an expert.

� NEWSPAPER COLUMNS. This is a great way to show people in your com-
munity that you’re an expert. The challenge is to sell an editor on the
need for such a column. Or you can simply pay for it like an ad but
it would look like a regular column. This is called an advertorial.
Instead of putting together an ad showing your homes, you write an
article on, say, auctions. When people see your face next to the article
each month or week, they perceive you as an expert and think that the
newspaper has you as one of their contributing writers.

� “FOR SALE” SIGNS. You’re obviously aware of how important “For
Sale” signs are in marketing a home, but if you’re going to promote
yourself, you need to have a rider with your name and photo on it. I
think that’s an important thing to do—and they’re not very expensive.

� MOVIE THEATERS. Can you imagine people sitting in your local movie
theater watching previews and then commercials come on for Coke,
Tom Cruise, … and you! It’s great. If you decide to do a video
brochure, you can take that and make a 30-second commercial from
it. So, now it’s cost-effective because you get two things done at once.
This also may be less expensive than you think. Make some calls and
do the research.

I caution you here just to be careful with big-ticket items. Make
sure that you’ve put enough money aside. You shouldn’t write the
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check if having your promotion fail means you couldn’t pay some of
your bills. But if you have money put aside, it’s an investment—it
either works or it doesn’t.

� PERSONAL LICENSE PLATES. Vanity plates are a good way to get noticed.
What about “REALEST8” or “ISELLHOMES”? Plates will make you
stand out from the crowd and easily identify your profession to hun-
dreds of people each day.

� GIVEAWAYS. Giveaways are advertising premiums. You can do a mail-
ing of seeds and plants imprinted with the slogan, “Come grow with
me,” or a highlighter with “Let me highlight how to get your house
sold.” Isn’t that a cool mailing piece? A double-eraser pencil with
“Make no mistakes in selling your house—hire Darryl Davis.” A cof-
fee mug that says, “Let’s see if we can brew up some buyers for your
house.” Other giveaway ideas include pens, yardsticks, calendars, to-
do pads, customized chocolates, magnets, etc.

Keep in mind, though, what I told you earlier in this chapter: you must
have a marketing plan before you implement any idea. You don’t want to
send out a bunch of different promotional items that don’t coordinate and
wind up confusing people. Make sure your mailings and giveaways reflect a
consistent branding message.

�          �          �

I hope you found this buffet of ideas useful. You now have the founda-
tion for a powerful self-promotion campaign. I want to conclude this chap-
ter by reiterating two things. 

First, make sure you have money put aside before you begin your pro-
motional efforts. Don’t dip into the monies you need to run your personal
life and the day-to-day business of real estate. Every time you get a commis-
sion check, earmark a certain portion for self-promotion and deposit it in a
separate bank account. That way, when you do self-promotion, you tap into
that money. And if it doesn’t pay off, it doesn’t feel like a loss because you
still have the money to run your business and personal life. 

The second point I want to stress is that you should plan a full 12-
month self-promotion campaign. Look at what kind of promotion you’re
going to do during the next year and map it out. Be systematic. Make a plan
and stick with it. Your persistence will pay off.
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Power Fact
Having an assistant requires that you think “outside of the
box.” You have to dream big. You have to recognize that by

having someone else handle the more mundane tasks of your
job, you will be freed up to focus on what you do best—sales.

In the long run, that can only make you money.

Overview

T his topic could be a book by itself. So my focus here will simply be on
the beginning stages of finding, hiring, and getting an assistant up and

running. The purpose for hiring an assistant is to have someone else do the
low-priority activities or hourly wage work to allow you the freedom to do
income-generating activities. The key is to make sure that for every hour
your assistant is working you are generating more money than you are pay-
ing him or her. The differential between what you pay your assistant and
what you are earning is the profit your assistant provides.

You can divide the concept of working with assistants into two basic cat-
egories. The first would be finding an assistant, training him or her, devel-
oping the job description, etc.—in other words, the foundation of working
with an assistant. The second category would be the Next Level of working
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with an assistant. For example, if you’ve been working with an assistant for
a year or so and you’ve gotten into a groove, what do you do to enhance
this? I have chosen here to focus on the first category.

If you have an assistant already, you should still read this chapter with
an open mind to the possibilities for increasing the value and profitability
of your assistant. And for those agents who can’t envision themselves ever
getting an assistant, I want you to be open to the possibility that, regardless
of what level of income you enjoy, an assistant might be a way to increase
your productivity and help you become a top producer.

Let’s begin with the job description, to give you the general concept of
what an assistant can do. Every time I share something that an assistant can
do, I want you to think, “Wow, that’s something I don’t have to do any-
more!” And consider whether or not it would benefit you if you didn’t have
to do it anymore. The main benefits of hiring an assistant are:

� To increase productivity.
� To free you up so you have more personal time, more family time.
� To keep you on track and focused.
� To improve your attitude and self-esteem.
� To increase income.

One final point: What’s the main thing stopping you from hiring an
assistant? Money. I want you to consider that you don’t have to wait to get a
lot of money to pay for an assistant. Later in this chapter, I’m going to give
you some suggestions for hiring an assistant in a way that it really won’t cost
you that much. In some cases, you can do it and it won’t cost you anything. 

What an Assistant Can Do
An assistant can do a number of things that will help you succeed in your
business. Here are just a few:

1. Prepare fliers, fact sheets, and other materials.

2. Take photos and handle keys. You list a property and the assistant
can go out and do all the “scut work” associated with this.

3. Manage the signs.

4. Prepare buyer financial sheets. 

5. Help coordinate brokers’ open houses for you. Your assistant can
help you with the food, the opinion sheets, etc. (There’s a whole
description of this in Chapter 5.) I wouldn’t have this person staff the
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open house; rather, the assistant can be a “facilitator” or “liaison” to
make the event flow more smoothly. This would allow you to do what
you do best, which is work with the “A” clients. It’s important that you
use the brokers’ open houses as an opportunity to press the flesh and do
some public relations and be available for the serious buyers while your
assistant handles the “routine” questions, etc. 

6. Manage public open houses. The assistant can do all the behind-the-
scenes preparation, greet people at the door, increase your perceived
value, and help you manage the open house.

7. Write your ads and call them in. This is especially true if you use my
idea of the ad book, covered in Chapter 1. Once you have a great book
of ads, your assistant will be able to choose the right one for your new
listings, so all you do is approve or reject the ad, saving you time that
you can use to generate additional income.

8. Mail “just listed/just sold” material. You know deep down you’re
probably not servicing your farm too well. One of our Power Program
students used techniques we taught him to start a new mailing cam-
paign and generated 55 leads in one month. However, he was a couple
of weeks late following up with these 55 leads, which cost him dearly.
An assistant would have freed him up so he could contact these people.
Many of us hesitate to hire an assistant because we don’t have the
money, yet we may be losing a lot of money by not hiring one. 

9. Communicate with your sellers, sharing news, updates etc. Your
assistant is your voice. If somebody shows your listing, the assistant can
call and share the results and stay in communication.

10. Mail, fax, or e-mail the agent’s survey. In Chapter 5, we discussed the
agent’s survey postcard and the feedback fax. You probably aren’t utiliz-
ing these techniques to increase your income. Why? Because every time
an agent shows one of your listings, you don’t have the time to send a let-
ter and one of the cards. Well, your assistant could do that.

11. Schedule all of your appointments—buyer appointments, seller
appointments, etc.

12. Input the listings into MLS.

13. Do a printout of new and expired listings. Your office secretary may
be doing that now. In my office, it wasn’t always done. An assistant
could print out all the listings and all the expireds each morning and
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put it on your desk. This way, you can see what’s happening in the mar-
ket and follow up on the expireds. You want to call expireds immediate-
ly or someone else will be in there.

14. Cut out the FSBOs for you. Each morning, a pile of these is on
your desk.

15. Prepare CMAs for all your listing presentations.

16. Service your client base. Your assistant can do the quarterly or every-
other-month mailings, he or she can do calls to keep in contact, etc.

17. Manage mailings to your farm.

18. Coach the sellers on preparing the property. You go over, do the
listing presentation, and leave with the listing agreement. The assistant
comes by in a couple of days, drops off the sign, picks up the key, does a
tour of the property, and gives the sellers some coaching from a civilian’s
point of view on things they can do to enhance the look of the home.

19. Monitor your inventory of supplies and allow you the comfort of
knowing you’ll never run out of something you need.

20. Maintain buyer and seller packages so you’ll never be running
around at the last minute, late for an appointment, trying to put a pack-
et together. Imagine that! Just pick up your packet and go.

21. If licensed, the assistant can do many of the tasks that you do
yourself but don’t directly contribute to increasing your income, such
as meeting appraisers, going to the home inspections, and going to a
closing, if you have multiple closings at the same time. (Please check
your state laws and the rules of your real estate organizations to learn
how a licensed assistant can help you, so you can decide which type of
assistant would be best for you.)

22. Watch out for your own expireds. If any of your listings are about to
expire, the assistant can red flag them for you.

23. Be in charge of “keeping you organized.” The assistant can remind
you about appointments and commitments, remind you to prospect,
and keep you focused on attaining your Next Level.

24. Answer the phone, too. That has a few great benefits: to screen calls
so you don’t have to waste time answering basic questions (dates, times,
general information); to provide a warm and friendly voice when your
prospects, clients, and customers call; to dramatically increase your per-
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ceived value. Be honest now. Aren’t you impressed when you call an
agent’s direct line and get her or his assistant on the phone? Wouldn’t it
be great if other people were that impressed by your assistant?

How to Pay an Assistant
In my opinion, the best way to pay an assistant is with a low base and an
override. Here’s how an override might work. If you look at your production
for the last six months, you may see that you average so many listings and
so many sales per month. Let’s say you average one sale and two listings per
month; the override is for anything over that. If you average two listings, on
the third listing he or she gets $100, on the fourth he or she gets another
$100, and so on. For any sale that you get over your normal one per month,
the assistant could get a percentage of your selling-side commission. So, if
the sale was $200,000 and the total sales-side commission was 3% and
you’re on a 50/50 split, your take would be $3,000. Your assistant could be
paid 5% or 10% of your $3,000. A question that comes up: “Can you pay
an assistant a percentage if he or she is not licensed?” To the best of my
knowledge, yes, you can. But check with your broker or, better yet, get it
from the horse’s mouth, your Department of Licensing.

Now you can structure your assistant’s pay the way I suggested or come
up with your own system, as long as you achieve two very important objec-
tives. First is that your assistant’s override comes from the income you never
would have received without him or her. (That’s why they call it “override.”)
Second is that what the assistant does to earn the override is directly related
to the increase in income. What this means is that you don’t want to give
your assistant a bonus based on the work you did to consummate a trans-
action, but rather on the work he or she did to help the transaction happen.

Now, why does that format work well? It gives the assistant some incen-
tive to help you. She or he takes some “mental ownership” in your business
and is not just showing up everyday. If your assistant had a vested interest
in you, because the more money you make the more money he makes,
would he perform better? And if you gave your assistant her own business
cards that said, “Jane Moss, Assistant to Ed Hunter,” don’t you think that she
would give these out at parties, in the supermarket, to friends, and so on?
You’ve got somebody out there prospecting for you, because she has an
incentive to get rid of the cards, to help you prospect, to help you succeed.

Better still, consider giving your assistant a “powerful title” such as



How to Be a Power Agent in Real Estate182

Marketing Coordinator or Customer Care Representative or Personal Administrator.
The person would still be an assistant, but his or her perceived value would
increase.

By the way, not all people will go for incentive-based pay. Some assis-
tants just want a steady paycheck. The type of assistant who is willing to take
a low base and an override is someone who will be aggressive, an entrepre-
neurial thinker, and that’s a good person to have on your team. Somebody
who just wants a steady paycheck may not be bad either; it would depend
on what you need and how you do business. Some agents need a secretary,
someone to keep things in order and do the administrative work for them.
Others want a bit more. 

Another thing you can do is partner up with somebody in your office
and share the assistant. You take 20 hours; your partner takes 20 hours. Or,
the assistant can do 20 hours a week total, 10 for you and 10 for your part-
ner. Or, you can hire someone to just do certain projects for you (e.g., come
in once a week and file all your paperwork). Everyone reading this book can
afford an assistant doing it this way. 

Here’s one other arrangement you might consider instead of hiring an
assistant: partner up with another agent in your office. For instance, you may
have an agent who’s not doing as well as he or she would like or just does-
n’t want to do some of what we must do in real estate, like prospecting or
attending listing appointments. In fact, it looks like the agent may be leav-
ing on the horizon, although she or he wants to be in real estate. You could
make an arrangement to share the commission—not 50/50, but maybe
80/20 or even 70/30 in your favor. The agreement is this: you go sell, your
partner services. You do listing presentations, buyer’s showings, negotia-
tions, etc. Your partner does the other stuff. Open your mind to the possi-
bilities of what you need and create a position that supports and energizes
you. Maybe your partner does the servicing of the seller, the managing of the
contracts at settlements. You’re the front-line person and your partner is the
back-line person. And you make it clear that you are the president of this
relationship. Any company only has one president, not two, and the presi-
dent always overrides the vice president. That needs to be clear. So this other
agent, in effect, serves as your assistant.

Here’s another thought: if you hire an assistant, you should have him or
her sign a pay and bonus agreement, to cover pay, hours, vacations, etc. But
the most important thing to have in there is something called a non-compete
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agreement (see Figures 10-1 and 10-2). (Brokers and managers should do
this too; it will reduce turnover.) A non-compete agreement states that if
you or the assistant decide not to work together anymore, your assistant
agrees not to work for a competitor as an assistant or even as an agent with-
in a certain period of time—one year, two years, three years. It has to be a
reasonable time frame.

Nondisclosure and Non-competition. (a) At all times while this
Agreement is in force and after its expiration or termination [employee
name] agrees to refrain from disclosing [company name] customer lists,
trade secrets, or other confidential material. [Employee's name] agrees to
take reasonable security measures to prevent accidental disclosure and
industrial espionage.

(b) While this Agreement is in force, the employee agrees to use [his/her]
best efforts to [describe job] and to abide by the nondisclosure and non-
competition terms of this Agreement; the employer agrees to compensate
the employee as follows [decribe compensation]. After expiration or ter-
mination of this Agreement [employee name] agrees not to compete
with [company name] for a period of [number] months and [number]
mile radius of [company name and location]. This prohibition will not
apply if this Agreement is terminated because [company] violated the
terms of this Agreement.

Competition means owning or working for a business of the following
type [specify type of business employee may not engage in].

(c) [Employee name] agrees to pay liquidated damages in the amount
of $[dollar amount] for any violation of the convenant not to compete
contained in paragraph (b) of this Agreement,

IN WITNESS WHEREOF, [company name] and [employee name] have
signed this Agreement.

[employee’s name] [company name]

Date

Figure 10-1. Sample non-compete agreement no. 1
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It’s not necessary that you do this. I know plenty of agents who have
assistants who don’t do this agreement, but I believe it’s a real asset for you,
for a couple of reasons. For instance, let’s say this assistant who has been
working with you for a while decides to leave you or you ask him or her to
leave. Now, the person goes to work as an assistant for another agent in your
same marketplace. Don’t you think that somebody who knows about your
business, your leads, and your processes and is working with this other
agent in another office could be detrimental to you? Obviously, yes. Or,
worst-case scenario—and I’ve seen this happen—the assistant is working
with you and sees all the money you’re making and begins to think, “This
is a great business.” So, the assistant gets licensed. Then, she or he decides
to go to another office down the street, as an agent. Knowing what he or she
knows, that new agent could dramatically diminish your income by using
the skills and techniques learned and honed with you. A non-compete
agreement will eliminate that possibility.

Nondisclosure and Non-competition. (a) After expiration or termination
of this agreement, [employee name] agrees to respect the confidentiality
of [company name] patents, trademarks, and trade secrets, and not to dis-
close them to anyone.

(b) [Employee name] agrees not to make use of research done in the
course of work done for [company name] while employed by a competi-
tor of [company name].

(c) [Employee name] agrees not to set up in business as a direct com-
petitor of [company name and location] for a period of [number and
measure of time (e.g., “four months” or “10 years”)] following the expi-
ration or termination of this Agreement.

(d) [Employee name] agrees to pay liquidated damages of $[dollar
amount] if any violation of this Agreement is proved or admitted.

IN WITNESS WHEREOF, [company name] and [employee name] have
signed this agreement:

[employee’s name] [company name]

Date

Figure 10-2. Sample non-compete agreement no. 2
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There’s one last thing to bring up in this section. I’ve suggested that
before you hire an assistant, you save some money. Save for three months
of her or his salary so it won’t be stressful for you when you hire. Also, put
aside some funds, because when you hire an assistant, your production may
go down the first 30 days. Why? Well, what do you think you’re going to be
spending all your time doing in the first month? Training your assistant. So
in order to get the person up and running, it’s going to take away from some
of your production. Be prepared for this monetarily. Of course, if you hire
an assistant who has worked for another agent, your training time will be
shortened and you might even learn something from him or her.

Where to Find Assistants
Here are some prime candidates to become your assistant:

� A PART-TIME AGENT. If you have a part-time agent in your office who’s
not cutting it, you could work with him or her.

� EXPIRED OR NEW AGENTS. “Expired” doesn’t mean “dead.” They’re
expired because they used to be licensed but they dropped out of the
business for whatever reason. You could also work with new agents
who you can mentor. To recruit other active agents, you could use a
flier like this one:

Attention Realtors:
Earn a salary plus commission.

Are you willing to work hard and follow instructions?

Would you like to work directly with a strong agent and learn the 
business from a different perspective?

If so, I will offer the following package:
1. Salary of $1,000 per month, plus
2. Commssion split of 50% on your own deals, plus
3. A new car allowance after 6 months, plus
4. Bonuses tied to team production.

If this caught your attention, let's talk.

Your name
Office
Contact number
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� PAST CLIENTS. Here’s a letter you can send to all of the people in your
client base, to recruit assistants. 

Besides helping you to find an assistant, a letter like this shows that
things are going well for you. And even if you don’t generate any assistant
leads, it will help you stay in touch with your client base and increase your
perceived value as an agent.

� FAMILY OR FRIENDS. This is my least favorite, as mixing business and
personal lives often gets messy. However there are many great fami-
ly/work relationships.

� A LOAN PROCESSOR. These people are worth looking at because they’re
overworked and underpaid.

� A SECRETARY FROM ANOTHER OFFICE. Just be careful with this one. This
is how it might work. When you go to pick up a key or call another
office, you might just say to the secretary, “I’m looking for an assis-
tant. If you know of anyone, have them give me a call.” Now, if this
secretary is unhappy with his or her current office and calls you, I
don’t think there is anything wrong with that. But what I don’t want
you to do is go to a competitor’s office and say to the secretary, “Are
you happy here? Because if you’re not, I’m looking for an assistant.”
That’s too aggressive and, I feel, inappropriate.

� ADVERTISE IN THE NEWSPAPER. Here are some sample ads:

It’s been some time since we’ve spoken, and I hope all is well with you. The
reason I’m writing is because business is going very well for me, thanks to
people like you. As a matter of fact, business is going so well that I can’t han-
dle all the details and administrative work without it cutting into the time I
can spend with people, helping them with their real estate needs. 

I’m at a point where I need to hire a personal assistant. Do you know of
someone who might be interested? The hours are flexible, about 20-30
hours a week. Most of the work would be paperwork and follow-up in my
office. This person should have dependable transportation and some com-
puter skills and come across as warm and friendly. If you know anyone who
would like to get into the exciting business of real estate, please ask him or
her to call me. Thank you very much, and I look forward to talking with you
soon.

Sincerely,

[Realtor’s name]
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SECRETARY PART-TIME
20 hours/week. Basic computer skills
necessary. Wading River location. 
631 929-5555. Leave message.

ADMINISTRATIVE ASSISTANT
Local real estate office is looking for
organized secretary to work full time.
Excellent phone and writing skills
required. Send resume to:
Power Realty, 1010 Post Road
Lane, Peoria, IL 61602
Fax to: 555 323-1234

SECRETARY, PART-TIME
Flex hours. Excellent phone skills &
knowledge of computer. Microsoft
Word a plus. Start at $10/hour plus
health benefits. E-mail resume to 
yourname@youroffice.com.

Here’s a good time management tip: when you advertise, consider giv-
ing a fax number and an e-mail address, rather than your office phone num-
ber, and ask applicants to send a résumé instead of calling. This way, you’re
managing the responses and you decide who to call back and when.

� SOME OTHER PLACES TO LOOK FOR AN ASSISTANT ARE: court reporting
school, secretarial schools, colleges, and temp services (usually too
expensive, however).

The Interview Process
When you talk with applicants on the phone, listen to how they sound.
When you ask them a question, do they elaborate or do they give one-sen-
tence answers? Here are questions for the telephone interview.

� Are you currently employed? Where?
� In what capacity?
� Why are you leaving?
� What’s your educational background?
� Do you have dependable transportation available to you? (That’s an

important question because she’ll need a car to work with you.) 
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� What type of work appeals to you?
� What is your strongest trait? (I love this question because he usually

can’t tell you. You can hear him thinking on the phone. This question
gives me insight into the person, going beyond the scripted answers
he’s rehearsed over and over again.)

� What are your skills?
� How many hours are you looking for?
� What salary do you feel you’re worth? What is your minimum salary

requirement? (Shey’ll say, “Tell me, what does it pay?” Ask her to
bring in her résumé and a business letter that she’s typed, then you’ll
talk.)

Let me give you some tips on the live interview. The first suggestion is to
meet in your company office. You may have an office in your home. I would
not recommend that you meet applicants there. Why do I say that? First,
your office is the center of your business and is probably much more
impressive than your home office. In addition, you might make her feel
uncomfortable, particularly male agents interviewing women as potential
assistants. Instead, have her come to the office. Ask the front secretary to
thank her for coming, offer her some coffee, and hand her the application.
It creates a professional atmosphere and one where you are in control.

Here are a few specific tips to help you in this process:

� READ THE APPLICATION WITH A HIGHLIGHTER. When you go through the
application, highlight some of the things you want to ask him. You
want it to stand out, rather than making notes on it.

� LOOK FOR THE NEGATIVES when reading their application. You can find
a reason to hire any applicant. You will want to because you’re prob-
ably a good person, so you’re going to look for the good in other peo-
ple. What I find works best, however, is when I look for reasons I
should not hire him. Now, if I can’t find a great reason for not hiring
an applicant, what should I do? Hire him or her.

� CHECK HER TYPING AND PROOFREADING SKILLS. See how fast she types
and have her proofread a letter where you’ve purposely made some
mistakes. If a prospective assistant finds a mistake you didn’t know
you made, try not to look too excited, because you haven’t discussed
pay yet.

� DO NOT HIRE ON THE FIRST INTERVIEW. During the interviews, you’re
not just checking out the applicants, they’re checking you out as well.
When you hire right away, you weaken your position. You look too
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desperate. If you say, “Let me get back to you,” they leave thinking,
“Gee, I hope I get the job.” It kind of turns the table and puts you in
control.

Red flags to watch out for:

� SHE’S LATE. I’m not saying you should not hire anybody who shows up
late. But if an applicant didn’t have the courtesy to phone you and tell
you that she would be a few minutes behind, that’s a red flag.

� THEIR APPEARANCE. Let me give you a rule of thumb. When you see
applicants in their interviewing outfits, that’s the best you’re ever
going to see them dressed. Why do I say that? Aren’t they trying to
look their best on an interview? So if they do all that and they still
look terrible, well, it’s not going to get any better after that.

� SHE GIVES YOU TOO MANY SUGGESTIONS on how to do your business.
Now, there’s a fine line here. If she seems creative and helpful, that’s
good. But when she’s a little bossy about it, like “Just hire me, darling,
I’ll tell you how to do your business. You’ll be in good hands,” you
should run the other way.

� HE INTERVIEWS YOU. It’s natural for and applicant to do some kind of
interview of you, right? He wants to check out benefits and find out
“what’s in it for me?” However, out of respect for you as his poten-
tial employer, he should allow you to do your thing. You might
explain the job description, your goals, how you see a typical day,
then ask him, “How does that sound?” When you’re all finished, he
might ask you questions: “How much does it pay?” and so on. But
if an applicant doesn’t even allow you to share your vision before
trying to find out what’s in it for him, that’s a red flag. The applicant
is too self-centered.

� SHE HAS A NEGATIVE ATTITUDE. Watch out for applicants who come in
with a long list of complaints about the weather or the traffic on the
commute to your office. I’d be especially wary of applicants who gripe
about their former employers and give you a laundry list of ways in
which they were wronged. What do you think they’ll be saying about
you before too long?

� LONG GAPS BETWEEN JOBS. This is a red flag unless the long gap was for
a good reason, such as caring for an elderly relative, pregnancy, sab-
batical, etc. Another version of this is when he’s had five jobs in the
past four months.
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The Live Interview Conversation
Earlier, I gave you a few brief tips on live interviews. Let me go through the
specifics on how you might conduct the live interview.

I’m glad you came in. I’ve set aside sufficient uninterrupted time to
conduct the interview so we won’t be disturbed. Let me give you an
overview of what I would like to cover. First, I want to review your
background and experience so that I can decide whether the job is
suited to your talents and interests. After we have covered your back-
ground, I want to then give you information about our organization
and the specifics of the job. Then I can answer any questions that you
might have. Sound good?

Work Experience
A good place for us to start would be your work experience. I’m inter-
ested in the jobs you’ve held, what your duties and responsibilities
were, your likes and dislikes, and what you felt you might have
gained from those jobs. Let’s start with a brief review of your first
work experiences, those you might have had part-time during school
or during the summer, and then we’ll concentrate on your more
recent jobs in more detail.

� What do you remember about your very first job?
� Tell me about a day you got to work on time, only because of extra

effort.
� Tell me about a time when your organizational skills made a project

successful.
� How did you organize your work in your last position? How did you

handle the unexpected?
� Why did you leave your last job?
� Do you have a computer at home?
� Do you have any sales experience?
� What computer skills do you have? What is your typing speed? Can

you take dictation? Have you worked with desktop publishing?
� If I called your last employer, what would he or she tell me?

Education
Why don’t we start with high school briefly and then cover more
recent schooling and any specialized on-the-job training you may
have had. I’m interested in the subjects you preferred and your grades.
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� What extracurricular activities did you participate in?
� What was high school like for you?

Activities and Interests
Turning to the present, I’d like to give you the opportunity to men-
tion some of your interests and activities outside of work.

� What hobbies do you have and what do you do for fun and relax-
ation?

� Are you involved in any community activities and/or professional
associations?

Self-Assessment
Now let’s try to summarize our conversation.

� Thinking about all we’ve covered today, what would you say are some
of your strengths—qualities, both personal and professional, that
make you a good prospect for any employer?

� I’d like to hear about areas you’d like to develop further. All of us have
qualities we’d like to change or improve. What are some of yours?

Transition to Information-Giving Phase
You’ve given me a good review of your background and experience
and I’ve enjoyed talking with you. Before we turn to my review of our
organization and the job, is there anything else about your back-
ground you would like to cover? Do you have any specific questions
or concerns before I give you information about the job and the
opportunities here?

At this point, you would share specifics about your company (how long
in business, market share, etc.) and the actual job responsibilities. After
you’ve done that, the live interview is over. Tell them you need time to check
their references. Let them know when they will hear back from you, one way
or another.

Checking References
When you call to check on their references, ask for human resources, assum-
ing there’s somebody who does the hiring and letting go. Don’t ask for the
contact person on their résumé or application. 

The reason you do this is because you need to check the title of the per-
son they recommend you call. For instance, they might give you a name for
their immediate supervisor, but when you call human resources you find
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out that the person named is the janitor. In other words, applicants may put
the name of a friend who will say nice things on their behalf. So, you’re
checking the integrity of their application by making these calls.

Here are some good questions to ask when you call and check refer-
ences. 

� What were the dates of employment?
� What was his/her position?
� Who was his/her immediate supervisor?
� What was the reason for leaving?
� What were his/her responsibilities?
� The job he/she is applying for requires ________. Do you think

he/she would be a good candidate for this?
� Is he/she eligible to be rehired?

Day One for Your Assistant
Let’s briefly walk through your assistant’s first day on the job.

1. Have him or her sign the pay and bonus agreements.
2. Take him or her on a tour of the office and introduce your new assistant

to everybody.
3. Show where she or he will be working.
4. Have your assistant prepare a phone list. This list would consist of your

attorney, title companies, termite inspectors, etc. If you don’t already
have a phone list like this, have him or her put together a master phone
list. Help out by providing the right resources. You might have up-to-
date cell and pager numbers, as opposed to your old rolodex.

5. Explain the office equipment, all the mechanical stuff—the copier, the
fax machine, the computer, etc.

6. Have your assistant read company literature. This way, he or she mental-
ly buys into the company and its values and understands about the
company’s history. Now, if somebody calls, your new assistant already
has “ownership” in the company.

7. Have him or her send a letter out to the other applicants. What’s great
about this is you don’t have to call these people back … and she or he
feels great doing this task.

8. Explain the basic concepts of real estate. On the first day? Yes! Now, I said
the “basics.” I did not say teach him or her 45 hours of real estate.
Explain commissions, buyers, sellers, percentages, etc.—Real Estate 101.



Working with Assistants 193

Training Your Assistant
� Computer classes. Send your assistant for any training needed to be

up to speed with the technology skills your office requires. Naturally,
you should look to hire someone who already has these skills. But if
an impressive candidate just needs to be taught how to use a specific
contact management program, take care of it.

� MLS classes. Send your assistant to the MLS Board for classes. 
� Company new agent training, if available. Of course, you should

pay for it if there is a charge.
� Cassette tapes that might help. These could be motivational or

about specific real estate or job functions.
� Manual, if you have one. If not, consider creating one. When I had

assistants, I used to train them to use a word processing program.
Invariably, the next day after I showed them how to do something,
they’d come back to me and ask me how to do it again. So I had this
brainstorm. Wouldn’t it be great if there was a manual with tabs—
one for “Computer” and another for “Buyer Appointment” and
another for “Listing Appointments” and so on? So, whenever you
teach your new assistant something in these general categories of real
estate, make sure he or she writes it down in the appropriate tab.
(Check to make sure.) This way, your assistant creates a training man-
ual that she or he can check whenever necessary, without bothering
you. Another thing that’s great about this is that if you hire another
assistant, whether a second or to replace this one, you’ve got a train-
ing manual.

One last note. You should not hire an assistant and have him or her do
telemarketing too. The job description should not be to run the business
and then prospect for so many hours a day. Why shouldn’t you ask your
assistant to do that? Because he or she is not going to prospect, not with
other paperwork to do. Face it: you don’t prospect because you don’t have
time because you have paperwork to do. So you should hire an assistant
who just manages the business. Then, if you want to have someone prospect
for you, hire a telemarketer. The only prospecting I would have an assistant
do is send out the mailings to your client base and your farm. That’s very
non-threatening and clerical.

�          �          �
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Now you have the foundation for working with an assistant. There are
two items I want to leave you with if you decide that you’re going to work
with an assistant. First, in some ways, you’re taking on the responsibility of
making sure your assistant gets paid. Many people quickly come to recog-
nize when they hire their first employee that there is a human being ... and
often a family ... who now will be relying on the income that they prom-
ised. Second, in Chapter 1, we talked about various projects and about
opening a separate bank account and setting money aside for those projects.
I want to remind you of that because I think it’s so very important, before
you get an assistant, before you place an ad and start interviewing candi-
dates, that you’ve put aside three or maybe four months of salary. This way,
when you hire an assistant, you don’t spend the first two weeks upset or
obsessing about how you’re going to be able to afford your new business
investment.

And that’s the way you need to look at this. An assistant is an investment
in your future. For that investment to start paying dividends, you need to
commit to it and move forward, even when it seems difficult at first. This
chapter gave you the blueprints for your project. It’s up to you to have a big-
ger vision of your career and all that you can achieve with an assistant sup-
porting you.
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Power Fact
It’s been said that a cold lead is afraid of being taken

advantage of, while a referral is afraid of being taken for
granted. Referrals present a viable and lucrative revenue
stream to real estate professionals. The key is to cultivate
and communicate with your client base and harvest the

referrals you are now missing.

Overview

Building a referral base is about developing a long-term relationship
with people by giving them something of value over and over again,

creating a reciprocal obligation so they’ll want to share referrals and even
their personal business. As you read this chapter, I’d like for you to keep one
key question foremost in your mind. Ask yourself, “How can I generate
more referrals from people who know and like me?” Be committed to this
concept and to building your business so it’s based more on referrals rather
than on FSBOs and expireds. Start considering questions such as “What can
I do to stay in touch with my past clients? What can I do to impress them?
What can I do to have them be willing to allow me to serve their friends, rel-
atives, colleagues, etc.?”

Building a
Referral Business

CHAPTER 11

Copyright 2003 by The McGraw-Hill Companies, Inc. Click Here for Terms of Use.
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Three Truths About Referrals
Let’s look at what I call the three truths about referrals.

Truth #1: Referrals Save You Time and Money
As you know, we can make money in real estate in several ways. There are
FSBOs, expireds, door knocking, open houses, etc. Most of these methods
require active prospecting, meaning you must generate the lead, appoint-
ment, etc. out of your own effort. The referral prospect is passive in that you
are cultivating your referral base to give you the leads, which then become
prospects.

The great thing about referrals is that you can make more money in less
time ... and with significantly less aggravation. I’ll give you an example of a
sale I made a long time ago.

Susan and Tony Boccia—I just liked them. They were really nice people.
They were a young couple; I was young at the time. They had one child and
two dogs. They bought a ranch from me in Baldwin Harbor on Long Island,
New York. It was a corner lot, a really nice piece of property. So over the
years I stayed in touch with them. Periodically I’d call them or, if I was in the
area, I’d drop by. I had written down notes about the age of their children,
about their dogs, and so on. So I would ask them “How are things going
with the kids and the dogs?”

About a year later, they called to tell me that they wanted their sister to
buy a house near them. They put me in contact with their sister and I sold
her a house. Then, a year later, they grew out of their first house and want-
ed to buy a bigger home. So they listed their house with me; I sold it and
then sold them another one.

In other words, from Susan and Tony Boccia, I generated in my pocket
$10,000 in commissions over a two-year period. That’s an average of $5,000
a year just off of this one couple! You see, referrals already trust you much
more than a complete stranger would. So you don’t have to spend a lot of
time initiating relationships with them. In contrast, when you talk with a
FSBO, for example, you have to break down this barrier that he or she has
about you—real estate agents are all the same, they’re used car salespeople, you
can’t trust them, etc. But the opposite is true with a referral. Most of the time,
they’re calling you because you have this third-party endorsement.
Somebody else is out there saying how wonderful and great you are. So, a
referral already has a positive impression of you. This, in and of itself, will
save you a tremendous amount of time and money.
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The longer you’re in this business, the more you should be focused on
building your referral base, because you can get to the point where this can
generate enough business so you don’t have to go out in the cold and talk
to strangers.

Here’s a terrific example. One of my Power Agents, Annette Mena from
Long Island, graduated from The Power Program in 1993. In that year she
made about $68,000. Of the $68,000 in her pocket, 85% came from peo-
ple she’d done business with before. Oh, and there’s one other thing: she
worked only six out of 12 months. She could do that because 85% of her
earnings came from her client base, which consisted of 352 people she’d
worked with before.

Truth #2: Referrals Help with Your Retirement Fund
When you’re building a referral business, I want you to think about your
retirement. Here’s what I mean. In the insurance industry, they have a great
setup. Every time a salesperson sells you an insurance policy, that salesper-
son keeps getting a little residual as long as you’re making your premium
payments. It’s not a lot, but it keeps coming. In the first year, the agents
make the bulk of their commission, then after that they just get a little resid-
ual. But you keep multiplying those residuals by hundreds of clients. There
are some insurance people making a ton of money every year and they’re
not even actively working insurance anymore. I want you to consider this
concept of residuals in your real estate career.

When you decide to get out of real estate, what are you going to do with
your past clients? You can take your client base, your referral business, and
sell it to another agent. But, you can’t sell it to another agent if you don’t
have good systems in place where you can quantify the money you’re mak-
ing from referrals. You need to be able to show another agent, “Here’s my
system, here’s my client base, and here’s how much money I’ve been mak-
ing from these people.” You’re selling a system, not just a list of names. So
the sooner you get this system in place for yourself, the better that will posi-
tion you for when you want to get out of real estate.

A perfect illustration of this is Jay Bayliss. Jay lived in Fairfax, VA, and he
used to list and sell. When he got out of real estate, he sold his client base
to another agent for $10,000. He did this because he could show that agent
how much money he generated just from his referrals. Could you put a dol-
lar value on your book of business?

Here’s a formula that I find works really well.
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Take your last three years (because three years is substantial enough to
show somebody that any given year was not a fluke) of income you gener-
ated from your client base and come up with an average. You could sell it
for 80% of that average. This percent is not an exact number, but it sounds
good to me because it would take less than one year of business from just
that client base to pay for itself. 

So, let’s say that your average comes out to $50,000 a year; 80% of that
is $40,000. You would then sell your book of business for $40,000. Now,
there’s a good chance that the agent you’re selling it to is not going to have
$40,000 in his bank account to buy your business, so here’s the best way to
get paid. I would not do referral fees—in other words, arranging that every
time he does some business with one of your past clients, he sends you a
referral fee—because that’s a nightmare to track. Instead, you create a note.
You tell him $40,000 at X percentage spread out over X years. With a bal-
loon, without a balloon, pay interest only for a period—whatever you like.
If you sold your book of business for $40,000 at an 8% interest rate for a
period of four years, you would receive almost $1,000 a month. And what’s
really great is that this is completely passive income. You are now benefiting
from the groundwork you laid throughout your real estate career.

Truth #3: Referrals Are Built Through 
the Client Value Chain
In building a solid and strong relationship with your past clients, it’s impor-
tant that you try to move them up the Client Value Chain, starting with
Awareness Bonding and ending at Advocacy Bonding. 

1. Awareness Bonding. To have people know your name, face, and what
you do for a living.

2. Identity Bonding. A deeper connection with prospects and customers.
This is accomplished through publicity and community service pro-
grams, such as fund-raisers.

3. Relationship Bonding. You begin to recognize a customer’s relation-
ship bond with you by acknowledging his or her devotion. This might
be accomplished through special gifts and/or a loyalty program.

4. Community Bonding. The bond between the client/customer and you
shifts to a bond among clients. An example is residents in a certain sub-
division who love where they live and talk about this with others.

5. Advocacy Bonding. The customer feels such deep loyalty to you that she
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or he will actively promote you and help build your business. You should
strive to have your past clients reach the level of Advocacy Bonding.

Nine Tips for Building Your Referral Base
One category of potential referrals would be anyone who has bought or sold
real estate through you in the past. Another might be people who haven’t
done business with you but who know you very well and like you as a per-
son. This might be family or friends. Another could be members of an
organization that you belong to outside of real estate, where you’re very vis-
ible with close associates.

In Chapter 8, “Farming for Dollars,” we discussed staying in contact
with your farm, which is made up of people who don’t necessarily know
you, like you, or trust you personally. While these people may know of you
because you’ve been mailing them once a month, they don’t know you as a
human being. These are not potential referrals. For right now, I want you to
think, “Who are the people that I know, who like me, who trust me, and
who might be willing to directly refer others to use my services?” These
would make up your referral base.

Here are some tips to help you move forward.

Tip #1: Interview other top agents. These must be agents who are suc-
cessfully doing the very thing that we’re talking about here—building an
effective referral business. Ask them questions. Tell them you want to take
them out for dinner or lunch so you can get some coaching from them.
Ask them how they’re staying in touch with their past clients, how many
times a year they’re doing this, what types of mailing pieces they’re using,
what software they’re using. Gather as much information as you can and
start developing your own plan of attack.

One other thing. When asking for advice, it’s vital that you offer to serve
them in return. So, ask if there’s anything that you can do to help. Perhaps
paying for dinner is enough. But if you want to establish an ongoing men-
tor relationship, consider whether you could do something to help these
agents be more successful as well.

Tip #2: Categorize the clients. First, separate out your current buyers and
sellers. You see, they’re not past clients yet. If some current clients already
trust you and you have a good connection with them, put them in. The key
is that you are able to pull up this special “hit list” of people in your data-
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base with ease.
Regardless of which database or client tracking software you use, you

should categorize your referral base. You might divide it into “Special Client
A” and “Special Client B,” for example. “Special Client A” might consist of
people who are most willing to send referrals to you. This is likely the top
20% that’s going to generate 80% of your referral business. “Special Client
B” might be people who would refer business to you if they knew how or
were motivated to do so. You’ll have to work this group a little bit different-
ly. You can create other categories if you find it useful.

Tip #3: Treat the referrals right. When you get a referral, you have to
treat her or him a little bit differently from the FSBO or the people who
came to an open house. Why? Because John, the referral, is going to tell his
friend, Mary, who referred him to you, exactly what you did or didn’t do for
him. Do you see how that’s going to impact Mary? If you don’t take care of
her friend, John, why should she refer anybody else to you? So, be sure you
are courteous, that you keep your word every step of the way, and that you
deliver impeccable service.

Here’s one other tip. When you sit down with this referral, you should
manage his or her expectations by telling her or him how you work. This is
vital, because it’s not uncommon for referrals to have unrealistically high
expectations of you. Mary told John how awesome you are, so he might
expect you to show him every single house on multiple listing in his price
range ... and then some! Or the new listing, who was a referral, might expect
you to cut her lawn every week so the house looks good. You get the idea.
Be open. Be kind. Tell them how you are ... and aren’t ... going to serve them.
And do what you say you’ll do.

Tip #4: Adopt orphans. If you remember, we touched on this in our chap-
ter on prospecting. An orphan is somebody who has bought or sold real
estate through your office and the agent who was involved in that transac-
tion no longer works for your company. So you go to your broker or your
manager and ask for all the closed files over the past several years of people
who worked with that agent. I’ll bet you in that set of files there are many
people who are thinking about selling their homes.

Here’s an outline of the dialogue you can use to call them:

Step 1: Identify: May I speak with [Name of person]?

Step 2: Introduce: Hi, this is Darryl and I’m calling from Power Realty. How are
you?
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Step 3: Reason: The reason for this call is to apologize. It seems as though you
bought [or sold] a house X years ago through our company and the agent who was
involved in the sale is no longer working for us. The reason for the apology is it
seems as though we lost touch with you. So I’ve been appointed from our company
to be your new representative. If you should ever have any real estate questions, you
can feel free to call me personally.

Step 4: Questions: 
� By the way, how are you enjoying the house?
� Have you made any major improvements to the house?
� What do you like best about the neighborhood?
� Have you ever thought of moving?
� If you were to move, where would you move to?
� If you could have a larger home or in a different neighborhood, for the same

monthly payment, would that be of interest to you?

Step 5: Invite Action: One of the services we are now offering is an updated mar-
ket analysis of a past client’s home. It’s possible you could move to a larger home
and have your monthly payments stay the same. I’d be happy to come by tonight
and see what the current value of your home is; you could be amazed at how much
it is worth.

Tip #5: Get in touch with the expired real estate agent. Expired agents
have retired from real estate or quit the business for whatever reason.
However, they still have their license active. Some Boards of Realtors track
when an agent is active or inactive; check with your Board. You can also ask
your broker or manager for a list of agents who used to work in your office.
When you call them, the dialogue may sound something like this:

Darryl: “Hi, Mary. This is Darryl from Power Realty. How are you doing?
The reason why I’m calling is because I know you used to be in real estate
X number of years ago, and I wanted to ask if you still have your real
estate license?”

Mary: “Well, yeah, it’s still active.”

Darryl: “OK, great. Let me ask you, would you be interested in some really
nice passive income?”

And he’d have to be a bowling ball to say “no” to that. So, assuming he
says “yes,” you explain that you want to gain access to people he has sold
houses to or any listings that he sold. In a nutshell, you want to adopt his
client base. Once you do this, you can have that agent send out a letter to
his client base introducing you as somebody to call when they are thinking
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about selling or buying real estate. Here’s how it might sound.
You can then do a follow-up call to those people or send your own fol-

low-up letter.

Now, while you’re in touch with these agents, you might as well go the
extra mile. Tell them that you’re building a referral business and ask that
they refer anybody that they hear of at the supermarket or the Kiwanis Club,
etc., in return for a referral fee. You can do a flat 20% referral fee or a slid-
ing scale. For instance, 10% if they just give you a name and telephone num-
ber but no real information or 20% if you get a name and number plus a
whole background on these people. You could also do a sliding scale of 10%
on the first two leads a month that someone is sending you, then jump it
up to 20%, as an incentive.

Dear [Name of person],

It’s been my sincere pleasure to serve you as your real estate agent in the
past. However, at this point in my life, I’ve decided to move forward onto
other interests.

As one of my valued clients, I want to make sure that you are taken care of.
I want to be certain that if you ever have any real estate questions you will
be represented by someone of excellent character and superior profession-
alism. One such individual is [your name]. He/she provides a whole list of
complimentary services to his/her clients and his/her commitment is to
serve you unconditionally.

If you know of someone thinking of buying or selling a home who would
appreciate the kind of service I have offered you, [your name] would love to
help them. In closing, thank you for the opportunity of serving you in the past.

Sincerely,

Your name

Dear Michelle,

How are things back in “civilian life”? Do you miss the frantic calls, people
who don’t show up for appointments, and everyone who says, “I’ll get back
to you” and doesn’t? I didn’t think so.

I am writing today because I was thinking of how much time and effort you
gave to your real estate business and what a waste it would be for all of that
work to be lost now that you are out of the industry. I have an idea that I
would like to share with you, in person, about how you can continue to gen-
erate referral income from real estate even though you are no longer active.

What I propose, in a nutshell, is that you contact your client base, let them
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Tip #6: The endorsement letter technique. I got a letter from Tony
Robbins telling me about a great financial planner that he has used and how
he highly recommends that I contact this person. Now, I didn’t contact the
person, because I knew it was a mass mailing and I don’t know Tony person-
ally, but I was really impressed with the concept just the same. Anyone who
looks up to Tony might call this person because Tony’s words add credibility.

To piggyback on this approach, select a target group of professionals,
similar to what we discussed in Chapter 9, on self-promotion—e.g., attor-
neys, CPAs, or insurance agents—and approach them about building a
mutual referral system. The basic concept here is that they will send out a
letter (on their letterhead) to their client base endorsing your services. The
letter would sound something like this:

know that you are no longer active in real estate and that I will be taking over
your business. In this way your clients and customers will be served with the
same dedication and respect they received from you and whenever I close
one of the transactions generated from your client base I will send you a refer-
ral fee of XX% of my commission. 

Michelle, you worked hard for over XX years in real estate and you served
your clients and customers well. Wouldn’t it be great if they could continue
to get the excellent treatment and service you provided? Wouldn’t it be a
waste to let all that hard work go down the drain?

I’ll call you in a few days so we can chat about generating continuing pas-
sive income for you. If you’re open for lunch one day next week, I’d be
delighted if you’d be my guest and we can “talk shop” over a pleasant
meal to see how this can benefit both of us.

I look forward to your reply,

Sincerely,

Your name

Dear Mr. Jones,

I know that real estate is one of the most important investments you might
own. And, to find a really good agent that you can trust and who is very
good at it can be a challenge. I’m happy to say that I’ve got somebody
whom I know very well. His name is Darryl Davis and I highly recommend
that you contact him if you ever need anything real estate related.

Darryl specializes in [neighborhood, styles of homes, etc.] and will always
look out for your best interests. I feel comfortable knowing that you will be
in good hands.

Sincerely,

Your name
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Now, in return, you take your whole mailing list and customize a letter
recommending that person in his or her industry. Of course, you can’t keep
hitting your client base every month with a new recommendation, because
that might become annoying. I suggest choosing two or three professionals
whom you feel comfortable recommending and spreading out your mail-
ings over a year, sending one every few months.

With this approach, each party will benefit tremendously from the
“third-party validation” and from reaching people who you couldn’t have
reached otherwise.

Tip #7: The “Dear Neighbor” letter. You know how you always want a
testimonial letter from your clients? Why not make it a requirement? When
you send a list to your sellers or buyers telling them what to bring to clos-
ing, make sure the checklist includes a testimonial letter about your serv-
ices. It’s just one of the documents that they have to execute. When you
get that letter, you’ll probably want to tweak it and ask them if they would
mind if you made the letter begin with “Dear Neighbor.” You then take
these letters and print them up for future mailings.

Tip #8: The change of address technique. Get a list of friends and fam-
ily from your current buyers or sellers before the transaction is complete.
Tell them that you will provide a free service to them by mailing out a
change of address card to their list of people. The whole point, of course,
is to build your database. Make sure you get permission to add these
names to your database. While you are performing the free service for your
present clients, I would add the names and addresses that you receive to
your farm database rather than the referral database. (See Chapter 8,
“Farming for Dollars,” for more details on farming.) The referral database
is for people you’ve done business with before who already know you and
trust you ... or for those they directly recommend. Individuals receiving a
change of address card are not a list of referrals; they are cold leads and
belong in your farm rather than your referral database. Got it?

Tip #9: The needs analysis form. When you work with buyers, they typi-
cally fill out a sheet indicating the price range they are interested in, their
income, their current address, whether they own or rent, etc. But you should
also use this opportunity to capture more personal information, such as
how many children they have, the names and ages and birthdays of their
children, their own birthdays and their anniversary, the kinds of pets they
may have and their names, their personal hobbies, etc. Also ask them for
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their e-mail address, cell phone number, and their preferred contact
method. Try to capture as much information as you can get without being
obnoxious.

Why do this? When you are mailing to your referral base, you may want
to send birthday cards to the kids or anniversary cards to the husband and the
wife. Most agents don’t know how to get this information. With this form, you
can get it up front. Then, once they buy the house and it’s six months or a year
later, you can send them notes or cards. They probably won’t remember fill-
ing out this form many months back. They’ll just think, “Boy, I can’t believe
he remembered Alexa’s birthday! That’s really thoughtful.”

To get this information from sellers, create a needs analysis form with
the information I mentioned above and have your sellers fill this out when
you get their listing.

16 Servicing Tips and Techniques for Your
Referral Base
Here are a variety of ways for you to stay in touch with your referral base.
I’m providing you with far more ideas than you could possibly implement.
You can simply select one or two of these that appeal to you and then imple-
ment them.

Two overall guidelines:

1. Contact them between four and six times a year. Whereas a farm
doesn’t know you personally, your referral base does. So, unlike with a
farm, you don’t need to mail to your referral base on a monthly sched-
ule. If you mail four times a year, you’re in good shape. I suggest the fol-
lowing: an anniversary card (for the date that they closed), a Happy
Holidays card, and two other mailings. They don’t have to be anything
fancy, just two mailings that convey the same basic message—“Just
wanted to say, ‘Hi.’ Hope all is well. If you know of anybody thinking
about selling or buying, please give me a call.”—with a photo on them.
It’s very simple, right?

2. Create a marketing plan. What are you going to send these folks
beyond birthday cards? A series of postcards or direct mail letters? A pro-
fessionally designed newsletter? An informative article reprint? Whatever
you send, and whether your list has 50 people or 500, you need a plan.

I’m very visual and would suggest hanging up a calendar for the year
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that details what marketing efforts go out and when. Place it somewhere
so that it’s always visible and stays fresh in your mind. We gave you a
sample “marketing calendar” in our chapter on self-promotion.
Specific tips:

� SEND PERSONAL CARDS. This builds on the “needs analysis form” cov-
ered in the previous section. By sending birthday or anniversary cards,
you show how attentive you are, that you are caring and that you are
good with details. If you are able to handwrite these, even better.

� SEND OUT A “REINTRODUCTION LETTER.” Do you have people in your
referral base that you sold houses to months or years ago and you
haven’t communicated with since? If so, you need to send a letter that
conveys the sentiment, “I’m sorry that we lost touch.” Here’s a sample:

After mailing this letter, I would do a follow-up call. If you have a lot of
people in your past client base, you may need to stagger this process, mail-
ing only as much at one time as you believe you could call on the phone
within a 30-day period.

3. Send coupons to preferred clients. These coupons could be from a
painter, an accountant, a landscaper, an insurance agency, a dry cleaner,
a hair salon, etc. These are the same people who I referred to when we
discussed endorsement letters earlier in this chapter. Here’s a sample let-
ter that a Power Agent shared with me. The letter was accompanied by a
coupon and tied into a birthday. (Keep in mind, though, that you don’t
have to tie this into a special occasion; it could just be a monthly or
quarterly coupon mailed to special clients.)

Dear Mr. and Mrs. Jefferson,

I’m writing you today to apologize for being out of touch for so long. I often
think about you but get so busy helping the families I’m working with that it
seems that I never get around to just saying, “Hello.” Again, I’m sorry and I
want you to know that I value you as people and as clients.

At one time, you were more than just a customer, you were also a friend ...
and I’d like to rekindle that friendship. If I can be of any assistance to you
now, please feel free to call me. I will definitely be in touch with you soon.

Sincerely,

Your name

Dear Paula,

Congratulations on your upcoming birthday. To help you celebrate, I’d like to
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4. Subscribe to a “fruit of the month” or other specialty club for
your key clients. Special clients deserve to eat well, don’t they? You can
send fruit baskets or turkey or steak. There are many gourmet compa-
nies set up to do this, offering various goodies at various prices. I spend
a lot of money on clients of my speaking business ... but they send me
a lot of referrals, so it more than pays for itself. And what’s really great
is you just sign these people up for one of the X-of-the-month clubs and
then you have nothing more to do. Each month, the basket of treats is
sent out automatically.

5. Personal stationery. You can use this as a closing gift. The personal
stationery could be little notepaper imprinted with the client’s name
and new address. These items are so inexpensive. You could also do “to-
do” pads with the client’s name on top and your name and phone num-
ber very small on the bottom for reordering. They’ll wind up calling you
and asking how they can get more “to-do” pads. It’s a great way to have
them stay in touch with you.

6. When you’re on vacation, send your folks a postcard. If you have
a thousand people in your referral base, are you going to send a thou-
sand cards when you’re on vacation? Of course not. Otherwise, your
whole vacation will be devoted to writing postcards. A system that I find
works quite well is to call the visitors bureau or chamber of commerce
where you are going and tell them that you need a thousand postcards
from their city. So if it was New York, you might order a thousand post-
cards of the Statue of Liberty and have them send it to you before you
even go on vacation. You can plan this a month or two ahead of time.
Then you or your assistant would write a handwritten note, take these
postcards with you to New York, and mail them from there. Your peo-
ple will be amazed that you thought of them when you were on vaca-
tion. Here are a few ideas of what you could write:

offer you a very tasteful gift—a custom-made birthday cake! Pick up your
free cake by presenting this certificate to Marcy at Park Avenue Bakery locat-
ed at [Address]. Marcy will take great care of you, and I guarantee that
you’ll love what she bakes. However, if cake isn’t for you, you can also use
this certificate for up to $20 of Park Avenue’s delicious breads and pastries.

Sincerely,

Your name
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7. Mail an updated CMA request letter. This technique is geared toward
people who have bought a house through you before. As you’ll see, it
works best when the market is good. Write something along these lines:

I recommend sending this letter at least twice a year because people may
not realize how much their house is worth and discovering extra equity might
motivate them to buy a new home before they had originally intended.

In addition, you could send out this letter, which my Power Agents have
told me is very effective:

Hey, John and Mary, I was just thinking about you. I’m in New York, having
a great time. I hope things are going well with you. When I get back in two
weeks, please give me a call if you need anything.

We are having a great time here and enjoying this much-needed vacation.
Whenever I am lucky enough to get away for a few days, I am always
reminded how fortunate I have been. That’s why I was thinking of you and
wanted to drop you a note to say “Hi” and “thanks for being part of my
life.” This vacation would not be possible without wonderful clients and cus-
tomers like you. 

I just wanted to drop you a note to say thanks for all your help and support
and that I am thinking of you here in Naples. We are having a great time
and doing our best to enjoy every moment. The kids think that means
doing something every second, while my husband and I were hoping to
relax a bit more, but watching the kids have fun is pure delight. I’ll call you
when I get back home.

How are things back at home? I hope this card finds you well and that the
weather is fine there. We are having a ball on vacation here in Joplin, MO,
visiting family and friends. I wanted to drop you a line to let you know I was
thinking of you and appreciate your support. Getting away always reminds
me of how lucky I am, and when I count my blessings I am delighted that
you are on that list.

Dear [Name of person]

The real estate market has been very impressive lately, with home values
rising rapidly. The value of your home may have gone up more than you
realize. If you’d like to find out your current equity in your home, please give
me a call. I’d be more than happy to go through my records and see how
much your house may be worth in today’s market.

Sincerely,

[Your name]
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When you get requests for this information, be sure to record the mort-
gage and values in the person’s file in your contact manager. This may be
valuable information in the future.

8. Host a special movie preview. I know agents who have rented out a
local theater for a new movie release and hosted their own special show-
ing for special guests—such as the top 20% of their client base and their
children. You can really have a lot of fun with this concept by making it
an event like the Academy Awards and telling people to get dressed up,
etc. Most movie theatres around the country will do this, especially for
children’s parties. Note: If you do this, I strongly suggest that you get this
sponsored by the special business-networking group you formed (with
the accountant, lawyer, landscaper, etc.).

9. Give a gift for every referral you receive. This could be chocolate,
popcorn, or a clock. I’ve had agents ask me whether this is against the
law. In fact, it’s perfectly legal to give somebody gifts to thank them for
a lead they’ve given you. 
Note: Make sure that you have a way to flag files in your contact man-

Dear Name of person,

If you have owned your home for more than five years, here is a tip that
might save you thousands of dollars. Homes purchased with a loan greater
than 80% require private mortgage insurance (PMI). The premium is typi-
cally 1% to 2% of the mortgage at closing and approximately ¼% to ½%
per month for the renewals.

When your equity has increased to 20%, in most cases, you are no longer
required to have the PMI but you will have to petition to have it removed.
One way for your equity to increase is to reduce the principal to 80% of the
original purchase price. However, this usually takes 12 or more years,
unless you are making additional principal contributions.

The most common way for your equity to increase is for the value to
increase. The difference between the unpaid balance and what it is worth
is your equity. The mortgage company may require a new appraisal to
prove the current worth, but before you spend the money, ask if they’ll
accept the assessed value.

Just give me a call at xxx-xxx-xxxx and I’ll supply you with the assessed
value and sales of comparable homes in your area. If there is anything else
I can do for you, please let me know.

Your real estate professional,

Your name
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agement system so that you can follow up with those who referred
someone to you, letting them know how it’s going. In other words, after
you send a gift to the Cole family, thanking them for referring the
Johnsons, you will also be reminded to send them periodic updates in
a month or two to let them know whether the Johnsons found a home,
etc. They deserve a status report.

10. Produce and mail a newsletter. This might be on the upper end as far
as money is concerned, depending on how you do it. There are several
companies that can produce this for you for as little as 20¢ apiece. They
have preprinted newsletters: they just drop in your photo and your office
information and it’s all complete. Some companies like this will even do
the mailing for you. Some agents, however, prefer to produce original
newsletters—either because they’re good writers or because they want to
customize the content of each issue. I highly recommend that you do not
do this because it’s poor time management. Have it written, designed,
printed, folded, and mailed by someone else (see Figure 11-1).

The key with a newsletter, though, is to be consistent. If you’re going
to launch one, you must send it out regularly. If you send one, then wait
another four months, then seven months after that, it will look sporadic
and you’ll give the impression that you are disorganized. Quarterly is
probably the best way to go. But whatever you choose, please stick to a
schedule.

11. Make a donation. A Power Agent gave this idea to me. After the closing,
she makes a donation in the name of everybody who was involved in
the transaction—the buyers, the attorneys, the title company, the mort-
gage company, the underwriter, etc. You send a letter to your buyers or
sellers thanking them for their business and to your professional col-
leagues thanking them for their hard work. Say something along the
lines of “In appreciation of who you are, I’ve made a donation to
Habitat for Humanity [or whichever charity].”

This approach makes quite a positive impression and demonstrates
that you’re committed to causes beyond yourself.

12. Send recipe cards. If you’ve been in real estate for a while, you know
about recipe cards. There are a few companies out there that do some-
thing like this and there are several varieties of cards ... not all dealing
with recipes. For example, there are also humorous postcards, some
that give seasonal advice for home improvement, and others that pro-
vide maintenance checklists for automobiles. You just provide these
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companies with your mailing list and they’ll do everything for you.
One company I highly recommend because of the quality of their work
and integrity is Sendsations in Orem, UT, 800 800-8197 (see Figure 11-
2).

13. Advertising premiums. As we mentioned in the self-promotion chap-
ter, consider rulers, pens, T-shirts, hats, mugs, etc. My favorite concept,
though, is a customized magnet with key phone numbers—like the
train schedule hotline, the library, poison control, etc. Of course, it also
has your number ... and the numbers of the professional referral group

Figure 11-1. Example of a newsletter
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Figure 11-2. Examples of recipe cards
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Figure 11-3. Examples of advertising premiums
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we’ve discussed throughout this chapter (insurance agent, dentist, doc-
tor, hairdresser, etc.). What are people going to do with this magnet if
they already have a dentist or others who are listed? Will they throw it
out? No, they’ll probably keep it on their refrigerator because there is at
least one number on there that interests them. You can find companies
through your Yellow Pages, under “advertising premiums.”

14. Whenever you list, whenever you sell, announce it to everybody.
Mail to your referral base, your farm, everybody you might possibly
serve. You do this because you want to show people that you’re doing
business, while keeping your name in front of them. This type of
announcement can be done as a letter or a postcard. The advantage to
letters is they allow you more space for your message. The advantage of
postcards is that they’re cheaper to mail and easier to manage.

15. Send buyers a copy of their closing statement. As you know, the
HUD closing statement has all the closing expenses a buyer pays for,
which is also a huge tax write-off for them. Now, most buyers misplace
that form (if they even get a copy) and can’t find it during tax season. I
suggest that January 2 you mail a copy of the HUD form for each buyer
you worked with during the previous year—both your buyers and peo-
ple who bought your listings. Include a brief note that this might help
them save money on their taxes. (Of course, they should check with
their accountant to be sure.). You will look like a hero!

16. Host a party for your past clients. Every year, you do a party for your
past clients. I know several top producers who do this faithfully for their
client base. Now, for those of you who aren’t at that level of production
yet, if you’ve got 15 people who showed up for that party, that’s fine.
Maybe next year you’ll have 30. Maybe the year after that 50, and then
100. You follow me? I know one agent who has 250 people show up. It’s
always around Christmas and he has ice sculptures and a band. But he
doesn’t pay for a thing: he has a mortgage company and a title compa-
ny pay for it. And you can start doing that for as little as 15 people.

�          �          �

By now, you should understand the importance of referrals. The most effi-
cient way for you to grow your business and advance to the Next Level in your
career is for satisfied clients to recommend you to everyone they know. It’s far
easier and cost-effective to work referrals than to start out cold. The key is to
serve your customers and to consistently communicate with those in your
database. I hope that I’ve provided useful suggestions to help you do just that.



Lights, Camera, ...
You know what comes next, right? Action! (Sorry, with my theatrical back-
ground—I just couldn’t resist.)

You’ve just finished 11 chapters loaded with practical, real-world-tested
tips and techniques to help you succeed in real estate. If you’re like most
people, you read this book and found quite a lot of stuff that you can use.
Maybe you even began to implement a few of the ideas I discussed. If so,
congratulations ... you’ve taken a step in the right direction.

To help you even more, though, I’d like to briefly review Three Power
Principles of Real Estate that we first touched on in our introductory chapter.
These principles form the foundation for success in our industry. After this
review, I’ll give you an action plan to help you reach the Next Level in your
career—whether you’re a new or advanced agent.

The Three Power Principles Revisited
Principle #1: The Coaching Philosophy. Said simply, coaching is when
you are more committed to someone else achieving his or her goals than
you are to fulfilling your own agenda. This is very easy to understand in the
sports world, as coaches at the professional level are judged mainly by their

Your Next Level
in Action

CHAPTER 12 
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won-loss records. If you’re a tennis coach, for instance, you will be success-
ful when the player you are coaching is successful on the court. If you get
paid good money to coach that player, but she never wins and seldom
enjoys herself, you’ve done a poor job regardless of your personal income
and fame.

The same holds true in our business. Truly effective coaches are part
strategist, part psychologist, and part motivator. As a Power Agent in real
estate, you are indeed all of these things. You are not “in the game” to sim-
ply earn a commission. Rather, your role is to enable buyers and sellers to
achieve their personal goals (buying their first home, selling a piece of prop-
erty, moving to be closer to their family, etc.) in the most efficient way pos-
sible through a real estate transaction. You can succeed only if they come
out a winner.

Principle #2: The Next Level Design. Throughout this book, I’ve given
you a slew of valuable concepts about a variety of real estate topics.
Everything I provided was based on helping you reach your Next Level.
Remember the Oliver Wendell Holmes quote? “Once the mind of man is
stretched, it can never go back to its original form.”

Here’s what’s so interesting about this. You’ve already moved up a level
just from reading this book! You can never go back. If you approached these
pages with the conviction that the solutions you want and need were all
within these pages, you received the greatest possible value. You had an
intention and a definitive mission: this book was going to make a difference
in your life. If, on the other hand, you read this book passively without any
upfront goal, you also benefited ... but likely not to the same degree.

The same principle applies with your Next Level. While you can some-
times gain new heights by accident, a far more effective method for anyone
who wishes to become a top producer in real estate is to set objectives and
systematically work to achieve them. Later in this chapter, I will provide you
with exercises to help you do just that.

Principle #3: Maintaining Focus. Of course, it’s not enough to simply
know where you want to go. The key is to FOCUS on your goals and to be
consistently in ACTION to achieve them.

In The Power Program, my students meet once a month for 12 consecu-
tive months, providing them with a wonderful forum to maintain focus on
their Next Level. By systematically looking at their goals every 30 days, they
are constantly reminded of their commitments and develop a sense of
urgency.
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So, since this is a book and not The Power Program, how can you reach
your Next Level and become a Power Agent?

Moving Forward
There are three steps that I would recommend to help you gain the most
value from this book.

Step #1: The Reference Method. In the future, I hope that you’ll use How
to Be a Power Agent in Real Estate as a reference manual for your career.
Whenever there’s an area where you feel weak or you need assistance—han-
dling objections, for instance—go to that chapter and review it. Implement
some of the specific steps I discuss and improve your performance until
you’ve mastered that area.

Step #2: The Focus Method. Now that you’ve read this book, go back and
review one chapter each month. (In this way, you will be mimicking the
sequence and timing of The Power Program.) After you complete, for exam-
ple, “Servicing Listings to Sell,” maintain focus on that one single area of
real estate until you master it. Read with a “to-do” pad next to you. As you
find items that solve your current challenges, you’ll think, “Here’s some-
thing I can implement.” Jot down those thoughts. Then, when you com-
plete each task, use a highlighter to signify your accomplishment.
(Remember, in our time management chapter we discussed the motivation-
al benefits of highlighters versus checkmarks!)

Step #3: The Exercise Method. To get you started and into action immedi-
ately, in the pages that follow I’ve provided detailed action plans. For agents
who are new to the business, I offer a 60-Day Action Plan for New Agents. Over
the course of eight weeks, this plan will get you up on your feet and proac-
tively pursuing your goals. I cover everything from learning how to use your
voice mail system to role-playing a listing presentation. If you follow these
simple checklists, I promise that you will start moving forward toward your
Next Level.

For experienced agents and top producers, the challenge is often to recog-
nize what has been working for you thus far and to strengthen the areas
where you might be lacking. My 30-Day Action Plan for Experienced Agents
will help you assess your present status, identify your strengths and weak-
nesses, and create a plan and take action to work on any vulnerabilities. 

�          �          �
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Well, there you have it. I sincerely thank you for dedicating the time and
effort to read through these pages. But don’t stop here. As your coach, I
encourage you to remain committed to reaching your Next Level. Do what-
ever it takes to live a productive life, to have a successful and fun career, and
to become a Power Agent in real estate!

Now, go ahead, get started. . . .

How to Be a Power Agent in Real Estate218



Beginning on the next page, you’ll find a set of actions you can take to become
a power agent in real estate. Be disciplined as you undertake these activities, but

also have fun. Understand that you are taking actions that will help move you to the
elite among real estate agents and brokers. 
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Week 1
DATE:

� Pick your desk and program your voice mail.
� Notify Board of Realtors and Department of State of affiliation.
� Get a digital color photo to your manager and two film photos with your

name written on back.
� Items to give to your manager:

– Bio: years in business, previous work experiences production
– Personal info: Social Security number, birthday, family members’ birth-

days and names
– Affiliations with groups, clubs, societies, etc.

� Order business cards and stationery.
� Create a mailing list of friends and family (a sphere of influence).
� Visit five houses a day (first company listings) and take notes as you preview.
� Purchase local area street maps.
� Schedule to attend classes for MLS.
� Buy an organizer to keep track of schedule. Note: You may use a “hard copy”

or paper organizer, a PDA (personal digital assistant), or a laptop with organ-
izer software. The key is to make sure you have a method to remain focused
on your Next Level.

� Connect your notebook computer to the company’s network.
� Learn the operation of your office:

– Phone system
– Up-board and incoming call process 
– Security system

� Make sure your name and phone numbers are on the office phone list.
� Call five agents you know and let them know of your affiliation.
� Get a beeper, a wireless PDA with paging, or a cell phone
� Attend brokers, open houses, buyer appointments, and listing appointments

with a fellow agent.
� Review tasks completed with your broker or manager.

SUMMARIZE WHAT YOU FEEL YOU’VE LEARNED OR ACCOMPLISHED THIS WEEK AND SHARE

IT WITH YOUR BROKER OR MANAGER:
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Week 2
DATE:

� Preview a total of 20 houses.
– Log your feelings or perceptions of each home’s pluses and minuses.
– Write down your “gut” feeling of what you believe the selling price of each

home will be and why you feel that way.
– Be sure to check your price with the actual selling price when the home

sells. This is a great way to learn how to “comp” homes for your listings.
� Mail an announcement to members of your sphere of influence, whether

they live in your local area or not. Remember, you can send a referral to
agents almost anywhere.

� Meet with a lender to understand the mortgage process and the call capture
program.

� Role-play how to answer incoming buyer calls. Do this role-play on three
days and use three different scenarios each day. Make it as real as possible.

� Learn how to search for information on the MLS computer. Make sure to
search by various criteria. Learn what the most common searches are and dis-
cover how to do those first. Then learn how to do other searches that may
come in handy when working with buyers or finding “comps” to do a CMA.

� Understand the crisscross directory and how to use this tool to find an
address or a homeowner’s name when all you have is the phone number.

� Learn how to access your company’s Web site and familiarize yourself with
the various pages and features of the site.

� Write a press release and distribute it to papers in and around your market
area.

� Make sure an ad is placed about a new agent (you) joining your office team.
� Attend brokers’ open houses, buyer appointments, and listing appointments

with a fellow agent.
� Review tasks completed with your broker or manager.

SUMMARIZE WHAT YOU FEEL YOU’VE LEARNED OR ACCOMPLISHED THIS WEEK AND SHARE

IT WITH YOUR BROKER OR MANAGER:
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Week 3
DATE:

� Set up houses to show for a fellow agent.
– Role-play how to hold a buyer interview.
– Learn how to present your state’s disclosure forms (if applicable).

� Focus on creating buyer loyalty and need awareness.
� Ask your secretary to place you on the up-board.
� Preview a total of 20 houses.
� Perfect doing searches on computer.

– You should be doing advanced searches by now.
– Learn ways to use the computer to “forward” your business by asking other

producing agents in your office how they use the computer and what soft-
ware programs they find most beneficial.

� Pick a farm area and create a mailing list with phone numbers.
– Ask your fellow agents for guidance in choosing your farm.
– Drive through the area before finalizing your choice. Decide if that farm

area is a place where you’d be happy working with the folks who live there.
You’ll always do best working in an area you’d be comfortable living in. 

� Attend brokers’ open houses, buyer appointments, and listing appointments
with a fellow agent.
– Start to make notes about what you like and dislike about how the other

agents are holding brokers’ open houses.
� Review tasks completed with your broker or manager.

SUMMARIZE WHAT YOU FEEL YOU’VE LEARNED OR ACCOMPLISHED THIS WEEK AND SHARE

IT WITH YOUR BROKER OR MANAGER:
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Week 4
DATE:

� Call five members of your sphere of influence a day.
– Make sure to make the call personable and friendly.
– Keep notes about the conversation that you can refer to when you call

them again in the future.
– Be sure to ask them for a referral or if they need real estate help.

� Preview a total of 10 homes and call to find out the status on 20 houses
already previewed.

� Learn how to fill out contracts and what the process is in presenting offers.
– Ask other producing agents how they present the offer in your market.
– Make sure to familiarize yourself with all of the paperwork.

� Pick at least two community activities to get involved in.
– Choose activities that you personally enjoy.
– You might choose a charity, club, association, or group.
– The purpose of getting involved is to give of yourself while you are increas-

ing your sphere of influence and creating relationships that will refer busi-
ness to you in the future.

� Prepare a market analysis on a total of 10 houses you’ve previewed.
– Learn how to price the home appropriately.
– Learn how to present the market analysis in the most positive way.

� Create a listing conversation book.
– Make sure it’s neat, concise, and professional-looking.
– Include photos about yourself, your company, and your office.
– Include graphs, charts, and facts to support why people should choose you

when they decide to sell their homes.
� Show five houses to a buyer.

– Make sure you know how to get to each house and not get lost.
– Understand how to develop rapport.
– Remember to ask questions and enroll the buyers in chatting, sharing, and

letting you know what they want and need in the purchase of a home.
� Attend brokers’ open houses, buyer appointments, and listing appointments

with a fellow agent.
� Review tasks completed with your broker or manager.

SUMMARIZE WHAT YOU FEEL YOU’VE LEARNED OR ACCOMPLISHED THIS WEEK AND SHARE

IT WITH YOUR BROKER OR MANAGER:
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Week 5
DATE:

� Call five spheres a day.
� Preview a total of 10 homes and call to find out the status on 20 houses

already previewed.
� Hold a public open house for a fellow agent’s listing.

– Treat the open house as if it’s your listing.
– Focus on the three goals of holding an open house: a) to sell the home, b)

to find buyers, and c) to find people who are sellers.
– Ask each person attending the open house if he or she has a home to sell

first.
� Go to a closing.

– Observe the closing process.
– Make sure to understand the part the agent plays.

� Knock on 40 doors around a new listing.
– Let them know who you are and your company/office.
– Tell them that you’d be happy to answer any of their real estate questions.
– Leave something with them—a flier, a brochure, etc.

� Role-play a listing presentation.
– Do this in a place you won’t be interrupted.
– Videotape the conversation, if possible.
– Review the videotape and see how you did.

� Learn how to pull expireds from the MLS system.
– Make sure to find out the initial listing price, which is often higher than

the price of the home when the listing expired.
– Notice which companies/agents have the most expired listings.

� Start calling FSBOs and expireds.
� Attend brokers’ open houses, buyer appointments, and listing appointments

with a fellow agent.
� Review tasks completed with your broker or manager.

SUMMARIZE WHAT YOU FEEL YOU’VE LEARNED OR ACCOMPLISHED THIS WEEK AND SHARE

IT WITH YOUR BROKER OR MANAGER:
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Week 6
DATE:

� Call five spheres a day.
� Preview a total of 10 homes and call to find out the status on 10 houses

already previewed.
� Prepare a listing flyer for one listing. Try to use an established format or tem-

plate rather than creating a flier from scratch.
� Read policy and procedure manual.

– Note: The purpose of reading your policy and procedure manual is to give
you a sense of your company’s mission, the job descriptions of the various
people who support you, and how you fit into the picture. Most agents
have never read the policy and procedure manual—and that’s another rea-
son you should. It will help you understand what is expected of you as an
agent and let you know how your support team is there to help you before,
during, and after each transaction. 

� Role-play the listing conversation with a fellow agent.
– Learn the various tools, benefits, and advantages of your company.
– Learn how to present the benefits and advantages of your company in a

conversational and compelling way. Remember that you are the ambassa-
dor of your company to the families who wish to sell their home.

– Remember that the listing appointment is where you get to shine. Treat the
role-play as an actual appointment and ask your fellow agent if  he or she
would have chosen you to list his or her house and why. 

� Attend brokers’ open houses, buyer appointments, and listing appointments
with a fellow agent.

� Review tasks completed with your broker or manager.

SUMMARIZE WHAT YOU FEEL YOU’VE LEARNED OR ACCOMPLISHED THIS WEEK AND SHARE

IT WITH YOUR BROKER OR MANAGER:
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Week 7
DATE:

� Prospect for three listing appointments.
– Schedule time to make your prospecting calls in “blocks,” meaning that

you will schedule two hours of prospecting at a time to start. This will
allow you to prospect without the feeling that you’re “stuck” calling all day.

– Be sure to write down your approach to prospecting and have that
approach in front of you when you call. Don’t be afraid to use what you’ve
written if you’re concerned that you won’t know what to say.

– Be helpful, courteous, and happy on the phone. Studies say that if you are
actually smiling you’ll increase your chances of success. Some profession-
als have found that looking into a mirror while calling makes them feel
more comfortable. Others keep a sign with an affirmation or a thought for
the day where they can see it and it reminds them to stay focused.

– Your goal is to schedule an appointment, rather than trying to take a list-
ing over the phone. Take your time talking and try to ask as many ques-
tions as you feel comfortable with and maybe one or two more. 

– Get the person you’ve called enrolled into talking with you, sharing infor-
mation about herself or himself, the area, the neighbors, or anyone he or
she even thinks might be selling or buying a home in the near future. 

– Ask for an appointment or referral. You must actually ask them to help you
because some of them might be unsure of what you want. 

� Attend brokers’ open houses, buyer appointments, and listing appointments
with a fellow agent.

� Review tasks completed with your broker or manager.

SUMMARIZE WHAT YOU FEEL YOU’VE LEARNED OR ACCOMPLISHED THIS WEEK AND SHARE

IT WITH YOUR BROKER OR MANAGER:

How to Be a Power Agent in Real Estate226



Week 8
DATE:

� Read and review this Action Plan and repeat anything you don’t feel comfort-
able with.

� Take a day off.
– Note: Taking time off is something you must start to do. We did not recom-

mend this previously, because you’re new to the business and it’s OK to
stay focused for a few weeks until you get rolling. At this point, you should
be thinking along the lines of prospecting for business, following up on
the business and prospects you already have, and taking care of your per-
sonal and family life. Having a balance of all three is crucial if you want to
become a top-producing agent and enjoy a lucrative career.

� Attend brokers’ open houses, buyer appointments, and listing appointments
with a fellow agent.

� Review tasks completed with your broker or manager.

SUMMARIZE WHAT YOU FEEL YOU’VE LEARNED OR ACCOMPLISHED THIS WEEK AND SHARE

IT WITH YOUR BROKER OR MANAGER:
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T he key to taking action for experienced agents is to analyze what you are cur-
rently doing, create an immediate Next Level, and design a plan to attain that

Next Level. Here is a way to develop your own Action Plan that allows you to focus
on what you need to accomplish to bring your business to the Next Level.

Step 1: Self-Assessment. The key to self-assessment is to objectively view your
current strengths and weaknesses. One of the best ways to do this is to use the Ben
Franklin technique, as shown below. List your strengths in one column and your
weaknesses in the other.

APPENDIX B
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Step 2: Target a Weakness. Since your goal is to improve your current business
practices and reach your Next Level, you can now choose an item listed in your
Weaknesses column and turn that weakness into a strength. 

For example, let’s say that one of your weaknesses that you would like to target
is “I need to utilize automation in my planning and in sending letters, faxes, and/or
e-mails to my clients, customers, and support people.”

Step 3: Set Your Next Level Goal. Each goal that you set has some individual
elements that should always include:

A. What you want to accomplish.
B. When you will attain your goal (also known as the “due date”).
C. The reward or benefit that you will receive when you attain your goal.

Our example might look like this:

A. To learn and use my computer and its programs for business planning and
keeping in touch with everyone. 

B. I will have this done by __________ (date by which you will have achieved this
goal).
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C. Better time management, improved follow-up, consistent updating of clients,
customers, and other agents who are involved in my deals, as well as my sup-
port staff/administration department/management team.

Step 4: Create a Plan to Achieve Your Goal. This is where you list every step
you need to take, in the appropriate order, and how you plan to take that step.

Example: 

A. List the tasks needed to achieve my goal:
1. Learn to use my computer for planning and scheduling.

a) Weekly planning
b) To-do lists
c) Client and customer follow-up
d) Prospecting
e) Farming

2. Find out how other top agents use the computer to be more effective.
a) Who are the successful agents who are automated in my office/company?
b)What are they doing and what software/computers are they using?

3. Learn how to automatically send update letters, faxes, or e-mails for:
a) Updates to homeowners who listed with me
b)Updates to buyers currently in contract
c) Tickler letters/faxes/e-mails to prospects
d)Mail-merging letters to my farm, sphere, past clients, prospects, etc.

B. List the resources you think you will need. Please understand that as you go
through the processes of planning and taking action you will uncover many
unexpected items (both positive and negative) that must be considered or
accommodated in achieving your goal and reaching your Next Level.

C. Fill out your Action Plan Task List in the order of what you need to do and when
you want to get it done. An example of the Task List is below.

The following task list is an easy way to get a hard job done. The key is in
the old adage: “How do you eat an elephant? One bite at a time.” Your objec-
tive in using this concept is to learn (mostly from trial and error) how to organ-
ize your ideas into a specific list of what you must accomplish in order to
achieve your goals. Your success as a real estate agent and in life is directly pro-
portional to your ability to create your own plan of action and to be in action
toward achieving your goals.
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Step 5: Take Action Consistent with Your Goal. This is where you tackle each
item in your Action Plan one step at a time. The best way to do this is to remember
to always adjust your Action Plan to include each step you must take to achieve your
goal. In addition, you should always re-analyze what you are trying to achieve and
how you are going about achieving it. My best advice here is “Don’t try to reinvent
the wheel”—meaning you should always be looking at how other top producers in
your field and even in other businesses do what you are trying to do. For instance,
if you’re trying to automate in real estate, you should probably use an established
real estate automation program like “Top Producer,” so you can take advantage of
what’s already out there and being used by thousands of others in your industry
who are currently doing what you are trying to do.
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A
ABC technique, 46
“A” buyers

filing, 13
versus other types, 21–22, 110
what to show, 123–124

Accomplishments, focusing on, 7–8, 169
Action, inviting. See Inviting action
Activities and interests of assistants, 191
Ad books, 10
Addresses, withholding from phone conver-

sations, 112
Advertising. See also Self-promotion

for assistants, 186–187
by FSBOs, filing, 13–15
idea books, 10
institutional, 174
investor ads, 39
in movie theaters, 175–176
other agents’ listings, 164
in specialized publications, 102
TV and radio, 175

Advertising premiums, 176, 211–214
Advertorials, 175
Advocacy bonding, 198–199
Affiliate co-sponsors, 169–170
Agent evaluation cards, 105–106
Agent Qualifier, 57–58

Agents
advantages over FSBOs, 25–27
assessing competitors, 57–58
as assistants, 182, 185
client openness to working with, 30–31
negotiation tasks, 26
open houses for, 52–53, 96, 97–100
presenting offers in person, 131–132
promoting (see Self-promotion)
promotion techniques to other agents,

102–104, 105–106
successful, 106, 109
validating, 51–52, 115–116, 118,

119–120
wrong reasons for hiring, 54

Agents’ surveys, 98–100, 179
Airplane technique (objection handling), 78
Amsterdam Printing, 161
Analogies, 62
Announcements, 214
Appearance (of assistant candidates), 189
Appointments

guidelines for booking by phone, 30–35
listing, 46–57
preparing for, 35–36
scheduling with buyers, 115–116
tentative for shiny pennies, 122, 123,

125

233
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Appraisers, 55–56
Area code, 172
Articles, mailing, 157–158
Art of negotiating technique (objection

handling), 70
Assistants

finding, 185–187
first workday outline, 192
how to pay, 181–185
interviewing candidates, 187–192
overview, 177–178
potential benefits, 10, 178–181
training, 193

Assumptive closes, 63
Attitude

of assistant candidates, 189
time management as, 1–2
when working with buyers, 109–110

Attorneys, 72
Availability, checking, 114
Awareness bonding, 198

B
Back-to-school coupons, 161
Backup houses, 100
Bad experiences, handling objections

about, 77–78
Balanced life, 3, 4
Bargain hunters, 25–26
Bayliss, Jay, 197
“B” buyers, 21–22, 110
Being present, 47, 59
Benefit/relate tool, 52–53
Best features, when to reveal, 127
Beware technique (objection handling), 82
Bigness of company, selling, 52
Billboards, 174
“Bird dogs,” 156
Blow-offs, 64–66
Book of business, selling, 197–198
Brag books, 56–57
“Brain surgery special” technique (objec-

tion handling), 83
Brochures, mailing, 158
Brokers. See Agents

Brokers’ open houses
benefits, 96
conducting, 97–100
coordination by assistants, 178–179
explaining to sellers, 52–53

Builders, contacting, 41
Bus benches, 174
Business cards, 173
“Buy-back” technique (objection handling),

143
Buyer Presentation Books, 117, 119–120
Buyers

face-to-face presentation, 116–119
filing by price range, 13
handling phone inquiries from, 113–116
humanizing, 138, 140
implementing Six-Step Buying Process,

119–129
key concepts for working with, 108–113
letters to sellers from, 133–136, 140
listening to, 38
on whom to focus efforts, 21–22, 110

Buyers’ seminars, 37, 156–157
Buying signals, 127

C
Calendars, mailing, 158
Calls to action. See Inviting action
“Call to action” seminars, 37
Caring, 28
Car magnets, 156
Cars, sharing, 126
“C” buyers, 21–22, 110
CD brochures, 174
Celebrities, agents as, 163
Change of address technique (building

referral base), 204
Chitchat, 11
Christmas events, 161
Client base. See also Referrals

categorizing, 199–200
filing, 15–16
focus on, 165
seeking assistants from, 186

Client Value Chain, 198–199
Closing statements, 214

Index234



CMAs. See Comparative market analyses
(CMAs)

Coaching
by agent’s assistants, 180
as basic Power Principle, 215–216
during listing appointment, 48, 51–54

Code of ethics technique, 78–79
Cold calling

appointment booking dialogue, 33–34
farming versus, 148
as numbers game, 22–23
weekly time investment, 21

Commissions
handling objections about, 74–77,

82–83, 89–93
increasing, 97
as recurring objection, 65
reducing, 89–93, 143–144

Commitment
discovering in listing appointment,

47–48, 50–51
ease of selling and, 95
of FSBOs and expireds, 24–25, 29
to goals, 5
learning prior to presenting offer, 137,

138
Commonsense pricing, 107
Communication with sellers, 94–95,

104–105
Community bonding, 198
Companies

promoting, 163
validating, 52, 115–116, 120

Comparables, 55
Comparative market analyses (CMAs)

discussing in listing appointment, 54–56
preliminary, 36
update letters, 208
using for mailings, 158

Competitors
Agent Qualifier for, 57–58
buyer loyalty to, 112
challenging for high-turnover areas, 36–37
identifying strengths and weaknesses,

166, 167

targeting farms to minimize, 151–152
targeting promotions to minimize, 166

Computerization, importance for farming,
152

Computer training for assistants, 193
Conditions, 64
Confirmation of buyers, 115
Confusion technique (objection handling),

75–77
Consistency, 146, 166
Contract or settlement technique (objection

handling), 88
Contractor technique (objection handling),

87
Co-sponsors for promotions, 169–170
Coupons, 206–207
Credentials, 169
Crises, working by, 2
Curb appeal, 126

D
Daily to-do lists, 7
Daily updates, 124
“Dear Neighbor” letters, 204
Delayed results, 164
Delegation, 7
Desks, moving, 11
Devoted people, 39–40
Director technique (objection handling),

71–72
Disney Corporation mission statement and

values, 168, 169
Dollar bill technique (objection handling),

84
Donations, 210
Door knocking, 102, 147
Dot Board™ motivational device, 6–7
Driver’s seat technique (objection han-

dling), 80–81

E
Easter egg hunts, 160
Education of assistant candidates, 190–191
Element of surprise, 10
Emotions, appealing to, 127
Endorsement letters, 203–204
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Ethics, Code of, 78-79
Evaluation cards, 105–106
Events, farming, 160–161
Expectations, lowering, 125–126
Experienced agents, action plan for, 217,

228–231
Expired agents, 185, 201–202
Expireds

assistance in monitoring, 179–180
booking appointments with, 32–33
understanding mindset, 24

F
Fair exchange, 115
Family

involving in goals, 12
protecting time for, 3
seeking assistants from, 186

Family fun lists, 12
Farming

advantages, 147–148
assistance with, 179
basic concepts, 148–150
development and maintenance,

150–153
door knocking versus, 147
event ideas, 160–161
mailing tips, 159–160
overview, 146–147
successful agents, 106
techniques, 153–159

Favorites, showing twice, 128–129
Faxing hot listings, 103
Filing systems, 12–15, 96
Flaws, pointing out to sellers, 49
Fliers, 174
Focus, 149, 216, 217
Follow-up mailings, 172–173
Food, for brokers’ open houses, 97
Forms

listing agreements, 56, 63
preparing buyers for, 119

For rent by owners, 40
For sale by owners (FSBOs)

booking appointments with, 30–32,
34–35

filing, 13–15
money-saving myths, 25–27
selling industry to, 54
spotters for, 42
understanding mindset, 23–24

“For Sale” signs, 175
Fourth of July promotions, 160
Franchisees, agents as, 163
Franchises. See Companies
Friends, seeking assistants from, 186
“Fruit of the month” clubs, 207
FSBOs. See For sale by owners (FSBOs)

G
Gaps between jobs, of assistant candidates,

189
Gifts

for referrals, 209–210
to selling agents, 102–103

Giveaways, 176, 211–214
Goals

focus on, 216
involving family, 12
working by, 2, 4–5

Good Samaritan technique, 67
Guest speakers, 156–157

H
Halloween events, 161
Helping, as goal of telephone calls, 29
High-turnover areas, 36–37, 151
Hiring assistants, 187–192
Holiday mailings, 160
Home phone numbers, 173
Hooks, 149
Hot listings, 103
Houses

as focus instead of buyers, 8–9, 125
involving buyers in selection, 121–124
tips for showing, 124–129

Humanizing buyers, 138, 140

I
Idea pads, 10
Identity bonding, 198
Image poster motivational device, 5–6
Incentive-based pay, for assistants, 181–182
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In-house inventory, knowing, 110–111
Institutional advertising, 174
Insurance sales, 15, 197
Interviewing assistants, 187–192
Intro letters, for farming, 152–153
Investor ads, 39
Inviting action

with buyers, 116
during listing appointment, 48, 54–57
in self-promotion, 172
in telephone conversations, 31–32
when presenting offer, 139

J
July 4 promotions, 160
“Just listed/sold” mailings

fliers, 153–155
letters, 101, 179
postcards, 173

K
Key concerns technique (objection han-

dling), 66

L
Labor Day events, 161
Lateness for interviews, assistant candidates,

189
Length of listing objection, 65, 87–88
Letters. See also Mailings

announcements, 214
to build referral base, 203–204
from buyers to sellers, 133–136
farming tips, 153–160
“Just listed,” 101, 179

Licensed assistants, 180
Links to Success, 18
Listening, in negotiations, 144–145
Listing agents, dealing with, 131–132, 136
Listing agreements

assumptively completing, 56, 63
reviewing before presenting offer, 137

Listing Inventory Chart, 19, 20
Listings

Agent Qualifier, 57–58
basic servicing concepts, 94–96
campaigns, 10–11, 21

before farming, 148–149
focus on building inventory, 5, 18–19, 22
importance, 45
knowing inventory, 110–111
open, 77
overview of presentations, 44–45, 46–57
promoting for other agents, 164
showcasing, 100–101
techniques for servicing, 96–107

Live interviews, for assistants, 188–192
Loan processors, as assistants, 186
Location of farms, 151–152
Logos, 165, 171–172
Lowering expectations, 125–126
Low interest rate mailings, 41–42

M
Magnets, 157, 211–214
Mailing houses, 158, 160
Mailings. See also Farming; Self-promotion

advance ideas and funding for, 149–150
to build referral base, 203–204
developing lists, 152
farming tips, 153–155, 157–160
low interest rate, 41–42
to referral base, 205–214
self-promotion tips and tools, 172–174

Manuals, for assistants, 193
Marketing fees, commissions as, 89
Marketing plans

creating, 167
presenting, 52–54
for referrals, 205–206

Marketing resources, as benefit of hiring
agents, 27

Marketing techniques
for farming, 153–159
for listings, 96–107
for prospecting, 36–42
for referrals, 205–214
for self-promotion, 173–176

Market knowledge, 35
Market position, 165, 168–170
Markets, selecting, 149, 150, 165
Mena, Annette, 197
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Metered postage, 159
Mission statements, 168
MLS. See Multiple listing service
Monthly payments, as focus instead of

price, 127–128
Motivation. See Commitment
Motivational devices, 5–7
Movie previews, 209
Movie theater advertising, 175–176
Multiple choice technique (objection han-

dling), 65–66
Multiple listing service (MLS), 52, 53

N
National Association of Realtors code of

ethics, 79
Needs analysis forms, 204–205
Negative attitude, 189
Negotiations

handling objections about, 70–72,
80–81

handling sellers’ objections, 142–144
importance of listening, 144–145
before making offer, 131–137
presenting offers, 137–142

Neighborhood directories, 158
Neighborhood open house, 41
Neighbors, calling, 42, 101–102
New agents, action plan for, 217, 220–227
New listings, calling neighbors of, 42,

101–102
Newsletters, 173–174, 210, 211
Newspaper advertising

for assistants, 186–187
by FSBOs, filing, 13–15

Newspaper columns, 175
Next Level, 5–6, 216
Nine dots technique (objection handling),

73–74
Non-compete agreements, 183–184
Nondisclosure agreements, 183–184
Note pads, 157
Numbers game, real estate as, 22–23

O
Objection handling

about offers, 142–144
blow-offs and conditions versus, 64–66
on commissions, 74–77, 82–83, 89–93
overview, 60, 67–70
questions for, 120
suggested dialogues, 70–88
10 Commandments of Handling, 61–64

Objectives
focus on, 216
for telephone calls, 11
working by, 2, 4–5

Offers
activities preceding, 131–137
handling sellers’ objections, 142–144
sample dialogue for, 139–142
six-step process for presenting, 137–139

Office manuals, 193
Office time, minimizing, 20–21
One car, using, 126
One-legged appointments, 35
One-line fishing technique (objection han-

dling), 72–73
Ongoing service, preparing buyers for, 119.

See also Referrals
Open houses

for brokers, 52–53, 96, 97–100
for builders and neighbors, 41
coordination by assistants, 178–179
public, 100–101

Open listings, 77
Opinion sheets, 98–100, 179
Orphans, 37–38, 200–201
Overpromising, 95
Overrides, 181–182
Over-the-phone market analyses, 38–39,

158–159

P
Package stuffers, 159
Paperwork, 56, 63, 119
Parties for past clients, 214
Partnering, 182
Part-time agents, as assistants, 185
Past clients. See also Referrals

filing, 15–16
parties for, 214
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seeking assistants from, 186
Pay and bonus agreements for assistants,

182–183
Pens, mailing, 158
Pen technique (objection handling), 77–78
Perceived value, 164
Personal cards, 206
Personal invitations, 98
Personalized envelopes, 159
Personal license plates, 176
Personal stationery, 174, 207
Phone inquiries from buyers, 111–112,

113–116. See also Telephone calls
Phone lists, 192
Photos

on business cards, 173
on “For Sale” signs, 175
importance to self-promotion, 166–167,

172
with logos, 171–172

Planning for prospecting activities, 21
PMI. See Private mortgage insurance
Postcards

announcements, 214
letters versus, 101, 173
while on vacation, 207–208

Post-it notes, mailing, 158
Powerful titles, 182
Power Principles, 215–217
Preliminary CMAs, 36
Premiums, 176, 211–214
Presentation technique, 86, 116–119
Press releases, 174
Previewing, 9–10, 48–50
Price

agreeing on, 63
discussing in listing appointment, 51, 54
emphasizing monthly payments versus,

127–128
focusing on terms versus, 138–139, 141
handling objections about, 83–86
with multiple brokers, 75–76
relation to marketing success, 96, 107
when to reveal, 126

Price ranges, 9, 13

Private mortgage insurance (PMI), 209
Problem solving, scheduling, 8
Procrastination, 3
Professional photos. See Photos
Promises, excessive, 95
Proofreading skills, 188
Property, tips for showing, 124–129
Prospecting

by assistants discouraged, 193
booking appointments by phone, 30–35
before farming, 149
FSBO money-saving myths, 25–27
key concepts, 18–23
overview, 17–18
preparing for appointments, 35–36
self-promotion versus, 164
techniques, 36–42
telephone calling rules of thumb, 28–29
understanding FSBOs and expireds,

23–25
Public open houses, 100–101, 179
Purpose for telephone calls, 11

Q
Qualifying buyers, 114–115
Questions

for buyers, 112, 114, 118, 120–121
during listing appointment, 50–51
in telephone conversations, 28–29

R
Radio advertising, 175
Rapport with sellers, 47, 48–50
Readiness to buy, 121
Real estate basics, explaining to assistants,

192
Realtor Code of Ethics, 79
Recipe cards, 210–211, 212
Recurring objections, 64–65
Red flags, when interviewing assistants, 189
Reduced commissions, 89–93
Reference checking, 191–192
Reference method, 217
Referral fees, 198
Referrals

building base, 199–205
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Referrals (continued)
major benefits, 196–199
overview, 195
servicing base, 205–214

Refrigerator magnets, 157, 211–214
Reintroduction letters, 206
Relationship bonding, 198
Relocation companies, 41
Relocations, missing FSBOs, 27
Renters, finding, 40
Repetition, 164–165, 166
Report cards, 103–104
Residuals, insurance sales, 15, 197
Results

delayed, 164
detachment from, 23

Right place, wrong bait technique (objec-
tion handling), 83–84

Right recipe technique (objection han-
dling), 87–88

Routines, basing time management on, 2–3

S
Scenic route, 125
Schedules

basing time management on, 3–4
buyer appointments, 115–116
for problem solving, 8

Scrapbook of the future, 11
Searches, pricing for, 107
Seeds, mailing, 158
Selecting houses to view, 121–124
Self-assessment questions, for assistant can-

didates, 191
Self-management, 2
Self-promotion

basic concepts, 163–165
marketing tools, 173–176
market position, 168–170
overview, 162–163
preparing campaigns, 165–168
starting campaign, 170–172
tips, 172–173

Sellers. See also For sale by owners
appointments with (see Appointments)

assessing motivations, 124–125
buyer letters to, 133–136
coaching, 180
filing, 13–15
handling objections from, 142–144
presenting offers in person to, 131–132
regular communications with, 94–95,

104–105
types, 46

Sellers’ seminars, 37, 156–157
Seminars

as farming effort, 156–157
for self-promotion, 174
types, 37

Sendsations, 165, 211
Servicing listings

basic concepts, 94–96
techniques, 96–107

Shared-cost mailings, 159
Shiny penny list

focusing buyers on, 122–123
working by, 9, 125

Shotgun approach, 166
Showcasing listings, 100–101
Showing property, 124–129. See also Buyers
Six bakers technique (objection handling),

74–75
Six-Step Buying Process

implementing, 119–129
presenting to buyers, 116, 117–119

60-day reviews, 104
Slogans, 165–166, 170
Specialized publications, 102
Specialty clubs, 207
Sports team sponsorships, 156
Spotters, 42
Spouses (buyers), conversations with, 56
Stale bread technique (objection handling),

85–86
Stamps, metered postage versus, 159
Stationery, 174, 207
Stay firm technique (objection handling),

84–85
Subtle closes, 62
Successful agents, 106, 199
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Surprise, element of, 10
Survey calls, 155–156

T
Target markets

in marketing plans, 169
selecting, 149, 150, 165

Taxes, 16
Teasers, 159
Technical skills, improving, 10
Telephone calls

booking appointments with, 30–35
buyer inquiries, 111–112, 113–116
market analyses via, 38–39
purpose, importance of, 11
rules of thumb, 28–29
screening by assistants, 180–181
surveying farms, 155–156

Telephone interviews for assistants,
187–188

Telephone numbers, filing FSBOs by, 13–15
Television advertising, 175
10 Commandments of Handling

Objections, 61–64
Tentative appointments for shiny pennies,

122, 123, 125
10-10-20 Rule, 102
Terms, price versus, 138–139, 141
Testimonial letters, 157, 204
Thanksgiving events, 161
Third-party negotiating, as benefit of

agents, 26
30-day reviews, 104
Three Power Principles, 215–217
Three ways to travel technique (objection

handling), 82

Time management
basic concepts, 1–4
20 techniques, 4–15

Time ranges for appointments, 35
Time versus price, 51, 95
Titles, for assistants, 182
To-do lists, 7
To-do pads, 207
Toll-free numbers, 172
Top agents, 106, 199
Top Producer software, 152
“Toys for Tots” program, 161
Training, for assistants, 193
Typing skills (assistants), 188

U
Uniqueness, 163
Urgency, creating

for buyers, 112–113, 122–123
for prospective clients, 65

Urgent business, filing systems for, 16

V
Vacation postcards, 207–208
Validating brokers

with buyers, 115–116, 118
during listing appointment, 51–52

Values, 169
Vanity plates, 176
Video brochures, 174

W
Welcoming new neighbors, 157
Window shopping technique (objection

handling), 80
Work experience of assistants, 189, 190
Workshops. See Seminars
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