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About the Author

Dirk Zeller, who as an agent rose to the top of the real estate field quickly,
has been on a meteoric rise since he began his career in 1990.

Throughout his sales career, Dirk was recognized numerous times as one of
the leading agents in North America. He has been described by industry
insiders as the most successful agent in terms of high production with life
balance. His ability to sell more than 150 homes annually, while only working
Monday through Thursday and taking Friday, Saturday, and Sunday off
weekly, is legendary in the real estate field.

Dirk turned his selling success into coaching significance through founding
Real Estate Champions. Real Estate Champions is the premier coaching com-
pany in the real estate industry with clients worldwide. Dirk’s clients average
more than a $200,000 increase in their income annually. Dirk has created such
revolutionary programs as “Protect Your Commission,” “Stewardship Selling,”
“The Champion Listing Agent,” and “Positioning Yourself as the Expert.”
These programs and others like them have changed the lives of hundreds of
thousands of real estate agents worldwide.

Dirk is one of the most published authors in the areas of success, life balance,
sales training, and business development in the real estate field. He has more
than 250 published articles to his credit. His weekly Coaches Corner newslet-
ter is read by over 200,000 subscribers each week. His book Your First Year

in Real Estate (Prima Publishing) has sold just shy of 100,000 copies in just a
few years.

Dirk is also one of the most sought-after speakers in the real estate arena.
He has spoken to agents and managers at the local, regional, national, and
international level for most of the large real estate brands, such as Coldwell
Banker, RE/MAX, Century 21, ERA, and Prudential. He has shared the stage
with such notable speakers as Zig Ziglar, Brian Tracy, and Les Brown.

Besides contributing to the real estate agent community, Dirk and his wife of
16 years, Joan, are very active in their church. They live with their 4-year-old
son, Wesley, and 8-month-old daughter, Annabelle, in Bend, Oregon.
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Introduction

Welcome! You’re about to move into the league of the most successful
real estate agents.

Real estate sales is the greatest business in the world. In my more than 20
years as a business owner and entrepreneur, I've yet to find a business equal
to real estate sales when it comes to income potential versus capital invest-
ment. In any marketplace, a real estate agent has the opportunity to create
hundreds of thousands of dollars in income. (I coach many agents who earn
more than one million dollars per year.) An agent’s income is especially sig-
nificant when viewed against the capital investment required by the business.
Most agents need as little as $2,000 to start up their practices. Compare that
to any other business and you'’ll find that most involve sizeable investments
and burdensome loans to buy equipment, lease space, create marketing
pieces, develop business strategies, and hire employees — all to achieve
what is usually a smaller net profit than what a real estate agent can achieve
in the first few years. It’s almost too good to be true!

Real estate sales paved the way for me to become a millionaire at a very
young age. It has provided a solid income, many investment opportunities, an
exciting lifestyle, and a platform from which I've been able to help many
others achieve their own goals and dreams in life.

About This Book

This book is about becoming a successful real estate agent, for sure. It’s also
about acquiring sales skills, marketing skills, time-management skills, people
skills, and business skills. It’s about gaining more respect, achieving more
recognition, making more money, and closing more sales. It’s a guide that
helps you achieve the goals and dreams that you have for yourself and your
family.

I'm delighted to share with you the keys I've found for real estate success and
to allow you to learn from the mistakes I've made along the way. (I'm a firm
believer in the idea that we often learn more from failures than successes,
but that doesn’t mean you have to repeat my failures.)
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The techniques, skills, and strategies I present throughout this book are the
same ones I've used and tested to perfection personally and with thousands
of coaching clients and hundreds of thousands of training program partici-
pants. This book is not a book of theory but of “real stuff” that works and is
laid out in a hands-on, step-by-step format. You can also find time-tested
scripts in most sales-oriented chapters. The scripts are designed to move
prospects and clients to do more business with you. (If you're a junior
member of the grammar police, you may find that some don’t perfectly align
with your expectation of the English language. The objective of sales scripts,
though, is not perfect sentence structure but rather maximum persuasion of
the prospect or client.)

If you apply the information contained in this book with the right attitude,
and if you're consistent in your practices and in your success expectations,
your success in real estate sales is guaranteed.

Conventions Used in This Book

Throughout this book I've incorporated a number of style conventions, most
aimed at keeping the book easy to read and a few aimed at keeping it legally
accurate:

v Throughout this book, I use the term real estate agent rather than Realtor
unless I'm talking specifically about members of the National Association
of Realtors (NAR). Realtor is a registered trademark owned by the NAR,
which requires that the term appear either in all capital letters or with
an initial capital R. For your information, all Realtors are real estate
agents, but only those real estate agents who are members of and sub-
scribe to the Association’s strict code of ethics are Realtors.

v The word agency describes the relationship that a real estate agent has
with members of the public, or as they’re sometimes called, clients. When
clients list a home for sale, they enter a contractual relationship with the
agent who will represent their interests. That agreement is called an
agency relationship. Every state and province has a unique set of laws
stipulating how consumers and real estate agents work in an agency rela-
tionship. These agency laws have been reworked and clarified over the
past decade. In earlier days, agents didn’t formally represent homebuy-
ers. Instead, agents were obligated solely to the sellers, for whom they
worked basically as sub-agents. That’s all ancient history, though, and
throughout this book when I refer to agency agreements, 'm describing
the real estate agent’s relationship with buyers or sellers, depending
upon whether the agent is the listing agent or the selling agent.

v Bulleted and numbered lists present important information in a quick-
skim format. Watch for lists marked by numbers or checkmarks. They
contain essential facts, steps to take, or advice to follow.
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v Whenever | introduce a new term, I italicize it and follow it up with a
brief definition.

v Web sites and e-mail addresses appear in monofont to make them stand
out on the page.

What You're Not to Read

Personally, I think you should read every word of this book. (I wrote it, after
all’) However, if you're the bare-bones info type, you can skip the sidebars
that appear throughout the book. You know when you come upon a sidebar
because it appears in a gray box. The sidebars contain interesting, often
anecdotal, information that’s related to the topic but not essential to under-
standing it.

Foolish Assumptions

As I compressed a career’s worth of real estate experience and coaching
advice into these pages, [ had to make the following assumptions about you,
the reader:

v You're already a licensed real estate agent. If you haven’t yet taken the
real estate license exam, consider the book Real Estate License Exams
For Dummies by John A. Yoegel (Wiley).

v You're looking to rev up your real estate business, whether you're just
starting out or have been in the business for a while. Some of you may
be deciding whether to specialize in commercial or residential real
estate and may be considering which real estate company to join.

Others have already launched careers, hung licenses with good compa-
nies, and are now looking for advice on how to climb the success curve
faster and higher. Still others are interested in refining specific skills,
such as prospecting, selling, running their businesses more efficiently, or
building customer loyalty.

How This Book Is Organized

Each of the five parts of this book deals with a different aspect of your real
estate career: making fundamental career decisions, attracting clients, clos-
ing sales, building a strong business, and tapping into the best resources and
advice available.
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Every part of the book is a self-standing component. You can scan the table
of contents and flip directly to the chapter or section that addresses your
interests, or you can search the index and go straight to specific pages that
answer your questions. I think you can benefit the very most by reading the
entire book, but you don’t have to read it sequentially from cover-to-cover to
make sense of the contents.

Part I: Acquiring the Keys
to Real Estate Success

The four chapters in this first part pave the way for your real estate success.
The first chapter provides an overview of the skills you need, gives advice
for acquiring expertise, and shows what steps to take to swing the odds for
success your way. The second chapter helps you understand and decide
between residential and commercial specialties. Chapter 3 guides you
through the process of evaluating, choosing, and joining a real estate com-
pany. And Chapter 4 helps you research and understand the marketplace in
which you are working.

Part II: Prospecting For Buyers and Sellers

This five-chapter part unlocks the secrets of client development. It starts
with a chapter dedicated to how, when, and why to prospect. Following chap-
ters focus on how to mine gold from referrals, how to win business from
expired and FSBO listings, how to use open houses as the ultimate prospect-
ing approach and, finally, how to convert all that prospecting effort to sales
action by perfecting your skills at presenting and closing contracts.

Part I11: Developing a Winning
Sales Strategy

This part is all about sales. It begins with a chapter that helps you establish a
home’s ideal sales price based on current market conditions, your own pric-
ing philosophy, and what I call my magic marketing formula. The next chap-
ter is about getting the house ready to show. It’s followed by an essential
chapter on how to market properties online and in print. The part ends with
an important chapter on how to negotiate contracts and close deals.
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Part JU: Running a Successful
Real Estate Business

In this part, I go into coaching mode and help you position yourself for suc-
cess. The first of the three chapters in this part gives you tools, systems,
strategies and techniques to understand your marketplace and define where
you stand in it, and stake your own competitive position. In the second chap-
ter, I share advice for building client relationships, developing client loyalty,
delivering unbeatable service, and winning client relationships that last a life-
time. This part ends with an invaluable chapter that is packed full of how-to
techniques and advice for generating the greatest return on the time you
invest in your real estate career.

Part U: The Part of Tens

This final part sends you off with four fast ten-part lists. Chapter 17 presents
ten tools that are essential for any real estate agent’s success. Chapter 18 is a
round up of top ten tips for working with buyers. Chapter 19 tells you how to
avoid the ten big real estate sales mistakes. Finally, Chapter 20 closes the book
with ten great Web sites to click on for a wealth of additional information.

Icons Used in This Book

<"(,‘)()'I'E
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This wouldn’t be a For Dummies book without the handy symbols that sit in
the outer margin to alert you to valuable information and advice. Watch for
these icons:

Why reinvent the wheel? Whenever I present a true story or a lesson that I've
learned from first-hand experience, this icon flags the paragraph so you can
benefit from the recollection.

When you see this icon, highlight the accompanying information. Jot it down,
etch it in your memory, and consider it essential to your success.
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\\J
The bull’s-eye marks on-target advice and tried-and-true approaches that
save time, money, and trouble as you achieve real estate success.

e
S When there’s a danger to avoid or just a bad idea to steer clear of, this icon

sits in the margin issuing a warning sign.

Where to Go from Here

The beauty of this book is that you can start wherever makes most sense
for you.

If you're a newcomer to the field of real estate sales, I suggest you start with
Part I, in which I've consolidated all the start-up information that you're likely
to be looking for.

If you've been in the trenches for a while and simply aren’t having as much
success as you'd like, start with Chapter 5 and go from there.

If you're time-pressed, facing a crucial issue, or grappling with a particular
problem or question, turn to the table of contents or index to find exactly the
advice you're seeking.

Wherever you start, get out a pad of yellow sticky notes or a highlighter pen
and get ready to make this book — and all the information it contains — your
own key to success. I send you off with my very best wishes!
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“T can show you this one. T¥’s got a pool in the
backyard. T've also got a six bedroom with a
fountain out front Tcan show you, but nothing

right now with a2 moat.”



In this part...

thher you're expanding an up-and-running real
estate business or just setting out in this field of
sky-high opportunity, the chapters in this part will speed
you to success. Count on the upcoming pages to help you
understand the business environment, weigh the most
important career issues, ask the right questions, and
unlock answers that get your real estate practice headed
in the right direction.

In four fast chapters, I share tried-and-true advice for what
it takes to make it as a real estate agent, how to decide
between a residential or a commercial real estate specialty,
how to choose the real estate company that best suits you,
and how to acquire the market knowledge that makes you
a trusted client resource and respected professional in
your field.

If you have any doubts about what it takes to achieve real
estate success, consider this part a must-read.




Chapter 1

Discovering the Skills
of a Successful Agent

In This Chapter

Defining financial success

Understanding the role and importance of a professional real estate agent
Knowing the importance of customer creation and sales skills

Choosing the right path to real estate success

Each agent defines success slightly differently. Some agents set their goals
in dollars, some are attracted to the opportunity to be their own bosses
and build their own businesses, and some want the personal control and free-
dom that a real estate career allows. Achieving success, however, requires the
same basic fundamentals regardless of what motivates your move into real
estate. Agents who build successful businesses share four common attributes:

v They’re consistent. They perform success-producing activities day in and
day out. Rather than working in spurts — making 50 prospecting calls in
two days and then walking away from the phone for two weeks — they
proceed methodically and steadily, day-after-day, to achieve their goals.

v They believe in the law of accumulation. The law of accumulation is
the principle that says with constant effort everything in life, whether
positive or negative, compounds itself over time. No agent becomes an
overnight success, but with consistency, success-oriented activities
accumulate momentum and power and lead to success every time.

v They're life-long learners. The most successful agents never quit
improving. Their passion for improvement is acute, and they commit the
time, resources, and energy it takes to constantly enhance their skills
and performance.

1 They’re self-disciplined. They have the ability to motivate themselves
to do the activities that must be done. A successful agent shows up daily
for work and puts in a full day of work on highly productive actions such
as prospecting and lead follow-up. They make themselves do things that
they don’t want to do so they can have things in life that they truly want.
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Part I: Acquiring the Keys to Real Estate Success

My own auspicious beginning

As an original dummy in real estate sales, I'm
the perfect author for this book. On my very first
listing presentation, | went to the wrong house.
Can you imagine arriving at the wrong address
for your first presentation? The worst part is that
the man who answered the door let me in. To
this day, I'm not sure why he let me in and let me
begin my listing presentation. | was nearly
halfway through my presentation before | fig-
ured out the mistake! He just sat quietly listen-
ing to me talk about listing his home. He actually
did have an interest in selling his home in the
near future, so he just listened. | finally realized
| was in the wrong house when | glanced over
and saw the address on a piece of mail on
the table. | had transposed a number on the

address, which put me in the wrong house. All
the while, the real seller was waiting for me
down the street. The good news was that | suc-
cessfully listed the man’s home a few months
later.

In the end, it really doesn't matter where you
start in your career or what mistakes you make
inthe early stages. Everyone makes mistakes in
new endeavors. What matters most is having a
plan or process that keeps you moving down
the track toward your goals. Most people would
have quit with such a rocky start as mine.
However, the sure way to lose is to quit. The
only way you win is to keep going.

You're already on the road to real estate success, demonstrated by the fact that

you've picked up this book to discover what it takes to become a great agent.
This first chapter sets you on your way to success by providing an overview of
the key skills that successful real estate agents pursue and possess.

Having a Financial Goal

One of the first steps toward success is knowing what you want out of your

real estate career. However, “financial independence” is not a specific-enough

answer.

I've been in real estate, either in direct sales or teaching, speaking, training,
writing, or coaching people, for nearly 20 years. 've met tens of thousands of
agents and nearly every one started selling real estate with the same goal of
financial independence. Countless times I've asked the question: “Tell me, how

do you define financial independence?” What I usually hear in response is some

variation of the answer, “So I don’t have to worry about money anymore.”

The key to eliminating money worries is establishing a financial goal — an
actual number — that you need to accumulate in order to achieve the quality

of life you want to enjoy. Financial independence boils down to a number. Set
that number in your mind and then launch your career with the intention to
achieve your goal by a specific date.
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By having your financial goal in mind, you find clarity and can see past the
hard work that lies ahead of you. When you have to endure the rejection,
competition, disloyal customers, and challenges that are inevitable along the
way, your knowledge about the wealth you're working to achieve helps you
weather the storms of the business.

Acting and Working Like a
Top-Level Professional

Real estate agents join doctors, dentists, attorneys, accountants, and finan-
cial planners in the ranks of licensed professionals that provide guidance and
counsel to clients. The big difference is that most real estate agents don’t
view themselves as top-level professionals. Many agents, and a good portion
of the public, perceive themselves as real estate tour guides, as home inven-
tory access providers, or even as just necessary cogs in the wheel of the
property sale transaction. The best agents, however, know and act differently.

@c\“‘BER Real estate agents are fiduciary representatives and financial advisors —

> not people paid to unlock front doors of houses for prospective buyers. A
fiduciary is someone who is hired to represent the interests of another. A
fiduciary owes another person a special relationship of honesty, commit-
ment, exclusivity in representation, ethical treatment, and protection. Build
your real estate business with a strong belief in the service and benefits you
provide your clients, and you’ll provide a vital professional service while
being recognized as the valuable professional you are.

Serving as a fiduciary representative

Real estate agents represent the interests of their clients. As an agent, you're
bound by honory, ethics, and duty to work on your client’s behalf to achieve
the defined and desired results. This involves the following functions:

1 Defining the client’s objective. To serve as a good fiduciary representa-
tive, you need to start with a clear understanding of the objectives your
client is aiming to achieve through the sale or purchase of property. Too
many agents get into trouble by starting out with uncertainty about the
interests of the people they’re representing. To avoid this pitfall, turn to
Chapter 9 for advice and a questionnaire you can use when interviewing
and qualifying prospects.

‘X@N\BER v Delivering counsel. In the same way that attorneys counsel clients on
& the most cost-effective way to proceed legally, it’s your job to offer simi-
larly frank counsel so that your clients reach the real estate outcomes
they seek.
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An attorney may encourage a client to proceed with a lawsuit when the
client has a high probability of winning, or she may recommend an out-
of-court settlement when odds point toward a court loss that could
leave the client with nothing but legal bills to pay. Likewise, you need to
be able to steer your clients toward good decisions regarding the value
of their homes, the pricing strategies they adopt, the marketing
approaches they follow, and the way their contract is negotiated in
order to maximize their financial advantage. The chapters in Part III of
this book help you develop the knowledge you need in these areas.

v+~ Diagnosing problems and offering solutions. A good agent, like a good

doctor, spends a great deal of time examining situations, determining
problems, and prescribing solutions. In an agent’s case, the focus is on
the condition and health of the home a client is trying to buy or sell. The
examination involves an analysis of the property’s condition, location,
neighborhood, school district, street appeal, landscaping, market com-
petitiveness, market demand, availability for showing, and value versus
price. The diagnosis involves an unvarnished analysis of what a home is
worth and what changes or corrections are necessary.

Some say that agents should present all of the options available to their
clients and then should recommend the course of action that they feel is
best. By doing this, agents allow their clients to make the final decision.
While many experts praise the virtues of this approach, I prefer the diag-
nostic and prescriptive approach because it positions you better as the
expert. When clients make poor choices such as setting the wrong price
on their home or making an initial offer that is too low, you may still
receive some or all of the blame even though you were merely giving
them options and they chose the wrong one.

Many agents get into trouble because they lack the conviction to tell
clients the truths they don’t want to hear. If a home is overpriced or not
ready for showing, or if an offer is too low for seller consideration, it’s
the agent’s job to speak up with sound advice. In these situations, you
could get blamed for a poor outcome. You may also run the risk of doing
all this work and not getting compensated for the time you invested.

To prepare yourself for the task, flip to Chapter 10, which helps you
determine and advise sellers regarding a home’s ideal price, Chapter 11,
which helps you counsel clients regarding changes they need to make
before showing their property, and Chapter 13, which helps you counsel
clients through the final purchase or sale negotiation.

v Troubleshooting. Unavoidably, many times as an agent, you have to be

the bearer of bad news. Market conditions may shift and the price on a
seller’s home may need to come down. A buyer may need to sweeten ini-
tial offers to gain seller attention. A loan request may be rejected, or, you
may need to confront sellers because the animal smells in their home
may be turning buyers away. Or, a home that buyers really wanted may
end up selling to someone else.
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At times like these, your calm attitude, solution-oriented approach, and
strong agent-client relationship will win the day. Chapter 15 is full of
advice for achieving and maintaining the kind of relationship excellence
that smoothes your transactions and leads to long-lasting and loyal
clients.

Guiding financial decisions

When you help clients make real estate decisions, your advice has a long-last-
ing effect on your clients’ financial health and wealth.

In most cases, home equity is the single largest asset that people own. Your
ability to guide clients to properties that match their needs and desires, that fit
within their budgets, and that will give them long-term gain from minimal initial
investment will impact their financial health and wealth for years to come.

Your influence as a wealth advisor reaches far beyond clients who are in a
position to own investment real estate. In your early years, many of your
clients may be first-time buyers who are taking their first steps into the world
of major financial transactions. Advise them well and they’ll remain clients
and word-of-mouth ambassadors for years to come. See Chapter 15 for more
information about keeping clients for life.

Avoiding the role of a home
inventory access provider

Back in the days of the early 1990s, before the advances of the Internet, the
consumer’s only avenue to information about homes for sale was through a
real estate agent. Every other week, agents received phonebook-sized period-
icals presenting information on properties for sale, with each new entry
accompanied by a small, grainy, black and white picture.

Today, consumers can go online instead of going to a real estate office to
launch their real estate searches. With a few keystrokes and mouse clicks,
they have access to a greatly expanded version of the kind of information
that agents used to control. However, once consumers discover a home they
want to see, they must contact either the owner or an agent to gain inside
access. This is where things get tricky.

Often a consumer signs off the Web and contacts an agent to get inside the
home, as if the agent is simply an entry device. As an agent, you need to
demonstrate special skills to first qualify the consumer’s interest and ability
to buy and then to convert the inquiry into a committed buyer client for your
business. Chapter 18 gives you ten quick tips to adopt when working with
buyers.

13
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Agents as necessary evils: A mindset
that comes and goes

The mindset that agents are overpaid and
unnecessary to the real estate sale process
takes hold of consumers every now and then.
This mindset gains momentum especially when
a robust market leads to low home inventories
and the quick sale of homes that often receive
multiple offers during the short time they’re on
the market.

When times are booming, a segment of con-
sumers and new homebuilders begin to ques-
tion the value of the agent's services against the
associated fees. During the best of market
times, some homebuilders even go so far as

to sell their houses without allowing agent
representation — or compensation.

The silver lining is that when times are good, so
many properties are moving that the few listings
affected by the agent-is-unnecessary mindset
hardly limit opportunity. Plus, booms don’t last
forever. When the market swings back to neu-
tral, you can bet that competition for buyers will
again intensify, inventory levels will expand,
days on the market will lengthen, and sellers —
including homebuilders — will start courting
and even listing with agents again.

Winning Customers

Imagine you’re on the game show, Jeopardy, and you're given seconds to pro-
vide the most important response of your career. Imagine that you're asked
to write down the question that prompts the answer: The function that makes
or breaks a real estate agent’s success. (If this book contained music, you
know what tune would be playing right now.) Okay, time’s up. How did you

respond?

The moneymaking reply is: What is creating customers? How did you score?

Did you answer: What is customer service? If so, you gave the same answer

that more than 95 percent of new agents give. In fact, more than 90 percent of

experienced agents don’t win points with their answers, either. Only a rare,
few agents see customer creation as the golden approach that it is.

Understanding the importance of customer
creation over customer service

Before you put down this book or send me a note of protest about the title of
this section, understand this caveat: You have to be excellent at customer
development and customer service. However, in terms of priority, you have
to be exemplary at client creation. Following are a few reasons:
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+ You can’t serve customers if you don’t create customers in the first
place. And because customer service excellence results from customer
service experience, customer development is a necessary prerequisite
to outstanding customer service.

1 Most consumers have been provided such poor service that their
expectations are remarkably low. When service providers do what they
said they’d do in the time frame that they agreed to do it, consumers are
generally content with the service they receive. Certainly you want to
develop the kind of expertise that delivers exemplary, outstanding ser-
vice, but if you commit, from the get-go, to do what you said you’d do
when you said you’d do it, your delivery will be better than most.

” Between creating customers and delivering service, customer creation
is the more complex task. Customer creation requires sales skills and
ongoing, consistent, and persistent prospecting for clients. To develop
customers, you have to gain the level of skill and comfort necessary to
pick up the phone and call people you know (or even people you don’t
know) to ask them for the opportunity to do business with them or to
refer you to others who may be in the market for your service.

v If you attract the right kinds of customers into your business, your
clients will match well with your expertise and abilities, and service
will become an easier and more natural offering. If you attract the
right type of customers, you'll also reap greater quantity and quality of
referrals.

v The only alternative to devoting your time and energy to customer
development is to guide people to your Web site, office, or phone line
through costly advertising and promotional programs. This approach
requires a lot of money and often generates low-quality and reduced-profit
leads and a long sales cycle. Because this is hardly an effective formula to
get a newer agent up and running in a hurry, I don’t recommend it.

Developing sales ability to win customers

The single most important skill for a real estate agent is sales ability, and
sales ability is how you win customers. Your sales ability is based on how
effective you are in generating prospects, following up on those prospects to
secure appointments, qualifying those appointments, conducting the
appointments to secure an exclusive agency contract, and then providing ser-
vice to that recently created client. People also base your ability on how
quickly you can accomplish all this.

Because you’re holding this book, I'm willing to bet that you’ve either just
come out of training to receive your real estate license or you're in the early
days of your career. In either case, decide right now to master the skills of
selling in order to fuel your success.

15
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It’s hard to believe that probably 95 percent of agents lack top-level sales
skills. In my career in training and coaching, I've met tens of thousands of
agents. Very few, even at the top echelon of earnings, have had any formal-
ized sales training. Whenever | speak to agents, I always ask the audience
how many have taken any formalized sales training, and [ usually see only a
few hands out of the hundreds in the room.

The other reason I know sales skills are lacking is because I coach some of
the best and highest-earning agents in the world, and even they believe their
sales skills can use improvement. Many agents tape their prospecting ses-
sions or listing presentations, but [ have yet to meet one who feels that
they’ve nailed their sales skills. The difference between these high-earning
agents and other agents is that the high-earning agents realize that sales
skills are vital to success and they continuously seek excellence in this area.

To follow the high-earning agent’s example, make it your priority to develop
and constantly improve your sales skills for the following reasons:

v To secure appointments. Chapter 5 provides practically everything you
need to know about winning leads and appointments through prospect-
ing and follow-up activities.

+* To persuade expired and for-sale-by-owner listings to move their prop-
erties to your business. Chapter 7 is full of secrets and tips to follow as
you pursue this lucrative and largely untouched field.

+ To make persuasive presentations that result in positive buying deci-
sions. Chapter 9 helps you with every step from prequalifying prospects
to planning your presentation. It’s packed with tips for perfecting your
skills, addressing and overcoming objections, and ending with a logical
and successful close.

Gaining customers no matter
the market conditions

According to the National Association of Realtors, over half of current real
estate agents have been in the business less than three years. That means
more than one out of two of today’s agents (probably including you) have
never experienced a marketplace where homes sat on the market for 60, 90,
or 120 days, where agents faced stiff competition to move listings, and where
it took real work to find and create client leads.

In robust market conditions, leads are abundant and relatively easy to
attract, especially buyer leads. But when the market slows, as it inevitably
will, real estate success becomes less automatic. Only great sales skills guar-
antee that you — instead of some other agent — will win clients no matter
the market conditions. The best agents make more money in a challenging
market than they do in a robust market.
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Regardless of economics, every market contains real estate buyers and sell-
ers. No matter how slow the economy, people always need and want to
change homes. Babies are born. Managers get transferred. Couples get mar-
ried. People divorce. And with these transitions, real estate opportunities
arise for those with the best sales skills.

The way to build immunity to shifting market conditions is to arm yourself
with skills in prospecting, lead follow-up, presentations, objection handling,
and closing. The information in Part II of this book guides you to success.

Becoming a Listing Agent

In real estate, there’s a saying that “you list to last.” In your early days, you're
likely to build your business by working primarily with buyers. But in time,
you begin to develop your own listings, and following that you begin your
climb to real estate’s pinnacle position, which is that of a listing agent.

To create long-term success, a high quality of life, and a strong real estate
business, set as your goal to eventually join the elite group — comprised of
fewer than 10 percent of all agents — who are listing agents. The advantages
are many:

v Multiple streams of income. Listings generate interest and trigger addi-
tional transactions. Almost the minute you announce your listing by
putting a sign in the ground, you'll start receiving calls from neighbors,
drive-by traffic, and people wanting to live in the area. These calls repre-
sent current and future business opportunities that only arise when you
have a listing with your name on it.

» Promotional opportunity. A listing gives you a reason to advertise and
draw the attention of prospects that you can convert to clients or future
prospects. And when your listing sells, you can spread the word of your
success with another round of communication to those in the neighbor-
hood and throughout your sphere of influence.

v~ A business multiplier. Talk to any listing agent and you’ll have this fact
confirmed: One listing equals more than one sale.

On average, over the course of my career, every listing I took resulted in
1.68 closed sales as a result of additional business generated by ad calls,
sign calls, and the fact that the listing seller wanted to buy another
home. In other words, I won more business than I offered for sale.

If you gave your financial adviser a single dollar and in a few months you
received the dollar back with an additional 68 cents, you’d do back flips.
In fact, you'd probably be rifling through sofa cushions looking for addi-
tional dimes and dollars to send toward similar investments. And that’s

17
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the same motivation that propels the best agents into the field of list-
ings. The multipliers vary by agent, but they always result in a pretty
impressive return on investment.

1 A free team of agents working for you. The moment you post your list-
ing, all the other agents in your area will go to work on your behalf. And
the best part is they don’t require payment until they deliver a buyer,
and then they’ll be paid not by you but by your seller through the com-
mission structure.

Much of the information in this book focuses on developing listings, because
to achieve top-level success listings are the name of the game.

Pathways to Success:

Which Wll/ You Take?

Agents typically follow one of these four basic approaches in the quest to
achieve real estate success:

” Become a workaholic. More than 80 percent of agents who generate a
reasonable income achieve their success by turning their careers into a
seven-day-a-week, 24-hour-a-day job. They answer business phone calls
day and night, they make themselves constantly available to prospects
and clients, and they work on-demand with no restraints.

* Buy clients. The second-most frequent pathway to success is to buy
business through massive marketing campaigns. Some agents buy or
brand their way to top-level real estate by investing in billboards and
bus benches with their names and faces on them, thousands of direct
mailers, expensive ad schedules, and all kinds of promotions. Others
buy their way to the top by discounting their commissions. By offering
themselves at the lowest prices, these agents eliminate the need to
emphasize their skills, abilities, and expertise.

v~ Take the shady road. Another avenue to real estate financial success is
to abandon ethics and just go for the deal and the resulting money.
Unlike the vast majority of agents who advise and advocate for their
clients, agents who take this route choose not to be bound by ethics or
any codes of conduct. They put their own needs first and put their
clients’ best interests in distant second place. Fortunately, these agents
are few and far between.
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Mining gold from your professional
services business

The best professionals provide ongoing ser-
vices to clients who wouldn’t think of taking
their business elsewhere. These professionals
develop reputations and client loyalty that
reside in their company names, even after the
founding professionals move on to other ven-
tures or into retirement. Doing more than just
earning an income and building a clientele,
these professionals build an asset that they can
sell, which allows them to receive compensa-
tion from the value of the successful businesses
they've built.

As a favorite example, my father was a dentist
for 30 years. When he decided to retire, he sold
his practice to another dentist. He sold his build-
ing and equipment, but most importantly, he sold
his patient roster, which raked in the majority of
the money he received.

A real estate agent who builds a well-rounded,
successful business can enjoy a similarly lucra-
tive sale. In fact, your objective should be to
build the kind of business that you can sell at the
completion of your real estate career.

| worked with a coaching client a few years ago
as she prepared her business for sale. She
tracked lead-making strategies, lead conver-
sion rates, client satisfaction, listings, buyers,
and net profit. Then for two years, we worked
together to improve all the facets of her busi-
ness until they were fine-tuned to perfection.
She was among the minority 5 percent of all
agents who built a truly well-rounded business.
The result; Her real estate practice sold for well
over $1 million. How's that for a goal?

v~ Build a professional services business. The fourth and best pathway is
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to create a well-rounded, professional services business not unlike that
of a doctor, a dentist, an attorney, or an accountant. Fewer than 5 per-
cent of all agents follow this route, yet the ones that do are the ones who
earn the largest sums of money — some exceeding $1 million annually
while also having high-quality lives and time for friends and family. Plus,
when they’re ready to bow out of the industry, they have a business
asset they can sell to another agent. (See the upcoming sidebar, “Mining
gold from your professional services business,” for more details on cre-
ating an asset you can sell.)

This is the route I urge you to follow. Each of the following chapters in
this book tells you exactly how to build your own professional services
business.
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Chapter 2

Residential versus Commercial;
Deciding Which Type of Real
Estate Is Right for You

In This Chapter

Differentiating between commercial and residential real estate specialties
Understanding the risks and rewards in each field

Choosing the right specialty for you

Fle worlds of residential and commercial real estate agents are as different
as night and day. Each arena offers its own set of opportunities, advan-
tages, and challenges. Surprisingly, you find little overlap in terms of the
types of clients served, the emotional involvement of buyers, the sales
process, and the real estate agent’s financial return against time invested.

Count on the info in this chapter to help you sort through the differences and

decide on the real estate field that best matches your personal goals for
career advancement, income, wealth, challenge, and overall opportunity.

Sizing Up the Differences between
Residential and Commercial Agents

QS»OTE When I decided to become a real estate agent in 1990, I didn’t even consider

<

residential real estate sales as a career path. | wanted to wear the nice suits,
drive the fancy cars, and meet over power lunches with those who made the
business world turn. I wanted to sell and lease commercial real estate.
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Fortunately, I called a long-time friend, Kerry Gilbert, who at the time was one
of the most successful commercial agents in my market area of Portland,
Oregon. He listened to my aspirations and responded with candid advice
about the direction I'd chosen. He gave it to me straight then, and I give it to
you straight now.

Of all the wisdom he shared with me that day, one thing he said really stuck
in my mind: “Making $100,000 a year is easiest in the arena of residential real
estate. In fact, you can reach that goal in your first year.” He’d been there and
done it all — residential real estate, commercial real estate, and land develop-
ment. Independently or through syndications or joint ventures, he’d had a
personal stake in every facet of commercial real estate including sales of
retail buildings, apartments, undeveloped land, and office and industrial
spaces. He knew the game from firsthand experience and I knew he was
speaking the truth. I followed his words and broke into the residential arena.
The following information helps you weigh your options and make a decision
for yourself.

Comparing commercial and residential
real estate: It'’s apples to oranges

‘X@N\BER Comparing commercial real estate to residential real estate is like comparing
> apples to oranges. Both are from the same genre, but that is where the simi-
larities end. The following are general descriptions of the two types of real
estate:

1 Commercial real estate is business-focused. It involves property that is
sold, leased, or used to achieve a predetermined business objective. It’s
used as an investment to achieve an anticipated rate of return on the
funds invested.

v Residential real estate revolves around the wants and needs of a
homeowner and his family. It involves property purchased for individ-
ual use, most often to provide housing for families.

The selling process for commercial real estate hinges on numbers and return-
on-investment calculations. Residential real estate is nowhere near so cut-
and-dried because it’s more of an emotional purchase. Many buyers make
decisions based on the fact that the house just feels right to them. I've sold
homes to people who insisted they needed a fourth bedroom, an island
kitchen, a family room off the kitchen, or a three-car garage. Yet when they
fell in love with a home that lacked their must-have amenities, they pur-
chased anyway and were thrilled with the decision. In commercial real estate,
however, feelings and emotions account for little in the purchase. The key
factor is the return on investment.
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What is residential real estate?

Residential real estate is focused on personal use. For the most part, residen-
tial agent’s represent the buyers or sellers of single family, primary homes.
Within the residential real estate arena, agents also engage in the following
specialties:

v Selling secondary homes to people seeking a “home-away-from-home”
to get away from it all. The second home market is one of the fastest-
growing segments of the residential real estate arena. More than 21 per-
cent of the sales in 2004 were second home purchases for use by the
purchaser or for investment purposes.

1 Working exclusively for a builder of new homes, usually by serving as
the on-site salesperson for a new home community. In this role, the
agent sells only the builder’s homes. If buyers need to sell an existing
home outside of that community, usually another agent handles that sale.

” Representing residential real estate investors who are looking to
increase wealth through the ownership of homes, duplexes, triplexes,
and fourplexes. Small-scale multiplexes are handled by residential
rather than commercial agents for the following two reasons:

¢ Often the purchaser lives in one segment of the multiplex, creating
aresidence as well as an investment property.

e Usually a purchaser can buy up to a fourplex with a conventional
mortgage.

Residential agents rarely represent buyers or sellers of multiplexes with
more than four dwelling units. Purchasers of larger complexes must
qualify for and secure commercial real estate loans — which involve a
more restrictive set of conditions, including higher interest rates,
shorter amortization schedules, and considerably higher initial equity
positions or down payments.

What is commercial real estate?

Commercial real estate centers on business or investment use of real estate.

In commercial real estate, you can buy, sell, lease as a lessor (the person who
owns the property for lease), lease as a lessee (the person who'’s trying to
lease the property for their use), syndicate, joint venture, develop, option,
and invest in a wide range of commercial real estate categories, including
retail, office, industrial, apartments, investments, and raw-land leasing.

Commercial real estate agents are usually familiar with many of the commer-
cial real estate areas, but they generally specialize in one of the following
areas or disciplines:
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v Representing tenants or lessees by finding, selecting, and negotiating
new space for client businesses.

v Representing building owners or lessors by working to lease out build-
ing space for the highest possible price and with the most favorable
terms. Frequently a commercial agent represents one owner or even one
building exclusively in order to ensure the building is leased to capacity.

v Representing investors who want to buy and sell commercial property
by finding opportunities that offer the lowest risk to the client, the best
return on investment, and the best capitalization rate, which is the net
operating income of the property divided by the sales price or value of
the property.

Weighing advantages and disadvantages

Before you launch your career in residential or commercial real estate, you
need to objectively weigh the pros and cons against your own goals and
interests. Making a U-turn after the wrong initial selection could take at least
one year. The upcoming sections help you view the two paths with an objec-
tive eye, without getting wrapped up in the excitement of either.

Exploring the pros and cons of a commercial real estate specialty

Landing a job at a commercial brokerage house is much like being hired into
a Fortune 500 company. Expect to attend a series of interviews, answer a
number of questions about your history and educational background, and
endure a careful assessment of your ability to succeed in the field. Once you
land a job, most commercial real estate companies pay you a salary while
you cut your teeth in your new career. They want you to succeed, and they
stake a monetary investment in your success.

The pros

Commercial agents work in a far more respected business environment than
that of residential agents. They're part of the circle of movers and shakers in
their towns or cities. They present a polished and positive image and dress
for success in power suits. And, compared to residential agents, they’re held
in higher regard by their prospects and clients. Following are some of the
many positive aspects of a commercial real estate specialty:

+ You join an elite group. Expect to find fewer real estate companies and
fewer job openings in the commercial field than in the residential arena.
The good news is that when you land a job, you encounter fewer people
to compete against.



Chapter 2: Deciding Which Type of Real Estate Is Right for You 25

+* You benefit from a professional, well-managed environment. | believe
that most commercial real estate companies are managed more effec-
tively than residential real estate companies. Because of this effective
management, you benefit from the following distinct advantages:

e Smaller staff size. While a residential office may have 150 to 200
full- and part-time agents, most commercial offices range in size
from a few people to 50 agents, all of whom work full time as seri-
ous professionals in the field. Fewer agents translates to fewer neg-
ative interpersonal issues and more time that managers can invest
in training and coaching new agents.

¢ Training and performance monitoring. Commercial brokers treat
new agents like long-time employees by requiring performance of
certain tasks or activities within a specific time frame, holding
agents accountable, and monitoring sales outcomes. As a result,
new agents continually improve their skills and expertise.

e Support staff. Most commercial brokerages have a larger support
staff than residential companies, which fortunately provides more
administrative assistance to agents.

P * Research services. Most large commercial brokerages include
research departments that monitor every influence on the local
and national market, including jobs, economic conditions, business
expansion, and investment trends. The research departments also
produce reports on inventory of properties, sales, tenants, absorp-
tion rates, and marketplace activity, which provides you with
advanced tools to position yourself as the expert.

v You work with in-house listings. Commercial brokerages sign contracts
with local, national, or international companies to represent their real
estate interests. The brokerages may serve as the exclusive tenant rep-
resentative for a company, as the exclusive listing agent for an investor
who owns multiple buildings, as the exclusive leasing agent for a major
building, or as the representative of a major firm’s real estate interests
nationwide or even worldwide.

QQ,N\BER As a newer agent, you may be assigned to serve as your company’s

~J junior representative. As a junior representative, you work alongside one
of the best salespeople in your firm. Your job is to help the salesperson
represent a client — and likely it will be a client that you never would
have been able to land on your own. This experience provides you with
a tremendous opportunity to explore the field while earning a stable
income.

+ You earn larger commission checks. On average, commercial brokers
earn larger commission checks per transaction than their residential
counterparts. Sometimes, a commercial broker earns a six-figure income
from a single transaction. This is due to the size of the transaction sales
amounts, which can top $5 million.
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Balancing the best and worst of real estate sales

If you're like most people who go into real estate
sales, you want to be an independent contrac-
tor with the freedom to choose your path, des-
tiny, and income. That's one of the best things
about real estate sales: No one can tell you
what to do, how to do it, or when to do it.

The flip side of that same truth is one of the
worst things about real estate sales: No one
can tell you what to do, how to do it, or when to
do it— exceptin commercial real estate where
most new agents work against clearly defined
performance standards with consistent moni-
toring that leads almost directly to dramatic
increases in the probability of success.

Performance management experts cite two
well-known adages: “When performance is
measured, performance improves,” and “When
performance is measured and reported, perfor-
mance improves faster.” The training you'll
receive as a new commercial agent works to
your benefit on both fronts. Your performance
will be measured, your progress will be

reported, and you will learn and change your
approaches in response.

In my company, Real Estate Champions, we
require members of our sales staff to make a
certain number of sales calls on the phone each
day. We also require a predetermined number
of presentations daily and weekly. And each
person is required to make a specific number
of sales. Weekly, all sales staff members hand
in to the sales manager a tape of their calls,
contacts, and presentations to show that they
have complied with the minimum standards of
activities, monitoring, and results. No ifs, ands,
or buts.

Tackling the worst thing about real estate sales
— forcing yourself to do what you should do
even when you don't feel like doing it — will
deliver the best thing about real estate sales:
personal and economic freedom. If you go into
commercial real estate, your manager will help
you define what to do, how to do it, and when to
do it. If you go into residential sales, be ready to
set and monitor your own high objectives.

+ You can earn a large income without selling a thing. Commercial real
estate affords an agent many ways to receive compensation without ever
selling property. The most common specialty is to become a leasing
agent, where you represent a lessor over an extended period of time. In
most commercial leases, the tenant terms and conditions cover a series
of years with monthly payments escalating at predetermined points
along the way. When the lessee and lessor extend or renew the lease, the
original agreement stipulates that the commercial agent earns a commis-
sion for the next contract period, with no new “sale” necessary.

In commercial real estate sales transactions, the listing agent receives
only the revenue from the purchase commission. The selling agent, how-
ever, receives not only the sale commission revenue but also the inside
track to represent the new owner in tenant negotiations, which can
deliver lease commissions for years to come.
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+* You work normal business hours. Commercial clients are leaders who
generally conduct business on a 9-to-5, Monday-through-Friday sched-
ule. Commercial real estate agents rarely find themselves working on
evenings or weekends.
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The cons

Based on the preceding section, you must think that commercial real estate
sounds pretty terrific: You get treated better, earn larger fees, get a base
salary from day one, and receive repeated payments well into the future for
relationships you created years ago.

But you find downsides to the commercial real estate business, too.
Following are a few realities to consider:

v Commercial real estate is a risky environment. As a commercial real
estate agent, your exposure to marketplace and economic swings, on
top of the pressure you feel to get space leased or sold, knows no com-
parison in the residential world. A building owner with a 50 percent
vacancy rate may lose tens of thousands of dollars each month.
Generally speaking, when such a situation continues for a few months,
you can expect the owner to demand performance, now!

v The marketplace can change rapidly. A national or regional economic
slowdown, or even a softening at the local level, can trigger dramatic
market swings that negatively affect commercial agents and their clients.

An economic sector may slow down and flood your market with com-
mercial space. A large company may close or move, driving excess office
space onto the market. Or, new space may even come onto the market at
the same time the economy is slowing, resulting in a tough environment
of overbuilt sectors and tons of losses and falling values.

»* Maintaining control of the deal can be a struggle. Commercial clients,
as a whole, aren’t very controllable. The people who own buildings, fac-
tories, industrial sites, flex space, and retail strip malls are high powered
and are most comfortable when in control. In most cases, they’re
shrewd investors who are attracted to a deal based on its value and
income potential, with little, if any, emotion involved. They don’t really
care who brings them the deal and whether it is served on a silver plat-
ter. They just want the deal. This “just the facts ma’am” approach
doesn’t breed loyalty on anyone’s part.

Commercial clients also know that large commission checks result from
their transactions with the agents. Never mind that the agents may work
months or even years to earn that commission or that they may not
have received a commission check over the last six months. To many
investors the commission simply represents a large line item in the cost
of the sale, and in the offer and acceptance process they aren’t shy
about asking the agent to reduce the commission percentage.

~ Budget skills are essential. Commercial real estate commission checks
arrive only sporadically. To offset the gap, you need strong money man-
agement ability, including the discipline to store up commission income
since it may be several months before the next check comes through.
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v Don’t count on much independence. Compared to residential agents,
commercial agents have a lot less independence in deciding which
market they’ll work in. Your commercial brokerage company generally
assigns you to a market sector. Whether you end up in retail, invest-
ments, apartments, industrial, or office leasing depends on your com-
pany’s needs. Wherever they have an opening is where you're going to
be sent.

v+ Commission splits are weighted toward commercial brokerage compa-
nies. The standard fee split arrangement generally divides commercial
commission revenue on a 50/50 basis between the brokerage and the
agent. However, when you're working on a company account as a new
agent, your portion is usually less than half. This split makes sense
because you're still training and because you didn’t secure the relation-
ship or the deal, but rather had it handed to you (along with a base salary
and company-provided administrative support and research assistance).

However, once you're a trained agent, the 50/50 arrangement doesn’t
change as drastically as it can in the residential arena.

+* You construct your own database. Commercial real estate is a database
business. For example, in office leasing you have to create a database of
all the buildings in the marketplace and all the information about the
buildings: Tenant lists, when leases are up, building features and ameni-
ties, ownership information (whether owned by an individual, a com-
pany, an insurance trust, or a real estate investment trust), and owner
contact information. Unearthing this information takes considerable
time — imagine what’s involved just to find the decision-maker of a
building owned by a distant company or trust.

@\\\NG! Brokerages don’t provide this collection of information, and most com-
S mercial agents don’t share information even within their own company.
You're left to construct your database on your own, which takes large
bites of time out of your calendar.

1 Acquiring what you’re selling can be difficult. Even if you could afford
it (see the next bulleted item in this list for more on the sky-high eco-
nomic threshold), large brokerage companies don’t want you to buy the
commercial real estate you're selling. They believe that doing so could
create a conflict of interest with their best clients, to whom they have a
fiduciary responsibility to present the best opportunities.

v Commercial clients are few and far between. In most large market
areas, the commercial real estate arena usually only involves large insti-
tutional investors or extremely wealthy individuals. I believe that a
person must be at least a deca-millionaire to enter today’s commercial
ownership game on a large scale.

Sure, small business owners can buy the buildings they occupy, but for
them to go beyond that in today’s marketplace is largely outside the
realm of possibility. The marketplace was vastly different 10, 15, or even
25 years ago. Back then, commercial real estate was an open playing
field. But today it’s hardly a place for what I call little guy investors.
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Pros and cons of a residential real estate specialty

Let me own up to a personal bias: I firmly believe that while commercial real
estate is a wonderful business opportunity, you find more and better benefits
in residential real estate. Even though getting there wasn’t entirely my own
choice, [ spent my whole career in this arena.

Originally I set out to become a commercial agent, interviewing with
Portland’s big firms, including CB Richard Ellis, Coldwell Banker Commercial,
Grubb & Ellis, and Cushman & Wakefield. I thought I was close at Cushman &
Wakefield but didn’t get a job offer. I called the manager back several times a
week for weeks on end until he gave me a final brushoff — a fact that [ now
look back on and laugh at . . . all the way to the bank. | ended up making more
money in residential real estate than 99 percent of those in commercial real
estate.

The pros

The favorable aspects of residential real estate stack into four main cate-
gories. Following is a look at these categories and how each gives an edge to
the residential real estate agent:

v Low risks and high gains. While other business owners have to buy
equipment, sign leases for space, amass costly inventory, and develop,
build, and market products, a residential agent needs only a computer,
contact management and MLS software, a high-speed internet connec-
tion, a phone line, a reliable car, and a stack of business cards.

Compared to the thousands (or hundreds of thousands) of dollars that
other businesses risk before they even open their doors, a residential
agent risks little, yet has the opportunity to make hundreds of thou-
sands of dollars a year.

Today’s agents add Web sites, marketing pieces, and many other sup-
port documents to help fuel their success, but I can tell you from experi-
ence that with little more than the initial list, | made over $100,000 in my
first full year in the business.

I can also tell you that within the real estate arena, the relatively low
volatility of the market is another huge benefit for residential agents.
Volatility is the large swinging in property values and in buying and sell-
ing activity. Unlike in commercial real estate, market swings are driven
more by inventory levels than by economic factors. Houses are sold pri-
marily to the people who will be living in them. Regardless of the econ-
omy, they need somewhere to live. Even if homes decline in value,
homeowners aren’t likely to walk away from their homes and lose their
investment value. This low volatility of the residential real estate market
helps soften the effects of market swings and also reduces risk.
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Anyone can make a bundle in residential real
estate. | truly believe that and say it every time
| speak to a group of new agents. | add this
caveat here: If you work hard, apply the tech-
niques in this book, and follow these four rules
of real estate success, you will make $100,000
ayear.

1. Show up. To achieve success, show up, and
show up early. Show up consistently to do
the activities that create revenue. Put in
enough hours to achieve success. The vast
majority of people never show up. You can't
expect to make $100,000 a year in a new
career by working 10 hours a week.

2. Focus mentally. When it's time to do
prospecting or lead follow-up, focus intently
on the outcome you desire and then take
action. Do it — and then prepare to do it
even better. Don't make the mistake of all
those who fall short of their goals and who
stop reading and learning when they com-
plete their formal educations. Continuously
improve your skills, your personal philoso-
phy, your ability to focus, and your intent to
succeed.

Wanna make $100,000 in residential real estate?

3. Tell the truth. Tell the truth to a seller who

wants to overprice a property. Tell the truth
to a buyer who wants a purchase price that
doesn't exist. When you need to “get real,”
it's better to have the honest and frank dis-
cussion as early as possible.

. Don’t be attached to the outcome. Don't let

yourself get derailed for hours, days, or
even weeks because of some negative
event. Maybe buyers you thought were
loyal to you buy with someone else. Or, per-
haps a pending transaction you were
counting on goes up in flames and CPR
won't even bring it back. Then, out of
nowhere, you lose a listing when you
thought the seller was working with you.
Welcome to the game of real estate. Play it
long enough and expose yourself to enough
transactions, and these events, plus plenty
of others, are sure to happen. When they
do, just scream at the top of your lungs a
good four-letter word: NEXT!

v Tremendous opportunity. As a residential agent, you can profit in a
number of ways. First, of course, you can list and sell houses. No matter
what market conditions are present in your marketplace, some people
always want to buy and sell. For example, your marketplace could be
declining in value, but people would still be buying and selling in the
area. Beyond that, you can reap benefits from the following avenues:

* Residential agents have easy access to lucrative investment
opportunities. Many of these opportunities are available with lim-
ited or even no money down. | know many agents who secured
good properties by using the resulting commission check as the

down payment. With a little time and effort, you can easily find and

finance residential deals from single-family homes to fourplexes.

If I had a dime for every time someone has said to me, “If you can
find me a really good deal, I'll buy it,” I could buy a few good deals
with the proceeds. What they’re really saying is that if you find a
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property for $50,000 below market they’ll buy it — as if they're
doing you a favor by giving you a chance to earn a commission
check.

The fact is that if you find a property priced $50,000 below market,
as an agent you can buy it yourself. Residential real estate affords
you the opportunity and the access to make those kinds of deals
possible.

You can leverage your efforts. As a residential agent you really
aren’t a one-person team. You're an economic engine. Fortunately, |
adopted this philosophy early in my career. By becoming a listing
agent, |, in effect, could hire the 6,000 other licensed residential
agents in Portland, Oregon, to work for me on a contingency basis
at no risk to my business. For example, they would show my list-
ings to prospective buyers and I didn’t have to split my fee or pay
them until the sale closed and I calculated the commission.

During a typical transaction, you spend far less time with a seller

than with a buyer. That’s why many of the most successful agents
leverage their efforts by working with buyers’ agents rather than

working directly with buyers.

Another easy way to leverage your efforts is to hire an assistant to
handle administrative tasks so you can invest a greater portion of
your time in prospecting, lead follow-up, and other sales functions.

As you earn more, your commission splits increase, as well. In
your early years as an agent, expect an agent/company commis-
sion split arrangement somewhere in the neighborhood of 50/50,
based on your experience and production and the services that

your company provides.

Once you become a seasoned agent, a good thing just keeps get-
ting better. As your production increases, so does your portion of
the commission. When you’re able to produce income on your own
without company floor time, company leads, and company open
houses, your company may offer 90 percent or 100 percent com-
mission options. In return, the best producers pay a monthly flat
fee to the real estate company.

Successful residential