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Chapter 1 
 

Donôt Correct Competitors! 

Let them Continue Offending* Consumers! 

by Allan Dalton 
Co-founder, TownAdvisor.com & Former CEO of Realtor.com 

 

 

 

 

 

 

 

 

 



As North Americaõs most prodigiously 

Photoshopped Professioné (with apologies to Hollywood) 

 

I respectfully suggest that the Real Estate Industry also devote equal 

or more attention to how we sound when seeking to Create Real Estate 

Connections. 

 

ñ...if thought corrupts language, language can also corrupt thought.ò 

ˈ George Orwell 

 

The Industryôs Challenge is Not Your Ethics... Itôs Our Ethos 

 

The Real Estate Industry has impressively evolved over the past decade in 

becoming more ñhigh-techò in how we professionally serve consumers and 

clients. These contemporaneous skills, along with how Realtors® swear to a 

Code of Ethics, leaves one to wonder: Why (according to national polling) are 

other similarly vital professions seemingly accorded more respect from 

consumers than the Real Estate Industry is? To me, this ñrespect disparityò is 

not a matter of Ethics, intelligence, hard work, or competence but rather Ethos. 

Thatôs right ñEthosò and not ñEthics.ò  For one is bound by Professional Ethics 

but not by Industry-wide Ethos.  The Real Estate Industry, unwittingly, has 

created a communications Ethos that I wish to respectfully challenge. To that 

end, none of my following so-called transgressions (a word I specifically chose 

to dramatically call attention to this issue) represent Ethical violations but rather 

(to me) violations of Ethos. 

 

I hesitated to begin this book with this chapter as we are in a time where 

the web, contact management systems, and overall technology are the 

Industryôs main focus and not face-to-face communication. Yet I could not 

get this thought out of my mind. It has to do with, when I ask at seminars, 

ñWhat percentage of your income is derived from how you communicate?ò 

The answer is always, ñone hundred percent!ò 

 



The reason why this important question surprises my audiences is 

because the Industry is overwhelmingly more dedicated to ñwhat we need 

to doò versus ñwhat we need to say.ò To demonstrate this, the next time 

you visit a convention exhibit area take note of how many more booths are 

devoted to how to connect with consumers through technology versus how 

to create more and deeper Real Estate connections through face-to-face 

and written communications. Clearly our concentration on ñhigh-techò has 

left the concept of ñhigh-touchò in the dust!  Consequently, this 

monumental imbalance (in my view) needs to be addressed by all of us.  

That is why this is my first chapter.  

 

* Offend (from Chapter 1 title): Clearly, when consumers are offended by anybody within the Real 

Estate Industry, it is due to insensitive or misguided communication that occurs ñunintentionallyò by 

well-meaning Professionals.  Please do not confuse my strident title and the critical expose 

regarding Industry dogma with my deep admiration, respect, and love for all Realtors®. It is just that 

I believe that all professions, businesses, and industries of all sizes and stripes should constantly 

be re-evaluating their embedded and widespread accepted approaches to serving the public... and 

Real Estate is no exception. 

 

Transgression #1 ð òLetõs Take a Look at the Comps!ó 

 

Essentially, 100% of your competition assaults homeowners 

systematically by astonishingly employing the use of the words ñCompsò 

or ñSimilar Homes.ò Whomever the coach or trainer was who first 

suggested this strategy ï if they were here today ï I would ask him or 

her this question: ñWhat were you smoking and what cloud were you on 

to think that homeowners would ever 

willingly capitulate to the notion that 

there are other homes sprinkled 

throughout the community that 

remarkably ï or, better yet, 

conveniently ï are just like theirs?ò 

 

How could anyone not fully anticipate 

that each and every time a 

homeowner is hit with the concept of 



ñCompsò (meaning comparables) that every single homeseller in North 

America replies in the same fashion, ñBut they donôt have five 

bedrooms,ò ñBut we have a new kitchen,ò ñBut we are closer to the high 

school,ò or other disdainfully stated corrective comments. 

 

What homeowners are really thinking is, ñHow could we ever list our 

home with ï or accept any pricing or marketing suggestions from ï 

somebody who clearly isnôt able to ascertain the distinctiveness of our 

lifestyle and who is actually comparing our home to the properties that 

we also could have bought?  Furthermore, I bet this Real Estate 

Professional hasnôt even been inside all of these other homes.ò 

 

Alternative Approach: 

 

ñFolks, just so you know, each and every home is unique.  That 

said, letôs take a look at properties that buyers will also be 

evaluating at the same time they are viewing your home. This way 

we gain a greater sense of buyer behavior in todayôs marketplace.ò 

 

Transgression #2 ð òYou can Trust Me!ó 

 

The next time you overhear a fellow professional actually say to a 

Consumer or Client, ñYou can trust me,ò whatever you do... do not 

correct them.  If they havenôt learned by now through the Realtor® Code 

of Ethics that trust is implicit (not only with the code, but with  Agency, 

where it applies), they will never get this. 

 

Alternative Approach: 

 

When it comes to trust, trust is not an option.  Itôs ethically what 

people are paying foré ñHello!ò  Let it pass, as a competitor might 

become defensive and might even think, ironically, that you are 

questioning if they can be trusted. 



By the way, the greatest negotiating skills will always be found 

when one is acting fully upon Agency ï as in most cases (but not 

all cases), it means that ñYou and your Client are as Oneò. 

 

Transgression  3. òLetõs see if we can get you Qualified!ó 

 

While your competitors want to create this officious and intimidating 

atmosphere by saying, ñLetôs see if we can get you qualified,ò here 

is your opportunity to say: 

 

ñLetôs get your purchasing power established, as that will help us in 

negotiations.ò 

 

Establishing purchasing power creates a completely different vibe 

than ñletôs get you qualifiedò. 

 

Transgression #4  ð òMay I ask for your Lo yalty? ó 

 

Let some of your Competitors continue to unintentionally appear 

insecure and self-focused by asking buyers for their loyalty. 

 

Alternative Approach: 

 

Thank buyers for their loyalty. 

 

Whatôs the difference? 

 

Asking the buyer for loyalty is about you.  Thanking the buyer in 

advance for their loyalty is about them, as in: ñFolks, I just want to say 

that I appreciate your working with me among the 7,000 other 

Realtors® in this market and I want to remind you that, of course, due 

to our Code of Ethics (where applicable in your practice of Agency) 

you will be receiving my complete loyalty as we work together.ò 



Transgression #5 ð  òOften times the First Offer is the Best Offer!ó 

 

Again, please donôt point out the following to your competitors 

regarding how this Industry cliché can be interpreted by some Clients, 

such as asking:  

 

Å Can you show me the research regarding the statistics on this? Is 

it 12% or 87%, because this is too big a decision for us to rely on 

your limited anecdotal experiences. 

 

Å What testing construct did you use in your research? 

Å How would we know if this might be our best offer since we have no 

idea what might follow...and we can only go on your unscientific 

suggestion? 

 

Å I have a hunch that you are less likely to tell your Clients that, ñOften 

times the First Offer is the Worst Offer!ò 

 

Å Why donôt you let me, the homeseller, judge the offer for what it is 

rather than nudge me to accept it?  It seems as though you are actually 

more interested in getting my home sold than doing everything in your 

power to get me the best price!  Yet, I read in the book Freakonomics 

that Real Estate Professionals wait longer to accept offers on their own 

personal homes. 

 

When our Industry continues to champion this practice, of 

anecdotally announcing to homesellers that ñThe First Offer is often 

times the Best Offer,ò it might inadvertently stimulate more 

Consumers to believe, ñIf this is the case, maybe we should just try 

to sell our home ourselves!ò 

 

 

 



Alternative Approach: 

 

During the ñMarketing Proposalò explain, ñNot only will I be presenting 

all offers, but let me also say now that sometimes the First Offer is the 

Best Offer and other times the First Offer is the Worst Offer.  Because 

I represent you, I will help you interpret all offers based upon your 

circumstances and upon everything you have told me about your 

goals.ò 

 

This way, when you believe the First Offer to very well be the Best 

Offer, you have built up prior credibility regarding this subject.  

 

Transgression #6 ð òIõm Going to Call the Listing Agent.ó 

 

Do not interfere with this widespread practice either.   If anybody in 

their right mind thinks that the term ñListing Agent ò  suggests 

ñhigher value,ò think again.  Instead it conveys, ñI have the listing, 

therefore, the biggest part of my job has been completed. Itôs 

listed!ò  Please do not interfere with this tsunami-like, horrific 

positioning. 

Alternative Approach: 

 

Rather, consider referring to that person (if they are a Realtor
®
) this 

way, ñIôm going to call the Marketing Realtor
®
.ò  Even saying they 

are a ñMarketing Real-a-torò (as opposed to a Realtor
®
) is a step up 

from ñListing Agent!ò  Although, donôt expect to hear, any time soon, 

the words ñDoc-o-torò or ñArchi-a-tect.ò 

 

Transgression #7 ð òItõs Unbelievable!ó 

 

Whenever you overhear a competitor respond to the question, 

ñHowôs the market?ò with an answer such as, ñItôs unbelievableò 



(this answer is unbelievable), donôt discourage them. No one likes 

a ósmart aleck!ô 

 

Itôs as if your Competitors believe this represents trusted, advisor-

like deep knowledge or analytical brilliance.  Or, if you hear them 

say, ñAll I need is a few more listings,ò as if the Consumer is going 

to reply with, ñWhy havenôt you told us? Hereôs five!ò  Please donôt 

meddle; just let your competitors continue underwhelming 

Consumers, causing them to think, ñI guess I better change the 

conversation. Clearly, this person isnôt comfortable discussing Real 

Estate since they responded with such a conversation-killing or 

room-clearing answer.ò 

 

Alternative Approach: 

 

You should say the following, ñThanks for asking. We are 

i n  a  v e r y  o p p o r t u n i s t i c  m a r k e t .  T h e r e  a r e  g r e a t  

o p p o r t u n i t i e s  f o r  b u y e r s ,  s e l l e r s ,  a n d  i n v e s t o r s . . . n o w  l e t  

m e  a s k  y o u  a  q u e s t i o n .   W h e n  d o  y o u  t h i n k  y o u  m a y  b e  

making your next Real Estate move?ò 

 

 

 

 

 

 

 

 

 

 

 

 

 



Transgression #8 ð òIõm Serving Food at the Broker Open House!ó 

 

Hopefully someday, Real Estate 

Professionals will no longer 

need to enable gastronomic 

incinerator-like colleagues with 

the promise of a corresponding 

dining experience in order to 

seduce them into fulfilling their 

responsibility of becoming 

sufficiently knowledgeable of 

homes for sale in their market. 

 

I just canôt imagine somebody 

lying in a hospital bed and 

overhearing their doctor on the phone (the ñListing Doctorò) asking 

another physician, ñWill you please try to see my patient? Iôve ordered 

food for everybody... and, by the way, itôs not hospital food.  Thereôs a 

great caterer in town Iôm using!ò 

 

Of course, these Real Estate dining opportunities are confined to 

Industry members (through our roving version of an ñemployee 

cafeteriaò), with very little dedication directed towards feeding 

Clients or Consumers as the rest of the world does!  

 

Alternative Approach: 

 

For example, here is what the automotive Industry advert ises: 

ñCome on down this weekend and bring your family.  Look at our 

automobiles and enjoy the cook-out!ò  Perhaps we should be 

advertising, ñCome join us at our company Open Houses this 

week and grab a snack while youôre here!ò  Instead, our food 

budget never seems to extend to the Consumer, as we are 



consumed with culinary bribes to our col leagues in o rder to 

cajole them into becoming knowledgeable about what they have 

to sell. This is why when restaurants announce ñHappy Hourò it 

is intended as a benef it  for the Consumer and not fel low 

workers. 

 

Transgression #9 ð  òIõm in Real Estate, but I Used to be a _________!ó 

 

Although only a small percentage of your competitors when asked, 

ñWhat do you do for a living?ò answer, ñIôm in Real Estate, but I used 

to work for IBMò (as an example), donôt point out why this might be 

deleterious to being considered a Real Estate Professional. Enough 

do this, however, that it is one of my 684 Real Estate things not to 

say. 

 

Saying this is similar to someone announcing, ñI would like you to 

meet my wife, Alice... and also say hello to my ex-wife Betty!ò 

 

When someone volunteers, ñIôm in Real Estate but I used to be an 

engineer for Boeing,ò what they are really saying is, ñBeing in Real 

Estate isnôt really ówho I am,ô so can we change the subject.ò 

 

Alternative Approach: 

 

Repond: ñThanks for asking, Iôm in Real Estate!ò 

 

Tra nsgression #10 ð òHereõs How I am Different!ó 

 

When your competitors are asked by homesellers, ñHow they are 

different?ò let them continue to fall into the trap of explaining how 

remarkable they are.  As if homeowners are going to take notes, 

wake up their children, and invite their neighbors to hear about such 

greatness! 



Alternative Approach: 

 

Instead say this, ñFolks, rather than focusing on how Iôm different, I 

suggest we focus on how we have to have your home be appreciated 

for how itôs different.  I donôt compete against other Realtors® in the 

marketplace as much as your home competes against other 

properties.  I actually cooperate with the other Realtors®, but your 

home does not cooperate with other homes for sale.  Therefore, the 

way that I am different is how we are going to show your Homesô 

distinctiveness.ò 

 

For TownAdvisor Members reading this chapter, this is where you 

will add, ñand not only does your home compete with other homes, 

but your town competes with other towns; which is why I have 

exclusively created a Town Website and Video.  Let me show you the 

TownAdvisor Local Website, youôll love it.ò  To which the homesellers 

will ask, ñWho is going to see this Town Website and Video?ò and the 

response is, ñEvery single buyer that comes through me.ò 

 

T o  s e e  e x a m p l e :  w w w . T o w n A d v i s o r . c o m / W e s t p o r t C T 

 

Transgression #11 ð òRecruiting and Retention is the Name of the Game.ó 

 

While the military is consumed with ñrecruitingò... and prisons are relentlessly 

dedicated to ñretentionò ... Real Estate Leaders are in a league of their own in 

combining the two as an enduring tandem ï e.g. ñrecruiting and retention.ò  I 

respectfully suggest that our Industry consider substituting ñrecruitingò for 

ñselectionò and ñretentionò with ñdevelopment.ò 

 

Alternative Approach (example): 

 

A leader who exemplifies this distinction is California Broker, Gino 

Blefari. Gino (my good friend), although a world-class CEO and 



operational wizard, for years met at 5:30 A.M. with ñselectedò 

Associates to personally conduct career developmental sessions.  Due 

to Ginoôs dedication to development, clearly he never had a problem 

with ñretention.ò 

 

Transgression #12 ð  òThe Buyer Determines the Price.ó 

 

That there are still some of your competitors who actually think or say 

this should come as no surprise.  For decades this stunning 

simplification of a comprehensive, multi-party-resolved transaction was 

offered up in Real Estate textbooks... and just passed on decade after 

decade without any challenge. 

 

Hereôs the problem. If the buyer determines the price, why are you 

charging homesellers a hefty fee? This suggests that you clearly 

have no ability to determine any part of the outcome as a marketing, 

merchandising, networking, or negotiating pro. 

 

Donôt your competitors realize that banks (who are no different than 

the homeseller) also played a role in determining the final negotiated 

price? 

 

Alternative Approach: 

 

The buyer, buyer representative, seller, and seller representative all 

determine final price, along with the lender and appraiser.  

 

It is also incorrect to say, ñthat the market determines the price,ò 

although it sounds good, and thus, is so hard to resist.  In Real Estate 

(unlike stocks and bonds) the market does not determine the price.  It 

only influences the price. 

 

For example, you could be in the same market with the same property 



and the price that the home ends up selling for will be different each 

time you change any of the homesellers, buyers, and each Real Estate 

Representative for that one particular property.  If this wasnôt the case 

how could you ever make a convincing case (even to yourself) that you 

should be selected... if the market determines the price or the buyer?  

Otherwise, you are just facilitating something that you have no 

influence over, like someone who will se ll your stocks or 

commodities. 

 

Realtors
®
 have far greater value than that which they are given credit 

for by Consumers, as well as that which they credit themselves.  

 

Again, if you are representing a homeseller and you take on the 

assignment with the belief that the buyer alone determines the price 

that goes against the history of all retail, and all negotiating.  

 

Thankfully, Real Estate is not one sided and there is a valuable role 

to play on each side of the transaction.  Five different Realtors® might 

create five different pricing outcomes, even if there was only one 

buyer. 

 

Transgression #13 ð òI have a Listing Presentation tonight!ó 

 

If your competitors havenôt figured out yet, here in 2015, that 

homesellers prefer ñMarketing Proposalsò over ñListing Presentationsò... 

then stay out of this mess.   

 

Alternative Approach: 

 

Live in the world of creating and making ñMarketing Proposals.ò  

Donôt inform competitors that a ñListing Presentationò is about the 

agent and what they have done in the past.  The ñMarketing 



Proposalò is about the homeowners, the homes, and what is going 

to take place in the future. 

 
 

Transgressions Intermission:  

Before we move on to other clichés to avoid, please consider this...  

 

Itôs not that your competitors (and perhaps, in some cases you) 

purposefully set out to alienate Consumers through ill-advised or 

insensitive communication, itôs just that all of us (at times unknowingly) 

say things that create the opposite reaction of what we had hoped for... 

for example: 

 

ñNo Problem!ò 

 

I am sure that the thousands of service workers who respond to a thank 

you from a customer with the words ñno problemò actually would be 

surprised to know that their use of two negative words ñnoò and ñproblemò 

(as if asking for the check, or another glass of water, could ever represent 

a ñproblem avertedò) do not endear them to the customer. But this doesnôt 

mean that you should point out to them, ñHow would you like it if you asked 

someone to marry you and they said, ñno problem!ò 

 

Just as it is not your role to correct your competitors (for the reason 

aforementioned), I am sure that you have experienced an occasion 

when someone said something to you that offended you, and they 

could not understand why. 

 

I know that I, on certain occasions after I have given a seminar have 

had very enthusiastic individuals approach me with the following 

message, ñAllan, I liked some of what you said!ò  When this happens, I 

think, ñI hope this person isnôt saying to homesellers, óI like some of your 

house!ôò Whereas the top producers either say nothing... or they are 



profuse in their praise. 

 

It reminds me of that old song, ñYouôve got to accentuate the positive, 

eliminate the negative, latch on to the affirmative, and donôt mess with 

Mister In-Between.ò  Telling me that there were ñcertain things liked 

about the seminarò, qualifies this person (as far as I am concerned) for 

the Mr. In-Between category! 

 

An Insulting Contest 

 

As a teenager I learned how important which words you select can be; 

especially when making points that pertain to a ñsensitiveò area.  

Unquestionably, people are extremely sensitive regarding any 

commentary concerning their homes 

 

Speaking of sensitive subjects and the importance of using the right 

words, I recall how years ago while walking down the street with my two 

best friends how one said to the other right out of the blue: 

 

ñTommy, it looks like youôve put on some weight,ò Johnny exclaimed. To 

which Tommy replied, ñI have Johnny! In fact, Iôve been meaning to tell 

you that I think your parents are a couple of pigs!ò  When Johnny went 

to physically attack Tommy I immediately had to break them up as I 

screamed at Tommy, ñWhy did you say that?ò and I will never forget 

what he said: ñAllan, I thought Johnny wanted to start an insulting 

contest...and I wanted to win!ò  Since Johnny hadnôt seen Tommy in a 

year, he was surprised that this cyclist friend had put on weight.  Yet 

later (after Johnny stormed off), Tommy said to me, ñAllan, I donôt 

like being called fat!ò 

 

Some people in our Industry also innocently say things like, ñLetôs 

take a look at the Comps,ò and do not realize how disheartening this 

can be for certain homeowners...to be told that other homes are 



ñsimilarò or being compared to theirs. 

 

As we move on to other examples of ill -advised Industry clichés, 

please keep in mind that 100% of your income is directly influenced 

by the words you choose. 

 

End of Intermission  

 
 

Transgression #14 ð òMy Negotiating Philosophy is: 

I Believe in Win/Win Outcomes!ó 

(So, why am I paying you to get me more?) 

 

While this romantic notion might sound to some as a supportable 

premise, when some of your competitors voice this desired outcome 

as their stated mission, they overlook the following: Itôs called ñAgencyò 

where it applies. 

 

Just as an owner of a professional sports team wouldnôt hire a coach 

whose stated objective is ñthat all games end in a tie,ò if knowledgeable 

homesellers (or buyers) get a whiff of a Real Estate Professional 

whose major motivation is to ñkeep both sides happy,ò even though 

they (where it applies) only represent one side, this can be a cause for 

concern, if not consternation! 

 

Some of your competitors will still try to justify this ñWin/Win 

Philosophyò with the following rationalization:  ñWell, even if both sides 

cannot win, I do my best to try to at least have the other side óthinkô 

they won!  Otherwise, a transaction cannot come together.ò 

 

This justification, however, does not change the fact that whenever 

you ñfullyò represent one side of a transaction (and there is not ñDual 

Agencyò or you are not a Transaction Agent), then you should only be 



100% dedicated and concerned with your Clientsô outcome; even if you 

believe the other side ended up with a far less favorable and unhappy 

result. 

 

I have asked the following question during seminars over the years:  

ñHow often have you observed a Real Estate Professional, when 

representing the other side of the transaction, reveal something about 

their Clientsô circumstances that you believe they should not have?ò 

 

Based upon audience responses to the above question it might be 

accurate to describe this scenario as ñrepresenting an epidemic.ò 

 

Do you think that psychiatrists, financial planners, and lawyers also 

routinely break Client confidences, or divulge sensitive information? 

 

If your answer is ñnoò then you might agree that there may be a 

correlation between how a divorce attorney is less likely to tell their 

Client, ñI am looking for a win/win outcome,ò than occurs in our 

Industry. 

 

If someone is looking for a win/win outcome, then, of course, the thing 

to do would be to provide the other side with information that 

moderates your Clientôs goals. 

 

Why are our Ethos (if not Ethics) different in the view of some?  In my 

opinion, it is because most Realtors® repeatedly shift back and forth 

from being a Seller Representative to a Buyer Representative and this 

creates a schizophrenic-like career. 

 

It would be the same as if an attorney four times a day switched from 

being a prosecutor to a defense attorney. This constant role-reversal 

may very well prevent such an attorney from ever fully developing all 

out representation or sympathies for one side of the law alone. 



 

To the contrary, you can readily see how certain defense attorneys 

(when they appear on T.V. at least), always try to create the 

impression that no one is ever guilty.  These professionals are always 

on the defense... which is why youôll never hear them say, ñThe middle 

rests its case!ò  No, itôs always, ñThe defense now rests its case!ò 

Alternative Approach: 

 

The only person who should ever be interested in a win/win outcome is a 

professional serving in the middle of two parties.  This is the task of a 

mediator.  Yet in most cases the Real Estate Professional has not been 

charged with the role of mediator. Regrettably some of your competitors 

overlook this distinction in what they divulge, in how they think, and in 

how they perform. 

 

I think more can be done to provide Consumers with the sense that ñall 

we care about is making them happy,ò even if it means having to conflict 

with other professionals whom we will be working with on future 

transactions. 

 

Transgression #15 ð  òWhen would You like to Get Started?ó 

 

Whatever you do, donôt correct this disaster!  Since many homesellers 

either donôt want to get started, or at best, have an 

approach/avoidance conflict on the subject, why would anyone ever 

ask this question?  Rather ask them a question that pertains to what 

they want to happen. It goes like this... 

 

Alternative Approach: 

 

ñHow soon would you like to have your beautiful home sold to the right 

buyer?ò Clearly, homesellers are more interested in having their home 

sold to the right buyer as opposed to ñgetting started.ò Keep this 



correction to yourself... you bought this book, they didnôt! 

 

Transgression #16 ð  òI have to Sit at an Open House this Weekend!ó 

 

If you ever hear a competitor say, ñI have to sit at an Open House this 

weekend,ò again, do not correct them.  If they donôt realize at this stage 

of their career that this sounds one step up from saying, ñI have to sleep 

at the Open House this weekend,ò donôt wake them up! 

 

Alternative Approach: 

 

Say: ñIôm marketing an Open House this weekend!ò 

 

Transgression #17 ð òDo you Want Four Bedrooms?ó 

 

While I optimistically believe that the vast majority of your competitors 

are now emancipated from this early age Industry ploy ñthat you donôt 

answer questions, just repeat the question,ò if there is anyone out there, 

in 2015, who is still a fan of this ñjust repeat everything that is said 

ployò...let it go. 

 

I remember when, during my first Real Estate training experience, our 

companyôs training manual informed us of the following: ñWhen buyers 

call for information, donôt give it to them. Instead, just repeat their 

questions so you get information from them instead.ò 

To ensure that there was no misunderstanding, there were examples in our 

materials: 

 

Caller: ñDoes the home have four bedrooms?ò 

Real Estate Professional: ñDo you want four bedrooms?ò 

Caller: ñIs there an echo here?ò 

 

Imagine if you went to buy a pizza and asked, ñDo you have pepperoni 



pizza?ò and the restaurant owner responded, ñDo you want pepperoni 

pizza?ò 

 

Alternative Approach: 

 

The alternative is quite simple... just answer the question! 

 

This tactic, however, is consistent with how our Industry (at times) fights 

against what Consumers want when it is in conflict with self-interest. 

 

To document this assertion ask yourself: 

 

Å What percentage of Consumers like Real Estate being displayed on the 

web... and IDX? 

 

Å Have we ever witnessed such fierce init ial opposition to 

anything as our Industryôs early battles to seek to prevent 

properties going online... and then, preventing Industry 

aggregation through IDX? 

 

Å Some of our chosen language is influenced by how most seminars 

are directed towards how Realtors® can become more successful 

as opposed to how Consumers can be better served... just take a 

look at any convention program and see if you agree.   Now imagine 

if, at medical conferences, all of the workshops were devoted to how 

doctors can make better investments or reduce overhead versus 

focusing on medical solutions and treatments for patients. 

 

Transgression # 18 ð  òHow are you Going to Select a Realtor®?ó 

 

Donôt even think of correcting this beaut. What other professional on our 

planet would ever make this mistake? 

 



Let me know the next time, when you are sitting face-to-face with a 

doctor, that the doctor actually turns to you and asks, ñHow are you 

going to choose a doctor?ò  Or, in other professions, when a landscaper, 

financial planner or a cleaning person brings up your process for 

selecting one of their contemporaries. Nobody, and I mean nobody other 

than Real Estate Professionals, voluntarily shoot themselves in the foot 

like this by bringing up competitors as potential choices. 

 

Alternative Approach: 

 

Instead you should ask, ñFolks, what do you expect from your Realtor®?ò 

 

Think about it... a consultant would never ask, ñHow will you be picking 

a consultant?ò as that displays competitive worry and whoôs to say that 

the prospective client is even interviewing others, so why introduce the 

topic?  Instead, the consultant would ask, ñWhat do you expect from a 

consultant?ò and then move on to reveal that they can deliver on 

expectations.  Itôs that simple! 

 

The other problem with asking someone ñHow they are going to pick a 

Realtor®,ò is that it also suggests that we have to delay getting to 

homeseller concerns until we first resolve our pressing concern: ñWhat 

process will you be utilizing to either pick me or my competitor?ò 

 

Ironically and tellingly, many homeowners werenôt even thinking of 

entertaining choices; itôs just that your competitors compel them to 

consider multiple options. 

 

Realtor®: òHow are you going to go about selecting a Realtor®? 

Clients: I guess we shouldnôt tell you... but we decided on you before 

you got here.  Now that you brought this up though I guess we should 

interview others! 

 



Transgression #19 ð òAre you Aware your Home is No Longer on the Market?ó 

 

Why donôt your competitors say, ñAre you also aware that you had a car 

accident last week?ò 

 

For an Alternative Approach: see Chapter 5. 

 

Transgression #20 ð òReal Estate is a Commodity.ó 

 

Any competitors who advance this notion completely undermine 

Realtor® Value, as well as display ignorance. 

 

Why is it that a commodity trader would never say that what they sell 

(wheat, barley, copper, etc.) is ñReal Estateò, and stock brokers will never 

refer to the sale of IBM stock as ñselling Real Estateò, yet some in our 

Industry have actually and astonishingly dishonored Realtor® Value by 

claiming, ñReal Estate is a commodity!ò Thank God this is demonstrably 

absurd. Why? 

 

Someone at E*Trade will sell one million dollars of stock for less than 

ten dollars, and commodity trades also generate next to nothing in 

commissions. 

 

Are you prepared to accept a seven dollar commission for marketing or 

selling a million dollar property?  I assume not.  Therefore, donôt ever 

accept this concept that all Real Estate is ñcommonly pricedò and ñwhat 

you sellò are interchangeable widgets. 

 

You never want to ask a homeseller, ñIf you owned stock and it was 

selling for one hundred dollars do you think you could ask for one 

hundred ten?ò As you would never try this same, manipulative nonsense 

on a buyer by equally saying, ñIf a stock was selling for one hundred 

dollars, do you think you could offer ninety-five?ò (When, in fact, you 



routinely encourage your buyers to offer less than the listed price.) 

 

Your negotiating value as a Realtor® only exists in that financial 

outcomes in Real Estate are influenced by skillful representation on both 

sides of a transaction. 

 

Homeseller Clients should never be given the sense that their 

negotiating opportunities are preempted by the powers inherent in the 

buying side of a transaction.  Worse yet is when incorrect analogies 

are employed that seek to link how stocks and commodities are 

negotiated with Real Estate transactions. Rather, each and every 

Realtor® should be eternally thankful that Real Estate is not a stock or 

commodity for obvious reasons. 

 

Alternative Approach: 

Only that Real Estate is a sector (with millions of pricing nuances) and 

not a stock or a commodity that collectively rises and falls, often times 

one hundred times in the same day. 

 

Transgression #21 ð òHomes donõt Sell because of Price.ó 

 

For an Alternative Approach, see Chapter 5. 

 

Transgression #22 ð òYouõve got to be Careful about 

Strangers  Coming Into your Home!ó 

 

For an Alternative Approach, see Chapter 5. 

 

Transgression #23 ð òMy Son plays Baseball Too!ó 

 

Many of your competitors confuse or conflate ñidentifying common 

denominatorsò with trying to one-up prospective clients. 



For example: 

 

Homeseller:  ñOur son just won a scholarship for baseball to Arizona 

State University!ò 

 

Your Competitor:  ñMy uncle played baseball for the Pittsburgh 

Pirates!ò 

 

Mystified Homeseller:  ñWe just got back from a trip to Italy.ò 

 

ñLet me top youò Competitor:  ñWe went to Italy last year too... and we 

got to see the Pope.  And then, from there, we spent a week in Paris!ò 

 

Alternative Approach: 

 

Become part of their personalized joy! 

 

 

Transgression #24 ð òIõve Received some Negative 

Reactions to  Your Kitchen and the Fact that you Only have 

a One Car Garage!ó 

 

For some reason some of your competitors think that they are 

immune from the axioms ñthe bearer of bad newsò and ñshoot the 

messenger.ò  My mother told me as a youngster, ñAllan, you can say 

anything to anybody if you use the right timing and tone.ò 

 

Alternative Approach: 

 

ñFolks, Iôve received some very positive reactions to your home (if true) 

but, unfortunately, due to todayôs buyer behavior in the market, nobody 

seems willing to pay over four hundred thousand for homes even as 



appealing as yours.ò 

 

Transgression #25 ð òWe can Give it a Try at that Price!ó 

 

Given how almost all Real Estate Professionals overprice their 

personal residences, even though they have access to all the data, it 

helps to explain how many consumers imitate what Real Estate 

Professionals do when marketing their own private residences... they 

actually want to list their property higher than the data supports.  

 

Therefore, if ever in your career you find yourself ñtakingò a listing at a 

higher price to start off with than you desire with the hope (over the next 

weeks or months) of getting a price reduction, at least donôt destroy that 

opportunity (if it is your only or best opportunity ñat that timeò) by saying 

what some of your competitors do, ñWell, we can give it a try at that price 

and see what happens!ò 

 

This would be as confidence boosting as a fiancé saying to his future 

mate, ñWell, we can try being married!ò 

 

Alternative Approach: 

 

ñFolks, we are shooting for a very ambitious result.  I cannot guarantee 

that this desired price is achievable, but I will fight with every fiber of my 

being for that price  as if this were my own home.  That said, if we 

determine that we cannot generate the necessary responses at this 

price then we need to accept now that we will need to make an 

adjustment.  Are you with me on this?ò 

 

Transgression #26 ð òCan I get You to Sign In?ó 

 

When you bring your buyers to another Real Estate Professionalôs Open 

House and notice that ñMarketing Realtors®ò are still, in 2015, asking 



people to sign-in first, do not point out the counter-productive absurdity of 

this and the potential damage it causes your homeseller Clients. 

 

Do not inform them of the following: 

 

Basically, no one wants to sign-in and as a result of this annoyance they 

will: 

 

Å Write their name illegibly 

Å In some cases, lie 

Å Resent the home and Realtor® for having to endure this unique-to-Real-

Estate security-related oppressiveness 

 

Is there a better way to guarantee that no one will ever pick up a local 

homeseller Client (from the Open House) or cause buyers not to return 

than the absurdity of this practice? Unless, that is, you expect a call that 

goes like this: 

 

ñYes!  Hi, Susan. We were at the Open House on Sunday and, when we 

arrived, we didnôt think that we were going to fall in love with the house, 

which we did when we saw the great room and the back of the property, 

so we lied when we wrote our names!  We are really not the Smithôs ï 

weôre the Lewisô ï and weôd like to come back and talk to you about 

buying that home and listing our present home. I hope you are able to 

look past the fraud on our part, it is just that we were extremely 

uncomfortable at first.ò 

 

Alternative Approach: 

 

A better way, which I learned from Julie Vanderblue many years ago, 

goes like this: 

 

Never ask visitors to sign-in when they first arrive.  Just as Nordstromôs 



and Tiffanyôs (etc.) donôt.  Instead, ask permission from your homesellers 

to delay the request for when people are leaving the house and then get 

them to ñsign-out.ò  This comes after youôve given buyers a reason for 

wanting to have you follow up with them... or after theyôve become 

monumentally more comfortable.  Like everything else, youôve got to 

earn their names... their correct names. 

 

The way Julie does this is 

that she shows her 

Community Video for that 

town (on either a plasma, 

laptop, or tablet), asks for 

their opinion, and says she 

will be happy to email them 

the videoôs link or mail a 

DVD.  They always give her their email, address, or both.  It never fails. 

In the meantime, please donôt correct this century-old gambit 

employed by your competitors.  No one likes to be told they are 

irritating valued consumers... especially over something so easily 

correctable. 

 

By the way, Julie informs me that, almost without exception, all of her 

buyers now (very graciously and willingly) give their correct 

information when they leave and create a closer connection with her.   

The idea of delaying the request made of Open House visitors to sign-in 

(at first point of contact and until after greater rapport has been 

established), should also be considered in the context of safety as I 

outline in the bonus chapter at the end of the book, ñStaying 

Safe...Professionally.ò  Accordingly, one must decide the proper 

balance between safety and business success. While this is your 

personal decision, I encourage that safety must never be 

compromised. 

 



Transgression #27 ð òThe Sincerest Compliment someone can 

Pay Me is to Send Me the Referral s of their Family and Friends.ó 

(on back of business cards) 

 

Alternative Approach: 

 

ñIt would be my professional privilege to serve the Real Estate needs 

of your family and friends... referrals are deeply appreciated.ò 

 

The difference?  The first approach would be effective if consumers (not 

satisfied with just paying Real Estate fees) were seeking your direction, 

when not only trying to come up with a compliment for you... but rather a 

sincere one. 

 

The alternative approach substitutes the concept of pleading for both 

compliments and referrals with a pledge and professional desire to serve 

a clientôs family and friends. 

 

One method asks for their help, the other offers your help. 

 

Transgression #28  ð òWhen Youõre Ready to Buy or 

Sell a Home, Give Me a Call. ó 

 

Alternative Approach: 

 

ñContact me anytime for all your Real Estate needs or community 

information.  Should you need to sell your home ... before you buy your 

next ... give me a call.ò 

 

The first approach suggests: ñYou should only call me when I can make 

a sale.  Until then you are on your own!ò 

 



Instead, you want to announce that you are always there for them.  It 

is a simple yet important message. 

 

Also, regarding ñif you have to sell your home before your buy 

anotherò this addresses a major issue for millions of homeowners, 

specifically one that is completely under-addressed in Real Estate 

promotion.  This announcement can lead to two transactions... both 

the sale, and then purchase, of Real Estate.  

 

Transgression #29 ð òThe Reason you Should List with Me is...  

You Get Me!ó 

 

What many of your competitors may not realize is that to many 

homesellers this bravado represents the most frightening offer of the 

evening. This is because most people, including me, have to go well 

beyond just selling ourselves.  Rather, we have to convince people of 

precisely what we are going to do and the value it will be to them ï all 

of which, obviously, reflects upon us. 

 

Now clearly you may think, ñWell, thatôs what I mean when I say, 

óYou get me.ôò  But I want to make a distinction here.  When most 

Professionals come into the Real Estate Business they are 

immediately told, ñYouôve got to be able to sell yourself.ò  

Regrettably, many take this well -meaning advice literally... and 

without approaching this subject in a more nuanced fashion. 

 

Alternative Approach: 

 

Great salespeople that sell investments will sell the merit of the 

investments.  Automobile salespeople are able to sell the virtues of the 

car.  Technological and pharmaceutical salespeople draw strength 

from the value of the products and companies they represent.  The 

great selling recruiters from Universities spend years on honing their 



skills regarding selling the essence of their institutionsô and 

environmentsô to prospective student athletes. 

 

Moreover, the most influential salespeople of all time become so 

because they sold something greater than themselves.  For example, 

Roosevelt sold The New Deal, Truman The Fair Deal, Kennedy and 

L.B.J. The New Frontier and The Great Society, and (of course) Billy 

Graham is known for selling something bigger than all of the 

aforementioned put together... God! 

 

Now clearly, the iconic contributors to this book are all able to proclaim 

to homeseller prospects the many benefits of selecting them.  Yet, as you 

read their chapters (whether that be Russell Shaw and his ñNo Hassle 

Listing System,ò Jack Cotton and his world-class ñProperty Prospectus 

Program,ò or Julie Vanderblue and her handful of meticulously branded 

programs, as well as all of the other esteemed contributors to this book) 

you will find that they keep the focus on systems, programs, and services 

(albeit extensions of themselves) that are even more compelling than 

their considerable, yet finite personal value and charisma. 

 

I have long wished that the Real Estate Industry would not continue to 

ñleave out in the coldò so many Real Estate Professionals by essentially 

offering advice that suggests ñThat to be successful requires becoming a 

braggart.ò 

 

Rather, the value of being a Realtor®, a CRS, a GRI, belonging to a great 

organization, the virtues of MLS and IDX, and an Industry networking 

paradigm (unlike anything in the history of organized behavior, when 

properly understood and leveraged) should make any Realtor® 

completely attractive. 

 

I once read that, ñWhen one is truly great you donôt have to say it.  Others 

will say it about you.ò  As you read about the business practices of the 



legendary contributors who make up this book, you will see that all of 

them are able to lean upon not just who they are, but also, more 

specifically what they do... and what they each do is both different and 

distinctive.  And, in respect of my personal limitations, this explains why 

I have asked a team of accomplished colleagues (beginning with Gee 

Dunsten) to write this book with me. 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

Chapter 2 
 

Donôt Just Differentiate... 

Distinguish Yourself! 

by Gee Dunsten 

Past President of CRS and prominent Educator for the Real Estate Industry 

 

 

 

 

 

 



Gee Dunsten:  
Gee has been a senior instructor with the Council of Residential 

Spe­cialists for almost 35 years and served as CRS president in 

2001.  Gee is president of Gee Dunsten Seminars, Inc. His hands-

on approach to real estate training with leading edge ideas and 

systems has made him an in-demand speaker at NAR® 

conventions, and many state and company franchise conven­tions. 

Gee has taught in all 50 states, the Bahamas, Australia, Chile, and 

New Zealand...and has spoken on behalf of numerous Mortgage 

Companies.  He currently teaches GRI courses and is the Director of Education for the 

online Certified Community Marketing Specialist designation.  Gee has  co-written and 

developed the Recreation and Resort Specialist (RRS) Training Courses and is 

recognized as a recreation and resort expert.  Gee is a practicing Realtor® with Long and 

Foster Real Estate in Ocean City, MD and is credited with over 2,500 transactions in his 

storied Brokerage career. 

 

Favorite Quote:  ñIn order to do something, you must first be something.ò  ï Goethe 

 

 

Perhaps you have heard the expression, ñThatôs a distinction without a 

difference.ò  Well, as a Realtor® I must say that for many years now I have 

heard my fellow Realtors® constantly exclaim, ñHow important it is to 

differentiate yourself in the market.ò  Strangely, I never seem to hear, ñYouôve 

got to either distinguish yourself or become more distinctive within your 

communities!ò  I wonder why? 
 

One explanation might be that itôs easier to figure out how we can be viewed 

as ñbeing differentò from one another (as there is so much emulation within 

our Industry) than in determining what is ñrequired to be distinctive.ò 

 

Now to ensure that I am being clear, permit me to reference the definitions 

of the words I am featuring here: 

Differentiation ï to make or become different 

Distinctive ï to be notable, attractive; possess special qualities 

 



Actually, you want to both differentiate yourself professionally within your 

community, as well as represent distinctiveness. 

 

If you have heard Allan Dalton speak, you might recall how he quotes the 

Dean of the Harvard Business School, ñBusinesses and business people 

must ask themselves two questions.  First, What do I do that my competitors 

also do, but that I do better? That might be how you are distinctive. Secondly, 

What do I provide consumers that none of my competitors do?  This is what 

makes you different.ò  I suggest that these two questions remain forever as 

part of all community business planning that you do; which Allan reviews in 

the last chapter. 

 

Let me share what Iôve endeavored to do over my 30+ years of community-

centric brokerage that has contributed to my producing 2,500+ transactions; 

leading to a similar number of satisfied clients. First, we must all understand 

that unlike many other businesses, where a remarkably distinctive product 

or service automatically offers differentiation, (to the contrary) we in Real 

Estate all get to sell the same product or inventory; homes on the MLS and 

IDX. Therefore we canôt proclaim, ñWe sell Big Macs while they sell 

Whoppersò or ñWe sell a Mercedes 560 and they sell a BMW 750, yet our 

auto has this and theirs does not.ò  We have to differentiate ourselves based 

more on ñwhat we doò than on a ñdifferentiated product.ò So, how does one 

differentiate oneself within the market, and in a way that is truly distinctive? 

 

That must begin by you ï as a community-centric Realtor® ï determining 

what you need to do to be distinctive ï not different ï but distinctive within 

your community... which requires that you conduct a personal S.W.O.T. 

analysis (strengths, weaknesses, opportunities, and threats) for your 

marketplace. 

 

Since one definition of distinctive is: ñpossessing special qualities,ò ask 

yourself, ñWhat demonstrable special qualities do I need to develop (not just 

possess, but develop) that makes me truly distinctive?ò  These are qualities 



that will enable you to do many of the same things that your competitors do, 

but also represent tasks that you perform (at a higher level of value) on behalf 

of your clients and community at large. This requires that you must make a 

personal commitment towards ñlearning our trade,ò versus merely settling for 

ñlearning the tricks of the trade.ò 

 

As I stated earlier, my favorite quote is one attributed to the philosopher 

Goethe, ñIn order to do something, you must first be something.ò  As we all 

know, there are no shortcuts to success in our business, and donôt believe 

anybody who ever says that there are. Not one to ever seek shortcuts (for 

me) meant not just announcing, ñI am a Realtor®,ò but completely, 

unabashedly, and relentlessly throwing my entire career at the altar of all that 

the National Association of Realtors® represents and offers. 

 

Specifically, this meant attending all conferences, conventions, and 

enthusiastically participating in all educational, networking, and referral 

organizations that our Association provides us all with. 

 

How can I possibly learn how to best serve my community (and its Real 

Estate needs) without also learning from others, who have already done so, 

admirably (for countless years), across North American communities? 

 

Weôve all heard the axiom: ñsuccess leaves footprints.ò  For me, that means: 

ñfootprints left on the beach.ò 

 

What other Industry rivals the National Association of Realtors® in its 

willingness to generously share (albeit not always among local competitors) 

best practices?  I canôt even imagine a career that does not tap into such 

education and networking. 

 

Becoming more distinctive within my community, by way of preparation (I will 

soon get to some of my specific methods of promoting my distinctiveness), 



also meant becoming a GRI and CRS (an educational and networking 

society which I went on to become past president of).  

 

These three credentials (Yes, thatôs right. I said, ñthree!ò First and foremost I 

am a Realtor®) provide me with pronounced distinctiveness within my 

community. I constantly call attention to these three credentials in all 

advertising, on my personal website, my TownAdvisor community website, 

and (of course) when Iôm on marketing presentations. 

 

For example, when I make a point about a certain marketing idea with a 

homeseller, I will always say, ñOne thing I learned as a CRS is that...ò or ñAs 

a GRI, the first thing we are taught is....ò  I never and I mean never make a 

presentation without strategically inserting my professionally distinctive 

credentials into all discussions... but I do so subtly.  For example, I donôt stop 

all proceedings by declaring, ñI am a GRI or CRS,ò as that would have lesser 

value to self-concerned prospective clients.  I wait until I make an important 

point, one which I know the prospective clients will appreciate.  Then I 

surround this point in the professional, credential-based way I mentioned. 

 

I will also do this on every appointment now regarding my being a Certified 

Community Marketing Specialist
SM

 and I enthusiastically encourage you take 

this online course and become certified yourself.  What homeseller in the 

world will not appreciate that you have learned and earned the right to be a 

designated Community Marketing Specialist
SM

? 

 

ñBecomingò before ñdoingò (as it pertains to distinctiveness), also means 

placing greater emphasis on the value of your ñskillsò even more than on the 

value of your ñgreat service.ò 

 

When the web first became prominent, many of my fellow Realtors® 

expressed concern as to whether their value would now be diminished.  I 

guarantee you that engineers, doctors, lawyers (during that same time) were 

less fearful. Why?  Because they view their role as being completely 



ensconced within the ñskill sector.ò  Too many Realtors® mistakenly see 

themselves as principally being ñproud members of the service sector.ò Such 

mainstream positioning does not distinguish your high professional value 

within the local community. 

 

Think about it!  When you board an airplane, you will find two categories of 

airline employees: those who represent the ñservice sectorò and those who 

represent ñthe skill sector.ò  Whom do you want to be in the ñskill sector,ò the 

pilot or the flight attendants?  Need I say more? 

 

Well, we are ñthe pilots of Real Estate transactions and beyondò and will 

never be viewed in this distinctive way if we first donôt view our value at a 

higher level.  While you want to represent both ñexcellent skillsò and 

ñoutstanding service,ò you want to always be viewed as ña skilled 

professional who provides outstanding servicesò versus ña service person 

who also has skills.ò  This is why ñbeing in the service sectorò doesnôt require 

designations in our industry. 

 

Accordingly, as a ñskilled professional,ò we must then manifest that we are 

knowledgeable regarding what the needs of oneôs community may be in Real 

Estate. 

 

For example, if youôve recently been working within a community, where 

there existed a preponderance of distressed properties, then clearly the way 

to become ñdistinctiveò is to gain more knowledge; leading to a designation. 

(Please see our chapter or attend our course that covers this with Brandon 

Brittingham.) 

 

If your market is resort and recreational dominant (as mine is in Ocean City), 

then that means becoming more distinctive (by elevating your knowledge 

here in this niche), again, leading to a distinctive designation: a RRS (which 

I also possess). 

 



Remember, there might have been some time in your life where someone 

said, ñBoy are you different,ò and it might not have been a compliment.  Yet 

no one has ever taken offense when characterized as being ñdistinctive.ò 

 

Jack Cotton, a legend in luxury marketing (featured in this book), has 

mastered the marketing of upscale properties.  This is what makes Jack 

not so ñdifferentò as ñdistinctive.ò 

 

Julie Vanderblue, a Fairfield County iconic Realtor®, is a true specialist in uniting 

her local business community to bring enhanced value along with her to her 

entire community (and is a proud member and leader within the Womenôs 

Council of Realtor® movement); all of which adds to Vanderblueôs 

distinctiveness. 

 

Jack OôConnor has distinguished himself as a true specialist in Luxury Golf 

communities. 

 

The reason why Iôm now offering a Certified Community Marketing 

Specialist
SM

 online course, which took our faculty a year to develop, 

leading to a Certified Community Marketing Specialist
SM

 designation), is to 

lead more of my fellow Realtors® to a higher level of strategic thought and 

implementation regarding their local success. 

 

Allan Daltonôs title for this book, Creating Real Estate Connections, says it 

all... it needs to be our number one objective! 

 

Many of us live amongst enormous and untapped potential revenues within 

our local communities and, rather than powerfully inserting ourselves, we 

actually spend more time and money online waiting for buyers from the 

greater Universe; or, perhaps, the Twilight Zone. 

 

Let me share some concepts that have truly made me ñdistinctiveò in my 

market, and have created for me a world of Real Estate Connections. 



 

Since Iôve been asked to list everything Iôve done in my career that speaks to 

distinctiveness, Iôve reluctantly listed the following: 

 

1.  Marketing    

Iôve always had a fascination with marketing and I received my degree 

from the University of Maryland in marketing in 1969.  Iôve was once called 

(by a brand president) a ñParadigm Breaker,ò and itôs probably due to my 

insatiable drive to produce creative marketing solutions. 

 

Over a 14-year period, I maintained top-of-mind awareness with my 

monthly targeted postcard campaign to current homeowners, past clients, 

out-of-town owners, and out-of-town agents.  In the 80ôs and early 90ôs, I 

ritualistically mailed out over 4,000 postcards a month.  Each card featured 

me, dressed up in that monthôs holiday costume; standing on the beach 

behind a ñSoldò sign. 

 

Examples: 

 

a)  Easter Bunny  ï  ñHappy Easter!!! The market is beginning to Hop 

Whether youôre thinking about Buying or Selling, We provide ñEgg 

cellentò service.  Give ñMeò a call so that we can ñget things hoppingò 

and Hurry, because the buyers are multiplying. 

 

 

 

 



b)  Hot Dog costume for Memorial Day 

Just like our local Hot Dogs, Our 

business is ñon a roll,ò too!  Especially 

when it comes to Buying and Selling 

Homes! 

 

c)  Stork costume for Labor Day: 

When it comes to marketing and 

selling homes, we guarantee ñPain-

freeò Deliveries. 

 

ά/ƻǊƴȅ ŎƻƳƳǳƴƛǘȅ ŎƻƳƛŎ ǊŜƭƛŜŦ creates 

ƭƻǘǎ ƻŦ ŎƻƴƴŜŎǘƛƻƴǎΗέ 

 

 

My postcard campaigns garnered local, regional, and national attention, and 

led to recognition by the local and regional building industry.  As a result, I 

created marketing campaigns for numerous builders/developers of single-

family and condominium communities; which resulted in over 1500 

transactions (this was the only way they could enjoy the marketing 

campaigns I made for them; by hiring me). 

 

I will never forget the day when the largest developer in the area said to me, 

ñGee, we want you to make our properties Dunsten Distinctive.ò 

 

2.  Community  

 

Iôve become known (within my local marketplace) as an innovator versus an 

imitator, and as a leader whom the community can turn to for results; someone 

who can overcome obstacles.  While serving as a Commissioner for the 

Salisbury-Ocean City Wicomico Regional Airport, we were able to bring in our 

first major carrier, Piedmont Airlines; which now serves over 75,000-100,000 

passengers flying in and out each year. 



While serving on the Board of our local YMCA, we were able to raise 

enough funds to build a new facility with an indoor and outdoor pool 

(although, I prefer swimming in the ocean). 

 

While serving on the Board of the Red Cross, we were able to develop a 

drown-proofing program that consisted of teaching water safety to 

elementary school 5th graders in a three-county area every year. 

 

While serving on the Board of the Salisbury School, we raised enough 

funds to triple the size of the school.  It went from teaching grades K-6 to 

teaching grades K-12. 

 

3.  Educator  

 

My teaching career actually began while I was still in high school.  At the 

time, I taught two to five-year-olds how to swim.  I was also a Water and 

Safety instructor for the Red Cross, teaching the Lifeguard Certification 

course. 

 

Iôm known on a local and national level as the Real Estate Educator.  Iôve 

always had a thirst for knowledge.  Early in my career, I taught Dale 

Carnegie courses in our local community; which assisted our local 

business leaders and their employees in improving their communication 

skills. 

 

I was a faculty member at Salisbury University, teaching marketing to 

undergraduates.  I taught pre-licensing and GRI courses for the State of 

Maryland.  Iôve been a Senior CRS instructor for the last 25 years. 

 

Iôm president of Gee Dunsten Seminars, Inc. and have taught over 90,000 

people in all 50 states, and as far away as Australia, Chile, and New 

Zealand over the course of my career. 

 



I am a popular speaker at the NAR® conventions, as well as numerous 

state and local association conventions. 

 

Locally, I am known as a coach, mentor, teacher, and trainer, which has 

fostered many relationships in and out of the Real Estate field. 

 

Iôve also co-authored 3 Real Estate Certifications:  Recreation and Resort 

Specialist (RRS), Military Residential Specialist (MilRES), and Short Sale 

Mastery (SSM), as well as a number of CRS classes for the Council of 

Residential Specialist (CRS).  Iôm very excited about our new certification 

course that weôll be rolling out soon called Certified Community Marketing 

Specialist
SM

 (CCMS
SM

). 

 

4)  Top-producing Agent  

 

I became a top-producing agent primarily as a result of the influence of two 

major icons in the industry, Howard Brinton and Allan Dalton (and as a 

result of the support of other industry leaders such as Del Bain, Rick 

DeLuca, LeRoy Houser, Pat Zaby, David Knox, Bill Barrett, and Dave 

Beson). 

 

I was selected as a Star in Howard Brintonôs Star of the Month Club and 

was featured in Star Power University. 

 

I was inducted into the Real Estate Experts Hall of Fame in 2012 and was 

recently selected as one of the Top 10 Real Estate Elite Speakers. 

 

I have always considered myself an educator first and a speaker second. 

 

And now, let me end with my best idea; which represents the only 

endorsement Iôve made in my entire career (I have no financial interest 

in this company).  If I had to trade everything Iôve done in my career, 

regarding community engagement, for this; Iôd take this. 



 

I (along with Town Advisor) created a local community third party 

website: www.TownAdvisor.com/OceanCityMD. 

 

This was inevitable as, for years, I did a lot of business by making my 

personal website all about ñgreater Ocean Cityò and, when I used to share 

examples of this around the Industry in my classes, I would receive many 

ñWowòs. 

 

I have evolved, though.  Why?  Because the web has also evolved and I 

needed not only to keep pace, but remain out in front. 

 

I learned while attending an iBAR Camp that consumers like to go to 

specialty sites... and especially those where they can post comments. At this 

Industry-technology event, people were constantly talking about the 

relevance of 3rd party sites like Trip Advisor and Yelp.  Therefore, when I 

heard about TownAdvisor, I was immediately interested, not only because it 

sounded like Trip Advisor and Home   Advisor (not a bad thing), but also 

because TownAdvisor local community sites where engineered for 

consumer content; plus, the fact that the former CEO of Realtor.com 

viewed this as ñwhere the Industry needed to go next,ò was also something 

I couldnôt ignore. I also researched how consumers donôt like feeling 

entrapped at so-called ñgated sites.ò  Therefore, as I looked at my own 

website (that provided community information), it occurred to me that my site 

could never be considered, by the community, as ñits site.ò 

 

So, I immediately reserved the TownAdvisor rights for Ocean City, MD.  

Beyond my TownAdvisor community website, the other major community 

initiative included in the program (and one that makes me dramatically 

distinctive) is my Real Estate Town Docu-Mentary
SM

 Marketing System, and the 

Marketing System that accompany it.  Iôm the only Realtor® in Ocean City thatôs 

done a Real Estate Town Docu-Mentary
SM

 and who has a marketing system 

to promote it (see my branded Flash Drive below). 



 

The best thing (other than providing TownAdvisor with my suggestions about 

whatôs most distinctive about my town) is that I didnôt have to lift a finger to have 

my community video and website created for me (at a fraction of what I thought 

it would cost, especially because it is exclusive).  Now, Iôve become ñthe Talk of 

the Townò within Ocean City because of this production, and I mean the ñTalk of 

the whole Town.ò  What I love the most is how developers in the area assume I 

spent ten times of what I did to get these done. 

 

In closing (and in keeping with 

the theme of Creating Real 

Estate Connections), the key to 

my greater success is not just in 

showing the community how I 

am distinctive, but demonstrate 

that Iôm the best at capturing 

what is distinctive about where 

they call home; where they live.  

This how one ñmarketizesò an 

entire community; even before 

you break into niche marketing. 

 

Daltonôs Take-away:  

 

Itôs very appropriate that one of our Industryôs most distinctive professionals 

would speak to the subject of distinctiveness. 

 

What makes Gee not only special and distinctive, is that he has devoted his 

entire career (beyond his prodigious personal brokerage) to educating much 

of the Industry. To his credit, Gee has done so without offending anyone that 

he has taught. I wish I could say the same for the rest of us, who seek to 

educate, coach and lead. 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

Chapter 3 
 

Creating Community Business Partners 

through Sharing Success 

by Julie Vanderblue 

President of The Vanderblue Team ï 

Higgins Group - Christieôs Affiliate 

 

Exclusive TownAdvisor Member for 

Fairfield, Westport, Weston, and Norwalk, Connecticut 

 

 

 

 

 

 

 

 

 

 

 

 



Julie Vanderblue:  

20 Year Top-Producing Realtor® with 80 - 100 Million annual 

production. President of The Vanderblue Team - a Higgins Group - 

Christieôs International Real Estate Affiliate in Fairfield County CT, 

past President local chapter - Womenôs Couincil of Realtors®, Wall 

Street Journal honored Top 100 American Real Estate Teams.  Top 

10 Real Estate producer in the State of Connecticut. NAR® 

Convention presenter. Julie Vanderblue is legendary in Connecticut 

Real Estate circles for two things: Getting Homesellers top dollar for their homes and for 

the respect she commands from other Realtors®. 

 

Favorite Quote: 

 

ñNobody cares how much you know until they know how much you care.ò ï Theodore Roosevelt 

 

 

ñHelping others become successful is the surest path to creating your own 

success.ò  That was my belief, long before I realized it. 

 

When I was in gymnastics, as a young girl, it was through coaching a child 

younger than myself that I became more passionate and, consequently, my 

own skill increased dramatically.  It was after offering speeches to University 

students about ñthe importance of finding your WHYò that I thought to truly 

seek my own. 

 

When I worked for Gannett, and became one of the top sales agents right 

out of college, it was NOT from selling full page ads to local businesses (as 

I was encouraged to do by management). It was through listening to 

business owners, then teaching them about strategic marketing, and 

creating long term plans. This is how I built a book of business which quickly 

surpassed my colleagues and competitors. 

 

Being authentically excited about anotherôs success, and then supporting 

them, is the most effective way to build loyalty, respect, and credibility. 

 



Important note: This cannot be disingenuous or ñperformedò simply to win 

them over.  In order to be effective, it MUST be from the heart. 

  

Although my Team serves several distinct Real Estate Communities, my 

principal focus is Fairfield, Connecticut.  I believe in this town.  I love this 

town. I am part of this town.  As the saying goes, ñYou canôt sell what you 

donôt believe in,ò yet this dubious approach is attempted by many, and it only 

leads to people feeling ñsold.ò 

 

Without question, when you believe in what you sell (or better yet are PART 

of what you represent), the notion of ñsellingò transforms into a consumer-

enriching educational process.  Consumers and clients recognize that you 

believeé and they want to believe as well. It is contagious. 

 

Making the businesses in my community my ñpartners,ò to HELP them grow, 

is exactly what makes me growé tenfold. Teaching my Team to do this in their 

own towns, and HELPING them become successful in their markets, not only 

bolsters the effectiveness of the Team at large, but it also significantly elevates 

my professionalism and success in turn. 

 

Below are some examples of creative ways we support our community and, 

in turn,    create more business and goodwill for our entire Team. 

 

The Vanderblue Neighborhood  Network and Partnership Directory: 

 

This online and offline partnership directory not only incorporates the 

professional assistance that will be required to complete a successful 

Real Estate transaction (attorneys, mortgage brokers, inspectors, 

home service providers, etc.), but also includes our ñVanderblue 

Neighborhood Network.ò  This network includes highly recommended 

places to dine, shop, visit, and patronize.  Our partners truly 

appreciate being part of this and, because we are recognized in the 



community as leaders, it increases their own credibility when we 

regard them as partners. 

 

The Vanderblue óWelcome to the Communityô Gift Box: 

 

A favorite with our buyers (as well as buyers represented by others who 

purchase a Vanderblue property), is our carefully selected and subtly 

branded keepsake box brimming with gifts from our community partners.  

This is an extremely economical and strategic way for our chosen 

merchants to generate the first point of contact with these new customers 

that have just moved into town.  It also makes them appreciate the 

Vanderblue Team every time a new customer comes to their place of 

business with our branded gift cards.  They see that we are helping their 

business grow, and in turn, they send us their friends, families, and 

customers who are in need of Real Estate assistance. 

 

This beautifully packaged gift is the first thing the new owner sees when 

they arrive at their new home.  A lovely card (explaining that the local 

business owners are generously offering these gifts to welcome them to 

our tight-knit community) is accompanied by our booklet/partner directory 

of all participating partners. An example of some of the gift cards include:  

a bottle of wine, a half hour massage, 5 free shirt cleanings at the local dry 

cleaner, $50 toward a restaurant meal, half a cord of wood from a local 

landscaper (if they have a fireplace, of course), 1 free lawn care, free coffee 

and pastry, a small gift from a local shop, two free tickets to the local 

theater, a free haircut, etc.) 

 

We do not charge our partners for this exposure, and they do not 

charge us for the card.  If the card is used, we just brought them a new 

customer. If the card is not used, it cost them nothing and they gained 

exposure.  The vendors LOVE this.  Remember, the buyers have to go 

INTO the store to pick up these gifts, thus introducing them to this fine 

establishment.  We do not allow percentages off (too tacky) but gifts 



at no charge.  This adds up to thousands of dollars of free gifts and 

the new homeowners love it! 

 

The Vanderblue Business Community Promotion: 

 

The majority of our ads showcase one or more of our partners, in order to offer 

them visibly tangible support and recognition within the community:  newspapers, 

The Vanderblue Property Guide, Blue Diamond Estate Guide, radio, high-quality 

magazines, internet ads, etc. 

 

Many of our partners have told me that they believe our third-party 

endorsement carries more weight, within the community, than when they 

promote their business on their own.  When they tell me this,I take this as an 

opportunity to remind them that when they promote me, it is even more 

effective than when I promote my Team.  As business owners themselves, 

these partners welcome the concept that this can actually be a profit center 

for my Team, as well as free exposure by creating connectivity within the 

community. 

 

Vanderblue Business Community Events: 

 

We create and host multiple events each year, involving local small 

businesses.  A community favorite is the ñVanderblue Holiday Gift 

Boutique Home Tour.ò  Open to fellow Brokers and the community at 

large, this day of festive fun (where local merchants display and sell their 

products at our featured homes, and also offer slightly discounted gift 

cards for Holiday shopping to their local stores) is a fabulous way to 

increase the exposure of our homes, especially when the homes look so 

beautiful during the Holidays!  The events support shopping in our own 

community stores, show people (not quite in the market to sell their home 

yet) that we are creative and they should consider us in the future, and 

allow us to get free exposure in the papers; as our local bank is the 

sponsor.  Of course, we also buy Team gifts, stocking stuffers, and 



closing or Holiday gifts for our clients, to support our merchants.  It truly 

is a win/win/win.  Our homeowners, merchants, and the community all 

love this event! 

 

The ñVanderblue Taste of Fairfield County Home Tourò: 

 

This event features a sampling of local eateries, provided free by our 

restaurateurs.  We often select a reputable Mortgage Partner to sponsor this 

event, which enables us to   advertise the logos of each restaurant in multiple 

ads.  We  also advertise this in New York (a market we try to capture), inviting 

them to come to dinner in Connecticut and sample the finest restaurants, 

while viewing beautiful homes.  Each restaurant offers a gift card that we 

then raffle off to the attendees of our Open Houses. Again, a favorite! 

 

The Real Estate Book: 

 

In every Issue of the very reputable Real Estate Book, The Vanderblue Team 

is featured in the two-page centerspread and the ñinside ad.ò  This ad of our 

Team, surrounded by fine homes, also features one to four of our partners. 

 

Previous examples: 

 

ñGet ready for Winterò was the headline and featured a local hardware store 

showcasing its generators, a gutter cleaner, a local plowing service, our 

partnering fuel company, a chimney sweep, etc.  These partners pay to have 

their logo and contact information, and we create a helpful guide to the 

readers beyond just exposure to our homes. 

 

 

 

 



Vanderblue Community Networking Events: 

 

We have community networking events at local merchantsô places of 

business.  For example, a New Buyers Seminar at Las Vetas (our favorite 

coffee shop), a Guide to Investing in Real Estate at our Historical Museum 

(and they keep their shop open, as well as sell memberships), a Happy Hour 

in appreciation of our clients at one of our partnering restaurants, and 

educational seminar on short sales at a mortgage brokerôs location 

overlooking the water, a wine tasting to say ñthank youò to our partner at our 

local liquor shop, etc. This is truly a great time to network, get to know our 

partners better, and show support by bringing new people into their place of 

business. 

 

Halloween Safety Street: 

 

My Team supports Halloween Safety Street, along with the local merchants. 

Rather than candy, we give out crayons and coloring books (designed and 



branded by us, of course), and hold a coloring contest with prizes from our 

local merchants (a candy store, ice cream shop, nail salon, batting cages, 

etc.)  All of these are things kids love...  and all local. 

 

 

 

This also gives me an opportunity to invite local families and children to my 

TownAdvisor site, and post comments in my ñNeighbors Know Best
SM

ò and 

ñChildren Know Best
SM

ò sections, as well as post the winners of the 

contests on our Town Advisor site, our company website, our facebook 

page, and all of our social media. 

 

Santa Comes to Town: 

 

When Santa comes to Fairfield, he brings The Vanderblue Team along with 

him.  A Mortgage Company sponsors this, provides Santa Hats for us, and 

we help the kids decorate them.  We also get one of our partnerôs mascots 

(a great big Polar Bear) to come in costume and we sell tickets for pictures 



of the kids in their Santa hats with the cuddly bear.  All proceeds go to our 

LOCAL Operation Hope, a homeless shelter and soup kitchen.  It is a day of 

fun, recognition, and support. 

 

We also send out photos of the kids (with the sponsor/Polar Bear) in our 

press released, and the supporters get more exposure. 

 

Local Christmas Tree Lightings: 

 

My Team also goes caroling at the Holiday Christmas Tree 

Lightings in several of our communities.  Each is a night of bonding 

for our synergistic Team, in support of each community.  

 

Vanderblue Community Coupon Days: 

 

We also hand out Community Coupons at our open houses (on average 7-

12 open houses per week) with offerings by our community partners. This 

again brings people into their stores and allows them to track where they are 

coming from, and they always appreciate that we support them.  We are 

strategic with our partners about when and what we offer. 

 

Examples: 

 

- Buy One, Get One Free Lunch ï get to know the restaurants while checking out 

Fairfield 

 

- 20% off Potted Spring Flowers at our local garden shop during Motherôs Day 

 

- Two for One Pinkberry on a summer afternoon 

 

- 20% off from a local jewelry store the week before Valentineôs Day 

 

- Free Wreath, when you cut your own Christmas Tree at Maplewoods Farm 

 

 



Luxury Home Fundraisers: 

 

We offer our luxury homes (with the blessing of the home owners) as venues 

for MAJOR local fundraisers. We have raised upward of $25,000 and created 

great awareness and goodwill (not only for our homes but within our 

community).  Our Community Merchants offer many of the auction items that 

raise this money, and they get incredible exposure (both in advertising and 

at the event). Goodwill for all! 

 

Vanderblue Team Open Monday Meetings: 

 

We invite our business owners to join us at one of our meetings EVERY 

Monday (they usually insist upon providing breakfast, which is great for us!)  

They educate us for 15 minutes about what they do, and how they can help 

our Team grow.  This creates face-to-face valued relationships with our Team 

and often the education helps the agents grow. 

 

We also find that we get more referrals for buyers and sellers from these 

partners, after they come in and meet with the whole Team. 

 

Vanderblue Nights of Gratitude: 

 

We have yearly partner appreciation parties, a Vanderblue Night of 

Gratitude.  This past year, we played our Real Estate Town Docu-Mentary
SM

, 

and it received a thunderous ovation.  It was such a hit that many asked for 

branded copies of their own, to distribute to show their support, belief and 

pride in the town. We buy the food, drinks, and party gifts from our partners 

and our local town glossy magazine supports the event with a gift to all in 

attendance (giving them exposure to these businesses). 

 

 

 

 



The Vanderblue Community Website: 

 

Until this year, I had always simply added information about many towns on 

my personal website.  After all, buyers want choices, and itôs important (that 

when buyers are looking for a buyerôs agent) that they immediately recognize 

that I possess deep knowledge and impartiality regarding all Fairfield County 

Towns. 

 

When I am looking to attract homesellers, however, it is the opposite.  

Homeseller clients want, and expect, me to point out what is distinctive and 

even better...  about both their home and town. 

 

I couldnôt play ñtown favoritesò on my personal website and, since I 

had to treat all towns the same there, this didnôt give me a competitive 

edge with, or for, town homeowners. 

 

Now I have the best of both worlds. 

 

I can cover information about all towns on my personal website (which is the 

right thing to do for all buyers) but, with my exclusive Fairfield 

TownAdvisor.com website, I can appropriately (before representing any one 

http://fairfield.ct.townadvisor.com/
http://fairfield.ct.townadvisor.com/


buyer) and completely promote all of the virtues of Fairfield and other towns 

individually. 

 

This also gives me the opportunity to prospect to local homesellers, both to 

ask them to contribute posts on how they like living in town, and to encourage 

town homeowners to come to ñtheirò town website (which I host) to check out 

what it says about living where they do. 

 

Obviously, this is different than telling the town to, ñCheck out my personal 

site!ò  It is asking them to, ñCelebrate their own Town Site!ò 

 

Also, on my TownAdvisor local Town Site, the MOST impressive and 

cherished gift my Team and I can offer our community, is our Real Estate 

Town Docu-Mentary
SM

 ï  which tells the story of the town like no other.  The 

entire community falls in love with the ñpicture we paintò about the town we 

serve. 

 

At the end of the day my overarching strategy, regarding coordinating local 

merchants (in an effort to attract more customers to their businesses) is to 

increase the likelihood that these buyers will value our community more and, 

therefore, be willing to pay more (unless they are my buyer client, of course) 

for the privilege to live in each town I showcase through my community 

websites and videos. 

 

The more that all buyers value our towns, the stronger our home values 

will be.  Sophisticated homesellers appreciate this Vanderblue Team 

strategy. 

 

As I write this, I want to offer a cautionary note before anyone implements 

these ideas I have outlined.  Beware! You may become an embarrassment 

to your children.  You will see what I mean. 

 



Just a few hours before I sat down to write this, my daughter hesitated when I 

asked her to come to the store with me.  My feelings were hurt a bit, so I asked, 

ñGreta are you getting too old to spend time with me?  Do I embarrass you?ò  

She laughed and said, ñNo, Mom, itôs just that every store we go into, everyone 

knows you, and we stay too long.ò 

 

ñWhat are you talking about? Thatôs not true,ò I replied. 

 

ñMom, when is the last time we walked down the street and at least two 

people didnôt stop you to talk. Or when we go to ójust pick something upô 

you chat with the owner forever (dramatizing, ófoorreevvver!ô)  Itôs like 

youôre the mayor or something.  I have homework, and I just donôt have 

time for that!ò 

 

I smiled and promised I would be mindful of her time.  She smiled back and 

said, ñActually, Mom, itôs kinda cool.ò 

 

My heart grew three sizes. 

 

I thought to myself, someday sheôll understand that these relationships within 

our community are going to help me pay for her college tuition. 

 

My partners know that their success is important to me and, in turn, my 

success is important to them.  They have families.  They have friends.  They 

have customers and they refer me.  Not because they feel they ñowe meò or 

feel that they ñhave to in order to get my business.ò  They do this because 

they trust me.  Because they like me.  Because I am ñfamily.ò  Itôs that simple. 

 

When I was invited by Allan and Gee to contribute to Creating Real Estate 

Connections, I was asked to limit my community-based idea sharing to 

essentially ñwhat I do to network and connect among my community 

businesses.ò  The reason I point this out is that this is just one element 

(although a very important one) of my overall business.  I also didnôt take the 



time to include all of the charity work and civic participation that all members 

of our Team are noted for within all of our communities. For as committed as 

I am to the communities where I work and reside, it can never compare to the 

obligation I have to serve my clients. 

 

Most of my clients are homesellers, as my specialty is on the marketing side 

of our profession, since this skill set correlates to my entire background. 

 

So to be clear, ñthe nicheò that I have focused on for this book is one that, 

perhaps, you can do more of... and can help you enjoy greater success. 

 

Just as I look forward to carefully reading all other chapters within this book 

(so I can learn other methods of strengthening my Real Estate connections), 

please feel free to contact me if you ever want to discuss any of the above 

ideas, or if I can help your career in any way.  As I mentioned at the start, itôs 

through supporting others that I become all that I can be. 

 

 

Daltonôs Take-Away:  

 

If you are playing Real Estate checkers then Julie has identified a 

marketplace segment ...  community merchants. Julie however is 

playing Real Estate Chess...  as she is ñdesegmentingò her market. 

 

Julie realizes that, through local merchants, she reaches a broader 

market ï one composed of all niche marketsé and especially all 

homeowners. 

 

Better yet, within this segmented market, the merchants are 

honored to pay for her advertising costs so they can both reach the 

larger desegmented market...  a win/win all around!  

 

 



 

 

 

 

 

 

If you are being coached (and plan to implement 

strategies from this book), I suggest before doing so you 

review each and any idea you are considering with your 

coach...  to see how and where they may fit into your overall 

business strategy. 

 

Respectfully, 

 

Allan Dalton 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

Chapter 4 
 

How to Become a Luxury Market 

Leader 
an interview with Jack Cotton 
Real Estate professionalism personified 

 

by Gee Dunsten 

 

 

 
 

 



Jack Cot ton:  
Jack Cotton with Sothebyôs International Realty Osterville 

Brokerage has worked continually in the real estate 

business he started in his college dormitory room in 1974.  

Over three decades, Cotton Real Estate became one of the 

most admired and professional real estate companies on 

Cape Cod. 

 

In 2005, Jack sold his company to Sothebyôs 

International Realty. He transitioned away from sales to 

growing, running and managing the firmôs Cape Cod offices while working with 

selected clients. 

 

In the fall of 2008, he stepped down as the manager and has recently returned 

to being an agent. 

 

Claim to Fame: Jack has been involved in nearly every record breaking luxury 

residential sale on Cape Cod, either directly as the agent or as coach to the 

agent involved.  Jack likes to write in his spare time. His first book, ñA Dogôs 

Guide to Lifeò is in its second printing. ñSelling Luxury Homesò and the ñ12 

Secrets Luxury Home Buyers Knowò were published in 2010. ñ12 Secrets Luxury 

Home Sellers Knowò was published in 2011. 

 

Favorite Quote: 

 

ñThe doors of wisdom are never shut.ò  ï Benjamin Franklin 

 

Gee Dunsten:  
Jack, how did you get into the Real Estate business? 

 

Jack Cotton:  
Having grown up in Cape Cod with a single mother and two sisters, it seemed 

there were always lots of people around.  I enjoyed building treehouses and 

forts, which provided a safe oasis from everything that was going on around 

me.  In those early days, the Cape wasnôt as developed as it is today, so 

there was always an abundance of lumber for me to use. My love of 

treehouses, homes, and Real Estate, continued throughout high school and 



college. While attending college, I finally made the decision to go after the 

Real Estate business as my career.  No classes were being offered in Real 

Estate in   college, so I took finance and business classes to help me prepare.  

I actually launched my career in Real Estate in my dorm room, but my first 

official office was located in a corner of my Dadôs plumbing warehouse.  

There was only one phone which I shared with the plumbing business, so 

when it would ring we were never sure if it was going to be for plumbing or 

Real Estate. 

 

After graduating at 21 (but only looking like I was 15), and with no real 

experience in Real Estate, I determined the best opportunity for me existed in 

property evaluation.  There was no such thing as CMAs at the time.  Most 

agents didnôt do much, if any, research.  They basically walked around the 

house building rapport and ñfeeling the seller outò about what they wanted, and 

then gave them a number.  There was very little specific data to support their 

pricing recommendation, as well.  Most homeowners were influenced by their 

gray hair and nice clothing.  I knew that I could do a much better job, so I 

decided to read every book I could find on the subject of appraisals and take 

every appraisal class available.  

 

G. Dunsten:  
So what did you do differently? 

 

J. Cotton:  
I started doing detailed narratives of 30-40 pages (regardless of price) with 

facts about the area, floor plans, charts, graphs, photos, statistics, cost per 

square foot, details about the market, as well as specific examples of homes 

for sale and those that sold.  I included anything that would be relevant to 

eliminate the guesswork in determining fair market value.  I realized that the 

more information and data that I provided, the more creditable I became; in 

spite of my age. 

 

 



G. Dunsten:  
What launched your entry into the luxury market, Jack? 

 

J. Cotton:  
Gee, it was when I met my ñmaverick,ò that one person who was not 

afraid to go against the grain and take a chance on me.  She was an 

elderly widow, whose husband had been a very successful attorney 

with a very large and prominent law firm, and who (on the advice of a 

friend) requested an evaluation.  This evaluation was on not only one, 

but two properties she owned.  It turned out that one was a home worth 

$90,000 and the other was a residence worth $200,000.  Keep in mind 

that, in those days, an MBA from Harvard was only making $15,000, 

therefore, both of these homes were considered very high end.  Today, 

that $90,000 home is worth $2.5 million and the $200,000 home is on 

the market for a little under $6 million. 

 

G. Dunsten:  
Once the door opened for you, how did you establish yourself in the luxury 

home market? 

 

J. Cotton:  
When working in a wealthy community, you must create what I refer to as: 

ñan aura of expertise.ò The wealthy crave expertise and knowledge.  Similar 

to going to their doctor or dentist for an annual checkup, they also require 

yearly updates or assessments of their assets and investments for tax 

purposes, financial planning, trusts, and more. Accordingly, they have a 

number of professionals, such as lawyers, CPAs, estate planners, financial 

advisors, etc., whom they frequently rely on for guidance.  I discovered that 

often, when it came to Real Estate evaluations, most of the information was 

limited and in the form of a mere appraisal, which often fell short of 

expectations. By providing a 30-40 page narrative for their clients, we 

afforded the various financial professionals, the opportunity to more 

confidently make recommendations to their clients.  Moreover, because we 

always provided the same amount of effort and detail of analysis for every 



property regardless of price, word began to spread from one financial planner 

to another to not only use us, but to encourage their clients to use us for their 

annual real estate checkup.  In other words, one widow led to another.ò 

 

One of my biggest sales was $19 million. 100% of that transaction came from 

our yearly property evaluations for a widow in our community for tax and trust 

purposes, etc. As Iôve said before, Iôve always done the same amount of work 

for everyone, from the $19 million home to the $149K home I have evaluated 

this year. 

 

G. Dunsten:  
Jack, why are there so few agents working the high-end market? 

 

J. Cotton:  
Most Real Estate agents are afraid or intimidated to enter the luxury market 

for fear of being asked how many homes they have sold in the clientôs 

community. In reality, there is no discrimination in this segment of the 

market. In the wealthy community, when it comes to Real Estate outcomes, 

there are fewer problems with race, heritage, religion, politics, or sexual 

orientation.  Wealthy people only want two things: 

1. Results 

2. Expertise 

 

Recently, I had the opportunity to interview for a listing in an affluent 

community where I had limited exposure, not having been involved in any 

transactions in that community.  One of the first questions the homeowner 

asked me was, ñHow familiar are you with the community and how many 

homes have you sold here?ò  Because honesty is always the best policy, I 

told him that I had not sold anything in the area, but I had a proven track 

record in high-end sales of homes in other similar communities on the Cape.  

Sensing further reluctance on the part of the seller, I told him that, ñI pledge 

to commit to a 100% focus on your property and not to work with other 

properties in your area until your home is under contract.ò  How often does 



someone commit to 100% of their time and energy focused on their property 

until it sells?  It might only work half the time, but thatôs 50% more than those 

who are afraid to show up. 

 

G. Dunsten:  
How complicated is working with wealthy clients? 

 

J. Cotton:  
The self-made wealthy are the easiest to work with.  They see a little of 

themselves in you and are excited to help you make your mark with their 

property.  Nothing works better in the luxury community than when creating 

a bond based upon mutual respect or effectiveness. They have the same 

dreams, designs, and levels of achievement, and quite naturally gravitate to 

other professionals who manifest these same revered qualities. 

 

G. Dunsten:  
Jack, what suggestions do you have for increasing your visibility in the luxury 

market? 

 

J. Cotton:  
Gee, wealthy clients have three things in common and they intersect in the 

middle. 

 

You must work with these three communities: 

1. Those with great wealth - Marketing to the wealthy community is easy 

to do.  All wealthy people are involved in their high-end community.  They 

are activists.  You have to think like you are wealthy.  They have pride in 

where they live and are concerned about preserving their quality benefits 

of living there, while keeping property taxes low. 

 

a)  I strongly recommend that you join the same service clubs and 

organizations they belong to (some you wonôt be able to get into), such 

as Non-profits, Charities, Historical Society, Places of Worship, 

Environmental issues/concerns 



b)  Volunteer and take an active role in places where you can be seen, 

such as: Library auctions, School bazaar, Hospital fundraisers, Local 

talent shows, etc. 

 

2. Their gatekeepers ï You must also market to their gatekeepers, the 

financial planners they see for their annual checkup. They will need 

someone like you to contact for their clientôs update on Real Estate.   

 

The wealthy will need to add a Realtor® to the update list. 

a)  Attorney 

b)  CPA 

c)  Estate Planner 

d)  Trust Officer 

e)  Insurance Agent 

f)  Retirement Planner 

 

3)  Their service providers - You will also want to market to the service 

providers of the wealthy. They have your future clients on direct dial and 

itôs usually their cell phone number! 

a)  Yacht Club employee who works on 

 their radar/technology/equipment 

b)  Golf Club Pro ï 

 (the guy who replaces their grips) 

c)  Tennis Pros ï 

 (lessons pro & person who restrings their racket) 

d)  Personal trainer or fitness coach 

e)  Pool maintenance guy 

f)  Yard guy/landscaper 

g) ñBat-proof your houseò guy ï (My wife hired one who had a billionaire on speed 

dial.) 

h)  Local florists 

i)  Interior designer 

j)  Appliance repairman 

k)  Exterminator 



l)  Party planner 

m)  Caterer 

n)  Wedding planner 

o)  Professional photographer 

p)  Local computer repair guy 

q)  Contractor/remodeler 

r)  Wine/liquor store 

s)  Hardware store 

t)  Butcher shop 

 

Iôll share with you an idea I got from the 

renowned restaurant, Anthonyôs Pier 4 in 

Boston.  When the restaurant was newly-

opened and looking to establish itself as a top-

end eatery, the owner invited taxicab drivers from all over the city to come 

for a free Porterhouse steak dinner, offering them a steak so big it falls off 

your plate. It generated so much positive, word-of-mouth feedback that 

the owner continued to do it year after year.  So based upon the success 

of Anthonyôs Pier 4, I decided, once or twice a year, to invite the service 

providers in my area to dinner and a free, mini seminar about how to do 

low-cost/high-impact marketing. I tell them, ñI will help you grow your 

business and you will help me grow mine.ò 

 

G. Dunsten:  
Do you have any other tips for success, Jack? 

 

J. Cotton:  
You must provide the highest level of service in the following five areas: 

1. Markets and evaluations (macro) ï 

(overall market ï demographics, economics, cost/sq. ft.) 

2. Pricing (micro) 

3. Market preparation (staging) experts 

4. Marketing 

5. Negotiation 



Wealthy people are gluttons for information and are not choosy about the 

source.  They will ask anyone and everyone to help them sort through and 

select what seems to be the most reliable and credible information. They are 

ravenous consumers of information.  As agents, we should be not only the 

source of the source of information, but also the interpreter of the information, 

so we can provide the best advice with confidence, regardless of their social 

standing and professional success. 

 

 

Daltonôs Take-away:  
 

I emphatically encourage you to get a copy of Jackôs book, Selling 

Luxury Real Estate. Even though the pedigree of Jackôs brand, 

Sothebyôs International Real Estate, is synonymous with the ultimate in 

quality... the brand name ñJack Cottonò seems to be accomplishing the 

near impossible: itôs actually making the Sothebyôs International brand 

even more remarkable and illustrious within Jackôs elite Cape Cod 

communities. 

 

When somebody covers a subject that they have mastered, in such 

a masterful fashion, there really is nothing left to say... but, since 

thatôs never prevented me in the past, let me add this one last 

personal tidbit:  

 

You may want to use this as your ice-breaker with all of those with 

grandiose properties.  It goes like this, ñFolks, Iôd like you to know I feel 

extremely comfortable and at home visiting your exquisite and compelling 

residence, because I grew up in a similar sized property myself... 

although, I must acknowledge, there were six other families living with us 

in the building.ò 

 

 

 



 

 

 

 

 

 

 

Chapter 5 

 

Fighting For (not Against) For Sale By Owners 

and Expired Listing Homesellers! 
(Scripts Included) 

 

by Allan Dalton 

Co-founder, TownAdvisor.com & Former CEO of Realtor.com 

 

 

 

 

 

 

 

 

 

 

 



In keeping with my theme of ñfighting forò versus ñfighting againstò community 

members, I feel compelled to convey the following: The Real Estate Industry 

has been ófightingô against ñFor Sale By Ownersò for decades and these 

homeselling-related hostilities do not appear to be lessening; especially 

given our current Industry paradigm regarding For Sale By Owner 

communication. 

 

Here are my ñbullet pointsò (forgive the pun) which I believe validate my 

dramatic assertion that leads many For Sale By Owners to conclude we 

are ñfighting against themò... and certainly not ñfor them:ò  

 

1. War time adversaries, or sociological threats, are routinely dehumanized or 

demonized through the use of abbreviated slurs.  Yet you will notice that the 

victims themselves do not refer to themselves in the same fashion. Whereas 

people referred to as doctors also call themselves doctors, Americans call 

themselves Americans, FSBOs and Expireds (with good reason) break from 

that tradition. 

 

Trust me, For Sale By Owners do not refer to themselves as ñFSBOs.ò  

Homesellers whose property did not sell do not ask their neighbors, ñAre you 

a fellow Expired, too?ò  Regarding the relentless use of the word ñExpireds,ò 

one has to wonder (when non-industry people hear this expression) does this 

suggest that a Real Estate 

Professional is heading over to their 

local cemetery (shovel in hand) for a 

night of moonlit-aided grave digging? 

 

Such slurs, however, make it easier to 

dismiss human beings as individuals 

and valued members of our community 

through unfair and disrespectful 

collective labeling. 

 



One abbreviated word can also, perhaps unwittingly, abbreviate dignity, 

respect, and all hope for compassion, understanding... and, in the case of 

For Sale By Owners, for mutually respectful engagement. 

 

2. The Industry favored question:  ñHave you had many offers?ò 

 

This is like going into a restaurant where no one is eating and asking the 

owner: 

 

Also, take note of the way the question is normally posed, ñHave 

you had many offers?ò versus ñHave you had an offer?ò  This is 

because the question ñHave you had an offer?ò does not offer as 

much potential to humiliate those some are fighting against.  

 

3. Actually telling a For Sale By Owner: ñYou have to be careful about 

strangers!ò 

 

What do you think you are?  Also, do you really think that homeowners 

view this ñwarningò as a way to reflect a deep concern for their familyôs 

safety... or rather as a desperate, fear-mongering attempt to get a 

ñlisting?ò  Moreover, I remember reading once that over 90% of the 

violence in homes is initiated by loved ones or family members.  

Therefore, ironically, homeowners are statistically safer with visits 

from strangers. 

 

4. Telling homeowners that, ñFSBOs net 10% less than when represented.ò 

 

This is a completely unprovable statistic (as one can never project what a 

home would have sold for under a different approach) but, here again, this is 

where we come across as fighting with homesellers... always anxious to prove 

them wrong! 

 

 



5. ñYou cannot qualify buyers.ò 

 

Realtors® do not qualify buyers... lenders do... and homesellers have access to 

lenders too. 

 

Why such desperate and disrespectful approaches to these important 

members of our community?  As if antagonizing prospective homeseller 

clients would, in any time or place, be an effective strategy! 

 

Hereôs why: 

 

It all begins with our Industry conveniently conflating the words ñsellò and 

ñmarket.ò 

 

When it is not clearly appreciated that when working with or representing 

homesellers ñwe marketò and when working with or for homebuyers ñwe 

are sellingò... which leads to actually believing that we and For Sale By 

Owners are both trying to ñsell homes.ò 

 

The belief that we ñsellò versus ñmarketò homes (unless also involved in 

dual agency), when on the homeseller side of the transaction, forces 

natural competition between Real Estate Professionals and homeseller 

aspirations to arise. Consequently, War breaks out for we are both trying 

to sell the same product... therefore, there is a natural and inherent 

competition over who can perform this task better. 

 

Competition can be a synonym for fighting and fighting can, at times, be viewed 

as War.  Thus, this explains why these community members must be reduced 

to war-like expressions, such as ñFSBOs.ò 

 

Based upon The Principle of Reciprocity, all of our thinly veiled fighting words 

(as just referenced), dedicated to telling the For Sale By Owner homeseller 

what they cannot do compels homesellers to search for equally disqualifying 



reasons to not use you and your services. They must respond in kind... by 

pointing out what YOU canôt do. 

 

Here is a more community-respectful way to better embrace For Sale By 

Owners as respected members of the community and dramatically 

increase effectiveness. 

 

For Sale By Owner Suggested Script: 

 

Real Estate Professional: ñFolks, if all you want to do is ósellô your home you 

do not need me... because you can clearly sell your own home.ò 

 

Explanation: 

Å This language is true. 

Å This language is disarming because it is unexpected and respectful. 

Å This language moderates the benefits of selling by the use of ñif all you want 

to do.ò 

 

Real Estate Professional: ñBut, if you would like to ómarketô your home, I 

would love to represent you!ò 

 

Explanation: 

Å This language displays your skills and knowledge and educates 

homesellers that there is a difference between selling a home and marketing 

a home. 

Å By first acknowledging they can sell (due to the same Principle of 

Reciprocity), they are now willing to acknowledge that you can market.  Both 

sides keep dignity... the fight is over. 

 

Real Estate Professional: ñWhen you sell a home, you sell to a buyer... when 

I market your home, I óhave it soldô to the óright buyerô.  I donôt want to ósell 

your homeô... I want to ómarket itô because all pricing is governed by the laws 

of supply and demand... and I want to maximize the demand!ò 



Explanation: 

Å Now that you have ñtenderizedò the homeseller and put an end to the fighting, 

you can then introduce more intense points... such as how both they and the 

buyer cannot save the same commission.  Corporate relocation buyers are not 

sitting in hotel rooms circling For Sale By Owner ads, etc. 

 

Å These ratcheted-up points can now be made, as the consumer respect 

displayed dissolves defensiveness and envelops you and the homeowner(s) 

in a loftier and more professional premise and goal: Marketing. 

 

Now that the fight is over and mutual respect has been established, then and 

only then, can true communication take place. 

 

One last point... perhaps if our Industry (in an act of ñIndustry self-respectò) 

would stop referring to those representing homesellers as ñthe listing agentò 

(a description that suggests that all one does is ñlistò and therefore oneôs 

ultimate accomplishment has already been satisfied) and instead used the 

following attribution in its place: ñWho is the Marketing Realtor®?ò (when a 

Realtor® is representing the homeseller). Then more consumers would better 

appreciate the difference between ñmarketing a homeò versus merely ñlisting 

a home.ò 

Clearly, homesellers can perform both listing and selling duties, but few, if any, 

can rival our world-class marketing ï a seminal point that remains under-

appreciated throughout an industry still rejoicing in the word ñlistingò and where 

listings (and not marketing) is the name of the game. 

 

This means that all the Homes Guides (with little boxes with the invitation 

ñYour Listing Here!ò) would have to be changed to ñYour Home Featured 

Here!ò ... a shift that pays greater respect and better connects us to our 

communities. 

 

 



Expired Listing Overview and Scripts 

 

Let us now examine how we can more robustly and respectfully ñconnectò 

with those homesellers whose homes have not as yet sold (so labeled 

ñExpiredsò) and community homesellers who are in need of a marketing 

upgrade. 

 

As any psychology course primer would readily posit: ñWhen one does not 

respect oneself, it becomes difficult to show respect to others.ò 

 

At first glance my oblique assertion (that our Industry does not fully respect the 

value we provide homesellers) might be greeted with scorn.  Well, since I too 

wish to connect with you instead of alienating you, let me see if I am able to 

defend this statement while at the same time connect my explanation to how 

North American homeowners are engaged when their home is not sold during 

the marketing agreement time-frame. 

 

Here goes: 

In the 1950s the corporate world was introduced to the concept of ñThe 

Four Pôs of Marketing: Pricing, Packaging, Promotion, and Placement.ò 

 

This revelation (one offering stunning clarity in the ñsuccessfulò marketing 

and selling of all products) enjoyed widespread acceptance.  Unfortunately, 

not so within the Real Estate Industry.  As if what we sell, ñhighly distinctive 

and customized lifestyles,ò is not as deserving of such comprehensiveness 

as ñinterchangeable widgets.ò 

 

Our Industry instead instantaneously rebuked three-fourths of this Circle of 

Success claiming: The only ñPò that was relevant in the Real Estate Industry 

was the ñPò that stood for Pricing. Consequently, the following collective 

mind-set continues to evolve to this day: ñHey, you could have five dead 

bodies in the basement of the home for sale... but if you lower the price 

enough it will still sell!ò 



 

Wow, what an indictment of our marketing power and such a blow to the 

Industryôs self-respect; not to mention the higher value we wish to represent 

and be respected for. 

To the point that maybe a home didnôt sell due to the other ñPòs ï Product 

(staging), Placement (advertising, enhancements on the web, etc.), 

Positioning (networking, competitive description of property)... there was a 

one P (pricing) Industry-convenient response here as well: ñEven if there is 

no staging, no advertising, no networking, and horrible negotiating... if you 

lower the price enough (code word: ñpriced to sellò) someone will buy it.ò 

 

By discarding 75% of universally accepted practices and principles of what is 

required to successfully market a product (all Four Pôs) and instead defaulting 

to merely one ñPò (Price... with the objective of merely creating a sale), it 

resulted in the following: 

 

1. Our Industryôs growth, and thus self-respect, was stultified (as if the only 

reason a home didnôt sell was due to price... then, conversely, the only reason 

a home did sell was due to price). This minimalistic approach subliminally 

suggests that Real Estate Professionals were merely overpaid appraisers 

versus world-class marketers and this is an unfortunate notion, as many in our 

Industry (while not ï as yet ï are as proficient in marketing entire towns and 

cities as part of their overall lifestyle marketing responsibilities), are truly quite 

accomplished at marketing individual homes. 

 

2. Our Industry, by over-focusing on just the ñone Pò (price) versus equally 

embracing the other three, led to an under-appreciation of the marketing 

Realtors® do. I witnessed this myself while CEO of Realtor.com. 

 

Expectedly, if you are repeatedly reminding yourself that the ñonly reasonò or 

ñthe major reasonò a home is not selling is the price (to almost Gregorian chant-

like observance levels), then clearly this is not a motivation to do more 



Merchandising, Marketing, Networking, and Negotiating on behalf of the 

homeseller. 

 

Alternative Thinking and Approach: 

 

There is only one reason for a home not selling: MARKETING... because, 

while Price is part of Marketing (one of the Four Pôs), Marketing is not part of 

Price. 

 

This career-enriching appreciation completely changes how one feels 

towards and communicates with so-called ñexpired-listingò homeowners. 

Now, letôs review the language that Expired listing homesellers will 

embrace and positively respond to. 

 

Expired Listing Homeseller Suggested Script 

 

Real Estate Professional: ñHello _________.  I see, according to my MLS 

information, that we are no longer able to sell your home and I would like to 

know if you would still like to have your home sold?ò 

Explanation: 

Å Do not say, ñI see that your home is no longer on the market.ò  Just because 

it is off MLS does not necessarily mean they consider it ñoff the market,ò so 

why fight over this point? 

Å It is hard for earnest homesellers to admit that they do not want their home 

sold. 

 

Real Estate Professional: ñI specialize in representing homeowners whose 

homes havenôt sold yet... that I believe should sell.ò 

 

Explanation: 

Å A lot better than, ñI represent homeowners whose homes have not sold... and 

which I think will never sell!ò  Only kidding! 



Å Donôt ever say, ñAre you aware that your home is no longer on the market?ò 

unless you think the ñbearer of bad newsò and ñshoot the messengerò 

expressions exempts our Industry.  Why donôt you also call homeowners, 

interrupt their peaceful evening, and tell them, ñAre you aware your son flunked 

chemistry?ò or ñI heard you lost your job!ò 

 

Real Estate Professional: ñHas anyone told you ówhyô your home did not sell?ò 

 

Explanation: 

Å If they answer ñnoò you should say, ñThere is only one reason why homes do 

not sell... itôs due to the marketing.ò  Now that you understand that Price is 

part of Marketing you can resoundingly make this hopeful and optimistic point 

to beleaguered homesellers and not feel you are being disingenuous. 

 

Å By announcing that ñMarketingò is the culprit, it exonerates all homesellers 

(since they are no longer being subtly assaulted as being ñsolely responsibleò 

for their fate) due to the fact that they are not responsible for the marketing.  

This also leads to a careful assessment of all ñPôsò (which contextualizes the 

ñPricing Pò), making changes more acceptable and again, contextual. This 

gives you more to review with them. 

 

Real Estate Professional: ñDo you still have an open mind regarding different 

marketing ideas? Great!ò 

 

Explanation: 

Å This is a premise not relevant to any professional whose career-mantra is 

ñhomes either sell or donôt sell solely based upon price.ò 

 

Å This more sensitive and strategic communication emerges out of a 

feeling of empowerment and from the knowledge that you provide greater 

value (and possesses immense inner self-respect) based upon your 

mastery of ñThe Four Pôs of Marketingò ... all on behalf of and for the 

benefit of your clients. 



Real Estate Professional: ñIôve been waiting to call you for weeks but couldnôt 

contact you until today due to our Code of Ethics.ò 

 

Explanation: 

Å This repositions you from one being overly aggressive to one who now 

appears to be exercising restraint and playing by the rules. 

 

Homeowner: ñWhy didnôt YOU sell my home while it was listed?ò 

 

Real Estate Professional: ñBecause I didnôt have the right buyer for your 

property, which is not surprising because it would be statistically unlikely 

that I, out of 3,000 other Realtors®, would have been the right person with 

the right buyer... but really the more important question is óWhy didnôt 

someone out of 3,000 Realtors® bring the right buyer?ô  And to me thereôs 

only one answer to that... and thatôs how your property was marketed.  If 

you still have an open mind about other marketing ideas, Iôd like to come 

by and show you how we can upgrade your marketing.ò 

 

Please remember that since Price is part of Marketing, it enables you to (very 

forcibly) say two things to Expired listing homesellers: 

 

Å ñThereôs only one reason your home didnôt sell... Marketing!ò 

Å ñIôd like to come by and show you how we can upgrade your marketing.ò 

Contrasted to these alternatives: 

 

Å ñThereôs only one reason your home didnôt sell.  It was overpriced.ò 

Å ñIôd like to come by and show you how we can reduce your price.  Whenôs a 

good time?ò 

 

This also means that you must disengage from the century-old (and 

absurd) Industry teaching that: 

 

 



ñThe Buyer Determines the Price.ò 

 

No, the buyer, buying-side Realtor®, the homeseller, the homeseller Realtor®, the 

appraiser, and the lender all have a role in determining a final and fully 

negotiated price. 

 

I think some of you recently learned in the short sale market that Lenders also 

play a role in determining the price. 

 

Question: How could we possibly not understand that homesellers are 

exactly like lenders who own properties and they too have a say (to say 

the least) in determining the price? Thank God this is so!  For if we were 

a ñcommodityò where only one side, the buyer or the market, determined 

the price then we too would be paid a seven dollar commission for a 

million dollar sale... just like E*Trade. 

 

Something tells me that this is not how you want to connect your value 

within your community. 

 

I strongly suggest that you become appreciative that the buyer alone does 

not determine price.  Why?  Because if either side of a Real Estate 

transaction is solely responsible for the pricing outcome, then 

compensation could never be logically attributed to at least one of the two 

sides.  That would be absurd! Not to mention homeowners having to accept 

why thousands, or tens of thousands of dollars, are being paid to a 

professional who plays no role in the financial outcome! 

 

By merely accepting this ñintellectually lazy conclusionò (that the buyer 

alone determines the price) in my view makes you less prepared to 

confidently and more respectfully engage ñExpired-listing homesellers.ò 

In other words: ñWhy donôt we just lower the price and keep our same 

Realtor®ò equals a lack of respect for what you truly do and deserve 

more credit for. 



This is because a ñListing Agentò (versus a ñMarketing Realtor®ò) who believes 

that homes donôt sell principally because of price and, even then, holds that 

the buyer determines that price, is essentially diminishing the enormous value 

of their Negotiating, Networking, Marketing, and Merchandising/Staging. 

And, when you put your vast skill-set behind more respectful and optimistic 

communication (becoming a prodigious prospector within the ñExpired listingò 

homeseller community) the following occurs: A deeply committed devotion to 

Marketing excellence ï making it a joy and celebration for you when you 

present your value to homesellers. 

 

The Community of Homesellers pays a heavy premium (in the form of fees) 

for you to impact their outcomes.  The more you believe that you truly upgrade 

marketing (including how you also market the town, city, or neighborhood they 

live in), and the more you respect what you do the more you, in turn, will 

respect both For Sale By Owner and Expired listing members of the 

community. 

 

Since Creating Real Estate Connections is a book (and not our online 

certification course), we are limited in how much detail and interaction we can 

provide in this publication. 

 

Throughout our Certified Community Marketing SpecialistSM course 

(leading to a privileged and well-deserved designation), we will present 

much greater practical details, scripts regarding BOTH of these niche 

markets, and all other segmented Real Estate-relevant, community-

based engagement precepts and systems. 

 

 

 

 

 



For Now, Here are a Few ñInsider Tipsò 

 

For years when calling on For Sale By Owners (which I did most Sunday or 

Monday evenings for twenty years for my own company... and then gave my 

associates leads), I used to express the following: 

 

For Sale By Owner Cold-Call Suggested Script 

 

Real Estate Professional: ñHi, Iôm calling from our companyôs For Sale By 

Owner Division.ò 

 

Explanation: 

Å Homesellers saw this as an affirmation that their status was important enough 

for us to have a division! 

 

Homeowner: ñYou are the twentieth person to call!ò 

 

Real Estate Professional: ñIôm sorry to hear that.  Let me come over so we 

can put an end to that.ò 

 

Homeowner: ñCan you just mail me the information?ò 

 

Real Estate Professional: ñThe most important information is me... and I 

donôt fit in the mail.  Letôs get together.  I love the outside of your home 

and the great street you live on.  So, letôs give more people a chance to 

fight over your home!ò 

 

Chapter Summary  

 

We must all appreciate that language is the ñclothing of ideas.ò  This means 

that the words we select express our thoughts and feelings and when we are 

not careful with them we can alienate consumers and prospective clients. 

 



There is arguably no situation where consumers are more sensitive to 

precisely what is being said then when they are in the process of being 

ñExpired listing homeownersò and ñFor Sale By Owners.ò  Please remember 

that, in both these circumstances, it is not just a matter of displaying respect 

but also of how effective you are at demonstrating value. For example: When 

prematurely attempting to convince an Expired listing homeowner of how great 

you are in Real Estate, at a time when they blame the entire Real Estate 

community for its collective failure to sell their home, it might come across as 

ñIôm the best at what you hate... Iôm King Rat!ò 

 

Accordingly, I suggest you carefully consider the scripting I provided you with 

in this chapter and, if you employ it, you will find this kinder, gentler, and 

more sophisticated, professional approach to solving their problem is 

significantly better received. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

Chapter 6 

 

Working Only with Homesellers 

Through Local Media and Marketing 
an interview with Russell Shaw 

Ranked #28 Top Producing Realtor
® 

Nationally by Realtor
®

Magazine 

 

by Gee Dunsten 

 

 

 

 

 

 



Russell Shaw:  
Russell of Realty ONE/Russell Shaw Group has been in 

the Real Estate business since 1978, starting with John 

Hall & Associates and transferring over to Realty ONE 

Group in 2011.  He has ranked among the top 1% of all 

agents in the United States since 1991.  He has been 

recognized by the National Association of Realtors® as 

being among the top 50 agents nationally for number of 

homes sold and by the Wall Street Journal as being 

among the Top 200 Agents in America. 

  

He has been a featured speaker many times at the national convention for 

Certified Residential Specialists and has also spoken at the National Association 

of Realtors® convention, as well as routinely speaking at various state association 

conventions. 

 

Russell was a part of the first study of its kind, ever ï real research being done at the 

university level on lead generation.  

 

He is featured in the book, ñBillion Dollar Agentò and was featured and quoted 

extensively in the best-selling book, by Gary Keller, ñThe Millionaire Real Estate Agent.ò  

Even though not with that company, Russell has repeatedly contributed to the 

curriculum for Keller Williams University. 

 

Favorite Quote: 

 

ñVision is the art of seeing things invisibleò ï Jonathan Swift 

 

 

Gee Dunsten:  

When did you get into the Real Estate business? 

 

Russell Shaw:  

I started in 1978, so I have been marketing and selling homes for 36 years. 

 

G. Dunsten:  

Why did you get into this crazy business? 



 

R. Shaw:  

Actually, I didnôt know what else to do.  When I surveyed my options it 

seemed to be the best choice.  In the first twelve years, I really struggled, 

living deal to deal, closing to closing.  Most of my work was with buyers, 

doing 17 to 22 transactions per year.  According to industry standards at 

the time, that was supposed to be good, but I was always living paycheck 

to paycheck.  I didnôt have any idea what I was doing and once in a while 

a listing got dumped in my lap.  I didnôt know how to price the property or 

how to list it, although I thought I knew what I was doing.  In 1985, I decided 

to get some training.  Between 1985 and 1986, I got my GRI and my CRS.  

The most important thing I learned was that the top agents ïthe excellent 

ones ï were geographic farmers and great listers. 

 

G. Dunsten:  

So what did you do? 

 

R. Shaw:  

At that point, I thought if I was going to stay in this business and really become 

successful, I would have to get all the way in or all the way out and find a 

different career path. I decided to burn all my bridges in working with 

buyers.  My first step was to cancel all of our buyer ads.  I told Wendy that 

we were stopping our work with buyers and were going to focus 100% of our 

efforts on getting listings instead.  We could not afford to be distracted by 

buyers, and I never wanted to take another buyer out again and since 1993, 

I havenôt. 

 

G. Dunsten:  

What happened? 

 

R. Shaw:  

From that point on, we only went after listings.  We tried every stupid thing 

we could think of. I tried different kinds of scripts, different types of 



approaches, and we showed up, which was the only thing we did do right!  

All of our listings were overpriced. 

 

G. Dunsten:  

Did focusing 100% on listings increase your transactions? 

 

R. Shaw:  

Yes, Gee, they did.  We went from 17 transactions per year to 38 closings 

per year and as we began to get better, our success rate improved. 

 

G. Dunsten:  

What was the tipping point to increasing your volume? 

 

R. Shaw:  

Our biggest breakthrough occurred when we started doing radio and our 

production increased to 60+ transactions.  Part of my background was 

doing commercials for others, so I approached the radio station and agreed 

to help with the writing and producing of comedy in exchange for 10 free 

ads per week. 

 

G. Dunsten:  

How did it work out? 

 

R. Shaw:  

Well, it actually took me a year to get the phone to ring.  At first, I thought the 

station was not actually running my ad.  In fact, one day while I was at the 

station, I went into the booth and confronted the ñjockò and asked him why 

he was not running my ads?  He quickly informed me that he had just run 

one of our ads in the last 15 minutes.  When we got our first ad call, I wanted 

to know what things in the ad were good and what made her call us.  She 

told me that it was the opportunity to cancel the listing if they werenôt 

satisfied. 

 



G. Dunsten:  

How long ago was that? 

 

R. Shaw:  

I think it was late 1989 or early 1990.  In fact, within the next 30 days, based 

on what we heard, the basis for our ads evolved into what we are basically 

still doing today. 

 

G. Dunsten:  

So you reinvented your ads.  Did you stay with the same free radio station? 

 

R. Shaw:  

No, we didnôt.  At that time, the station was sold to someone else and in 

structuring what they were doing, we lost the free ad deal.  Wendy, asked 

what we were going to do and I told her we would have to buy some ads.  It 

was the very best thing that could have happened.  By losing the deal, and 

changing stations, our business jumped to 60 deals.  So, we tried two 

different stations on a trial basis and we ran our new ads using my voice 

instead of someone elseôs at the radio station.  We spent $1000 per month 

with each one and clearly, the ñtalk radioò station was the best.  That year we 

spent just over $20,000 with them, which resulted in a little over 100 deals. 

 

G. Dunsten:  

With that major jump in business, what did you do next? 

 

R. Shaw:  

Actually, the next year we signed a $40,000 contract that resulted in 130 

deals.  I thought that was fantastic!  It was like printing money.  So, the next 

year we signed an $80,000 contract. 

 

G. Dunsten:  

Wow!  What was the result? 

 



R. Shaw:  

Gee, that was the year we learned about the ñLaw of Diminishing Returns.ò  

We got the same results, but lost $40,000.  Although expensive, it was a 

great lesson.  It forced me to become a better student of my business and I 

learned how to become a media buyer.  As a result, we hired a second station 

and later we added a third. 

 

G. Dunsten:  

What type of radio station works the best? 

 

R. Shaw:  

Thatôs a great question.  Weôve tried them all.  First, letôs talk about what 

doesnôt work.  Country Western, soft jazz, and sports stations donôt work.  I 

canôt tell you why.  All I know is they donôt lead to listings. 

 

G. Dunsten:  

Which ones do work best and why? 

 

R. Shaw:  

Talk Radio is absolutely the best, because data is the entertainment for the 

listening audience. Depending upon your target audience, Classic Rock and 

Oldies can also work.  I know this through trial and error and having spent 

thousands of dollars.  In 2006, we took over 600 listings. 

 

G. Dunsten:  

What are the biggest problems agents face today? 

 

R. Shaw:  

Almost every agent experiences the same two problems: 

 

1.  Getting to the table with the homeowner  

 

2.  Getting the listing under the correct terms and conditions 



 

G. Dunsten:  

As the #1 agent in Phoenix, and with all your success and experience, I bet 

you get almost every listing you go after, right? 

 

R. Shaw:  

Iôm glad you asked me that question, Gee.  Actually, the answer is no.  

In fact, we get less than half.  In other words, for every 100 appointments 

we go on, we take/accept 45 listings 

 

G. Dunsten:  

Really?  Why is that? 

 

R. Shaw:  

Because itôs not about getting the listing, itôs about selling their home.  Itôs 

about expectations, cooperation, motivation, and creating a partnership with 

the same goal.  Actually, with only a few exceptions, every top listing agent 

turns down more seller listing opportunities than they take. 

 

G. Dunsten:  

Russell, that is great information for our readers.  With all your success, tell 

me about your experience with television. 

 

R. Shaw:  

Sure, Gee.  After a number of years, we kind of maxed out our market 

penetration with radio.  Obviously, the best media to use to build trust and 

establish rapport is TV, however when we first started out in TV, it was a 

huge failure.  To be honest, itôs taken a great deal of effort to finally reach 

a place where itôs working for us. 

 

G. Dunsten:  

So, what have you learned? 

 



R. Shaw:  

A number of things.  First, the best place to be seen is on a national and/or 

local News segment.  The News is live and sticky and the viewers are looking 

for data and information.  They might be interested in CSI and will quickly go 

to the fridge during a commercial or they TIVO the show to watch later so 

they can fast forward through the commercials.  People donôt TIVO the News 

because they watch to see it LIVE! 

 

Your delivery, as well as, the quality of your information is more than half 

the battle for recognition and credibility on TV.  Itôs extremely important to 

make sure that youôre transmitting a friendly, approachable, energetic, 

believable message to your viewers in a few seconds.  Things like proper 

lighting, your wardrobe, background, colors, and most importantly, your 

facial expression, are huge.  Make sure you have a friend, team member, 

or family member acting as your executive producer when your ad is being 

recorded, instead of a camera guy who is more concerned with capturing 

and framing what is seen on the screen, rather than the effectiveness of 

your delivery.  Ask your friend to be a critical observer.  Are you smiling, 

energetic, believable?  How is your tonality and posture?  It can be very 

powerful when the verbal message and the visual message go together.  

TV is more powerful, but it takes more effort to make it work.  Itôs harder to 

get your part right for your target audience. 

 

G. Dunsten:  

What about local critics? 

 

R. Shaw:  

It doesnôt really matter what other agents, family members, or some of your 

friends say.  It isnôt important, especially if they arenôt a representative of your 

target audience. 

 

G. Dunsten:  

How long should you run an ad to determine whether itôs working? 



 

R. Shaw:  

With radio, you should know in 1-2 weeks.  If you are not causing a reaction 

from the people (listeners), you have a problem with the station, ad copy, or 

delivery.  The larger the audience you are reaching, the faster you will know. 

 

G. Dunsten:  

What other things have you learned? 

 

R. Shaw:  

10 p.m. News works, but it is a lot more money.  Depending on your target 

audience, for a lot less money and a lot more exposure, the 5 a.m. News 

might prove to be more profitable. 

 

You have to think people.  For example, we donôt want to attract the 

millennials or those between 18 and 35 years of age, because they donôt 

have houses to sell.  We want to    attract 65-year-olds, so we select stations 

that appeal most to people with gray hair!  Weôre not trying to reach 

homebuyers.  In fact, buyers wonôt respond to radio.  Houses appeal to 

buyers.  They donôt want to look for an agent.  Sellers are the only ones that 

want to find an agent.  The seller pays for the agent and they shop for their 

agent.  In fact, most sellers donôt talk to more than one agent. 

 

All agent problems are related to two things; how to get to the table to 

interview the seller and how effective you are once you get to the table. 

 

G. Dunsten:  

What are the major differences in working with buyers versus sellers? 

 

R. Shaw:  

Most agents donôt realize the difference in working with buyers and working 

with sellers. Working with buyers is relationship-based. Itôs about building 

trust, rapport, and making the home search and home tours not only positive, 



but fun. All our communications are about them. Itôs about harvesting 

information and at the same time, maintaining likability. Working with sellers 

is presentation-based. Are you competent? Can you get the job done?  

Working the buyer side is more fun, more sociable, like a party. Working the 

listing side is hard work, more tedious, lonely. It involves working more 

evenings and coming home late. Itôs more detailed and requires a task-based 

approach. It takes the ability to know and work numbers and analyze data. 

 

G. Dunsten:  

What lessons have you learned? 

 

R. Shaw:  

Many agents think they can get lots of listing business from Zillow, Facebook, 

Trulia, etc., when in reality we really donôt.  To have a successful business, 

you must be listing-based.  Most of your business must be coming from the 

listing side.  You need to be a geographical farmer type of person.  In reality, 

the only way to generate business is through marketing and prospecting.  

Both are very important. 

 

Successful agents: 

1.  Get the listing 

2.  Sell the listing 

3.  Often get buyers without trying 

 

Listings generate buyers.  Buyers donôt generate listings. 

 

G. Dunsten:  

Russell, youôve shared a lot of information and a lot of great ideas.  In closing, 

please share your words of wisdom. 

 

R. Shaw:  

Learn to listen.  Set your ego aside and admit that you donôt know 

everything. The biggest barrier is the false idea that we know how to 



effectively talk to sellers.  Most agents do only 8-10 presentations per year.  

You must get on the stage, so you can do more and more presentations. 

 

Practice with your family, friends, and co-workers.  When possible, get 

in front of sellers where you donôt really care if you get the listing or not.  

You might need to make  appointments 25 miles away so you can practice 

on 6-10 listing prospects.  Find out the kinds of things sellers want to know 

and the kinds of things they think they know but arenôt necessarily correct.  

Figure out what to say and how to better express yourself.  The purpose of 

the listing appointment is not to take the listing, but rather to decide if you 

want to take the listing.  You only want to select those you want to sell.  

You want to know that not only will you be successful, but that you will 

enjoy the opportunity of working together with the seller. 

 

The key is to get better at lead generation, so you can go on appointments 

without being worried about the outcome and turn down listings without any 

remorse. Most of us start out not knowing anything.  Actually, weôre pretty 

crappy.  The more we do, the less crappy we get, until one day, we get good! 

 

 

 

 

Daltonôs Take-away:  

 

When I first met Russell he, on behalf of all Realtors® in America, actually 

ñtook me onò in a very personal fashion, regarding our Realtor.com pricing 

model.  I learned very quickly that Russell is willing to fight for what he 

believes in, his fellow Realtors® and the community he represents.  Russell 

is a winner in every sense of the word. 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

Chapter 7 
 

Advocating for Your State 
an interview with Rei Mesa 

Berkshire Hathaway HomeServices Florida Realty CEO 

 

by Allan Dalton 

 

 

 

 

 

 

 

 



Rei Mesa:  

Rei Mesa is President and CEO of Berkshire Hathaway 

HomeServices Florida Realty. 

 

Both a Certified Residential Specialist (CRS) and 

Certified Residential Broker (CRB) Rei Also serves as a 

National Association of Realtors® (NAR) Director and 

serves on the NAR® Executive Committee. 

 

Mesa, a District 4 Trustee for RPAC, has also served as 

Director of the National Association of Hispanic Real 

Estate Professionals. 

 

Favorite Quote(s): 

 

ñThe best index to a personôs character is how he treats people who cannot do him 

any good and how he treats people who cannot fight back.ò ï Abigail Van Buren 

 

 

 

Allan Dalton:  
Rei, to most in Real Estate, the concept of ócommunityô means either a local 

town, city or neighborhood... or is representative of a specialized group such 

as óAfrican Americanô or óIrish Americanô, etc.   To you, however, the meaning 

of ñcommunityò also seems to extend to the entire state; which, in your case, 

is Florida. 

 

Rei Mesa:  
My deep and eternal love and passion for Florida, perhaps more than any 

other reason, is due to my parents. 

 

Since they emigrated from Cuba to America, it is understandable that, when 

they dreamt and then planned to move to America, Florida (approximately a 

hundred miles away) was óthe gatewayô. 

 



Therefore, Florida has always been viewed by them (and by me) as a life-

transformative and sacred location representing freedom, opportunities, 

blessed diversity, amazing communities, world-renowned beaches, and 

perpetual Sunshine. 

 

A. Dalton:  
How has your reverence for óThe Sunshine Stateô influenced how you have 

built and led your Real Estate organization? 

 

R. Mesa: 
That is an important question, Allan.  For starters, it has meant that my 

company, unlike almost all other Real Estate Companies across the 

Country, has embedded in our Company Brand Name... the inclusion of the 

state name. 

 

This is why, when we transformed our Company Brand and Real Estate 

culture recently (by becoming a proud member of the Berkshire Hathaway 

HomeServices esteemed network) we ensured that we would continue with 

our state-specific company name as part of our overall brand. 

 

A. Dalton:  
Rei, knowing you, every decision you make for your company must comport 

with your relentless dedication to serving your entire state.  How did this 

influence your selecting Berkshire Hathaway HomeServices to partner with? 

 

R. Mesa: 
It did so in multiple ways.  First, since our existing culture celebrated how we 

market Florida Real Estate at the highest level, it was important that we had 

a brand that was consistent with that ómantraô... and Berkshire Hathaway 

HomeServices pedigree suggests elevated respect, service, and skill. 

 

Secondly, we needed a brand with a level of sophistication necessary in 

relating to our wide and eclectic range of buyers and investors. 

 



Since Florida is a worldwide, coveted destination (over and above our steady 

stream of buyers and investors from the Northeast, Midwest and Canada), it 

compelled us to be associated with a brand that conveys both national and 

international ógravitasô.   

 

And lastly, one must never forget that, given the jokes of yesteryear about 

óbeing sold swampland in Floridaô, trust (although important everywhere) is 

especially important here in Florida... and no brand is more emblematic of 

trust and financial rectitude, in my view, than Berkshire Hathaway 

HomeServices. 

 

And, given how Florida was significantly impacted by the Real Estate down-

turn of the recent past, bringing the Berkshire Hathaway HomeServices 

brand to Florida sends a powerful and most stabilizing subliminal message. 

 

A. Dalton:  
Rei, Iôm glad that you used the word subliminal because, I must confess, that 

in all my years, I have never heard a consumer exclaim that they are looking 

for a Real Estate company that stands for ófinancial rectitudeô... but I get your 

point. 

 

But seriously, Rei, Iôve never seen any other Real Estate Company whose 

identity and culture is as state-specific as yours is. 

 

Now, I am sure some of this is understandable as some of the greatest 

companies in North America serve multiple states (such as Weichert, Long 

and Foster, John L. Scott, etc.) preventing them from going all-in for any one 

state... and, most other companies only cover óregionsô or ómetropolitan 

areasô. 

 

I love how you have so visibly leveraged your very special, geographical 

relationship to your state.  How deliberate a strategy has this been? 

 



R. Mesa: 
Very.  We have a two-fold, state-specific strategy for our Company. 

 

I constantly encourage all of our Company Associates and Local Managers 

to principally focus on their local communities... as each of our local Florida 

communities are distinct and represent varying demographics and local 

cultures.   

 

Consequently, it is not the job of my Managers or Realtor® Associates to 

primarily óMarket the Stateô. 

 

Thatôs my job as the Company leader.  Specifically, to present our company 

to our Associates, Management, the Media and to North Americaôs Real 

Estate Community, as representing Florida holistically and as an 

incomparable lifestyle destination.  Again, that is my job. 

 

A. Dalton:  
Rei, how do you do that? 

 

R. Mesa: 
One way is by combining my love for Florida, its Real Estate, and my 

enduring passion for the National Association of Realtors®. 

 

This is my way of prospecting for referrals and businesses for our company 

and our state...  and it has worked enormously well. 

 

This means that every time I speak at National Conventions, every panel I 

am invited to participate in, every focus group on how the National 

Association of Realtors® can best serve the Industryôs larger Brokerages, I 

constantly speak to the Real Estate opportunities in Florida. 

 



How can I expect my Associates to prospect for local business, if I (as their 

leader) am not similarly prospecting? But, in this case, ópainting on a larger 

canvasô...  such as relocation firms, etc. 

 

Most companies in Florida (or Brokers) cannot assume this role, as they do 

not enjoy broad enough geographical coverage... in order to speak on behalf 

of the whole state as one single Brokerage entity.  

 

A. Dalton:  

What do you mean by that, Rei? 

 

R. Mesa: 

Brokers from the northeast donôt want to hear another broker asking for all 

of their referrals to Florida when they only serve one region. 

 

We offer vast coverage and complete óone-stop shoppingô. Brokers and 

Realtors®...  and especially consumers...  value this. 

 

A. Dalton:  

Rei, speak to how youôre being a former National Director for the Hispanic 

Association of Realtors® also helps you enhance your broad-based Florida 

appeal. 

 

R. Mesa: 

Allan, Florida is wonderously diverse... and I want to be able to relate to all 

of our different and very nuanced markets. 

 

This is one of the reasons why my wife and I have residences on both Florida 

coasts... as it allows me to keep ómy hand on the pulseô of these two 

distinctive lifestyles. 

 

 

 



Regarding the Hispanic Real Estate Community: 

 

We are blessed at our company to have attracted a significant percentage of 

high-quality Associates who are also Hispanic.  The value of this, especially 

when serving those who speak Spanish and our heavy percentage of South 

American investors, is immense. 

 

A. Dalton:  

What is the Number One Florida community-wide charity you support? 

 

R. Mesa:  

Allan, that would be our company-wide dedication, and ongoing devotion, to 

The Sunshine Kids Foundation. 

 

Although this tremendously important cause (one that reaches out to young 

children with acute and heart-wrenching needs) goes well beyond Florida, I 

must confess that we support numerous charities and encourage our 

Associates to support as many as they are able to... that the name óSunshine 

Kidsô made this charity even more appealing ï because we want everyone 

to have as sunny a life as possible... and especially our children.  This year 

my offices raised $300,000 (and Berkshire Hathaway Home Services 

nationwide $2.5 Million) for this worthy cause.  I believe this is consistent 

with how generous our Industry is compared to all of the industries which 

directly impact local communities. 

 

I want every individual and family member in the entire state of Florida, when 

they think of Florida Real Estate, to think of Berkshire HomesServices Florida 

Realty. 

 

A. Dalton:  

What else do you do to ensure that Florida is your companyôs primary 

community? 

 



R. Mesa: 

When I hire managers, I look for how deep their passion and loyalty is 

regarding our state and explain to them how Florida competes with other 

states for business... and we need to keep ówinningô. 

 

A. Dalton:  

How long have you been beating this Florida drum? 

 

R. Mesa:  

For as long as I have been in business... but it intensified several years ago 

for two reasons: 

 

First, our home values dropped dramatically, causing some buyers who 

typically move to Florida to choose other states... which meant that we 

needed to put óFlorida livingô in an even more positive perspective than ever. 

 

The other reason had to do with an interview I watched on Meet the Press 

years ago which featured Mayor Bloomberg. 

 

The New York Mayor was asked, ñWhat is the biggest threat to the economic 

future of New York City?ò  His answer floored me.  He responded with, ñThat 

would be London.ò  His explanation was, ñWe are fighting for the same 

people to move and work here.ò 

 

I had two reactions.  One was to call him and tell him he should move to 

Florida (as we do not compete with London) and my other thought was that 

I want to do for my state what civic leaders, Governors and mayors try to do 

for their cities and states... become a passionate and effective advocate for 

Florida. 

 

A. Dalton:  

Rei, I know you to be one of the most passionate and loyal brokers in 

America, and, while you have been named as one of the top executives in 



the Industry by multiple publications, I have never once observed you calling 

attention to yourself. Instead, itôs Florida, Berkshire Hathaway 

HomeServices, your Alma Mater University of Miami Hurricanes, the 

Dolphins, the Miami Heat, and the many regions where you serve... yet no 

community commands any more respect from you than the National 

Association of Realtors®.  Why such a deep bond? 

 

R. Mesa:  

My entire business career is based upon one unmistakable reality: I cannot 

accomplish anything alone.  My success can only be through teamwork. 

 

Not just my teamwork, with my our parent company, our executive and 

Senior Management teams and our entire family of Realtor® Associates, but 

also, I know in my heart that I could never have enjoyed whatever success I 

might be able to point to... were it not for being a Realtor®. 

 

Becoming a Realtor® was the single most important business decision of 

my entire career. 

 

What I have learned through CRS and CRB courses, large Broker meetings, 

along with all I have learned from our state and national conventions, has 

deeply guided my business life. 

 

Recently, I was asked by Dale Stinton and Bob Goldberg (the top executives 

with NAR®) to speak to the NAR® VIP group of Alliance Partners that Bob 

Goldberg has strategically and sensitively put together to benefit every 

Realtor®. 

 

I was so proud when these óoutside of our Industry Executivesô in person told 

me how much they respect how hard we Realtors® work and the important 

role we play in the lives of consumers. 

 



This type of respect would never exist without all of us working side by side 

and collaborating on behalf of fellow consumer clients.  Such collaboration 

could never take place without the organizational genius of the National 

Association of Realtors®. 

 

A. Dalton:  

Any last word? 

 

R. Mesa: 

Let me say this, I want to continue building our company on this premise: 

óOne must be able to believe in things bigger than oneselfô.  For me, thatôs 

our state, our Brand, our Association, and all those we serve... and for us, 

that means the óCommunity of Floridaô. 

 

And, if I may (and most respectfully) offer any advice to my fellow Brokers 

throughout the Industry, our leadership responsibilities must not only 

include the evangelical treatment of our great Real Estate Brands (whether 

it be BHHS, Better Homes and Gardens, Century 21, Coldwell Banker, 

ERA, Exit Realty, Keller Williams, ReMax, Sothebyôs International Realty, 

etc. Allan, Iôve listed them alphabetically and realize there are many others) 

but, in addition to the passion we place behind these brands, we must also 

be the leaders regarding the respect displayed for our local communities ï 

be they neighborhoods, towns, cities and our states... and Florida 

Communities one and all. 

 

A. Dalton:  

Rei, what do you suggest that smaller Brokers do that donôt have offices 

throughout their entire state to create more connectivity within their state? 

 

R. Mesa: 

Even a one office company or, for that matter, a single Realtor in a one office 

company, can always advertise the following:  ñWeôlI market the best state in 

America to call homeéò  Thatôs how everybody should think and it is a 



common denominator that every homeowner in their state, even if it is only 

that one town, will be impressed with. 

 

A. Dalton:  

Thank you, Rei, for believing in the importance of Creating Real Estate 

Connections... .a goal which you epitomize. 

 

Daltonôs Take-away:  

 

Rei Mesa, during a period of time where his stateôs home values were being 

ravaged and his company was going through a complete brand change (by 

selecting Berkshire Hathaway HomeServices), managed to steer his 

company ship through these challenging times... and is now moving 

forward with power-boat speed; a movement that begins and ends with his 

indomitable spirit, leadership, infectious enthusiasm, and love for the state 

of Florida. 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

Chapter 8 

 

How Community-centric Systems Grew my 

Company from 5 to over 50 Offices 

by Allan Dalton 
Co-founder, TownAdvisor.com & Former CEO of Realtor.com 

 

 

 

 

 

 

 

 

 



Truth be told, I have never been interested in offering any advice on any 

subject to fellow professionals that I have not personally tested. 

Therefore, let me offer what I have done in my Real Estate brokerage career 

that may be of value to you. 

 

I must say that without these experiences I would never presume to bring 

this book to the Industry; never mind have my picture and name along with 

Gee Dunstenôs on the front cover.  Indeed, there is no substitute for 

experiential knowledge and no greater responsibility than in what you 

suggest others to do; especially suggestions which can influence career 

and livelihood decisions, strategies, and outcomes.  This is why I have 

immense respect for Gee Dunsten.  Gee has amazingly combined serving 

as past president of CRS while remaining, to this day, one of Americaôs most 

successful practicing community-based Realtors®. 

 

While I deeply respect Gee, I must acknowledge that I revere industry-icons 

Jim Weichert and Dick Schlott.  I laud Jim Weichert and Dick Schlott 

because, if not for their immense greatness, I would never have discovered 

the importance of attempting to reach the community as I did and in ways 

that dramatically differentiated our much smaller company. 

 

You see, when I moved from Boston to New Jersey to become a partner 

of my mentor and personal hero, Joe Murphy at Murphy Realty Better 

Homes and Gardens, our company of fifteen years (yet only possessing 

five offices) was competing in Northern New Jersey with two of the three 

largest independent brokerages in the history of the entire world (thatôs 

right the entire world) along with Wes Foster and his iconic Long and 

Foster. 

 

In contrast to our five office company, both Weichert and Schlott each had 

grown to over one hundred offices in the State of New Jersey alone (the very 

state where they launched their soon-to-be mega-companies). How could 



we compete within the seventy-one towns (just in our one county) for listings; 

never mind grow against these ñmonolithic octopuses?ò 

 

With my partner and mentorôs, Joe Murphyôs, complete support, both 

financially and emotionally (Joe always had my back), I created these four 

following community-based programs and systems which became the 

basis of our culture and fueled our subsequent growth. These community-

based systems represented an overarching strategy, one responsible for 

taking us to twenty consecutive years of considerable profit and growth and 

to more than fifty offices. 

 

Community-based Idea #1: You Donôt Have to Beat Them 

if You Join Them... When They Donôt Join You! 

 

I began to take out full page ads in all of the community newspapers that 

informed the entire community that, when they selected our company, they 

were selecting the entire Real Estate community. 

 

I called my system ñThe Better Homes and 

Gardens Home Marketing System,ò which became 

a franchise which I later sold the rights to for 

national usage along with four additional systems 

which I sold to Better Homes and Gardens Real 

Estate Service in the following years. 

 

The four systems were: 

 

The Better Homes and Gardens: 

Å ...Home Information System 

Å ...Home Marketing System 

Å ...Marketing Upgrade System, and 

Å ...Home Buying System 

άL ŜƭƛƳƛƴŀǘŜŘ ŀƭƭ Ŏompetition... 
ōȅ ƛƴŎƭǳŘƛƴƎ ǘƘŜƳΗέ 



All four National Marketing 

Systems were highly successful, 

but it was the Home Marketing 

System which immediately 

registered within all of our 

communities and hereôs why:   

 

Our major competitors were not 

even bringing up our companyôs 

name when they met with 

homesellers by explaining that 

our company was part of their 

companyôs marketing team. 

 

Conversely, our entire theme was that all of the other competitors were part of our 

marketing team (as reflected in our full page local ads).  At that time, unbelievably, 

these other companies were only saying that they belonged to the MLS ï which 

meant that they cooperated with the other companies (as if it were a minor 

afterthought). I made sure that this celebration of collaboration was our 

monumental message. 

 

What homeowner doesnôt want to believe that the entire Real Estate Industry 

is marketing their property?  What possibly could be a bigger message than 

that?  Itôs like, why wouldnôt anyone want to leverage the greatness of what 

the NAR® has made possible for all Realtors®? It was simple, a Real Estate 

community message for the consumer community. 

 

Today, many brokerages make the same present-day mistake when it 

comes to their explanation of the Internet.  They are actually more willing to 

show a visual illustration of how Zillow, Trulia, Realtor.com, and The Wall 

Street Journal (etc.) are all part of their Internet team, but they donôt include 

ColdwellBanker.com,ReMax.com,SothebysRealty.com, KellerWilliams.com, 

Weichert.com, and ExitRealty.com (etc.); even though these collaborative 

Real Estate brokerages have much more to do with any one companyôs 



marketing process, and therefore, have much more to do with either gaining 

or losing the listing. 

 

 

 

The name of the game is: 

ñThe best way to eliminate the competition is by including them!ò 

 

Again, what I did was take a Real Estate community approach to the 

community... and then customized it. Strangely, most companies still canôt 

point to a specifically branded system for their marketing.  I was able to (later 

on) sell my idea to Century 21, where we created the Century 21 Customized 

Home Marketing System, to ERA, where we created the Value Added 

Marketing System, and to NRT (Coldwell Banker), where we introduced 

(nationally) the Coldwell Banker Full Service Marketing System. 
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Iôll never forget the first time I introduced all the other companies in an ad 

with our sign and Joe Murphy in the middle.  It was at a meeting where I 

invited Mike Ferry to come speak.  After the meeting Mike said, ñAllan, 

Iôm coming out with a book How to Make a Six Figure Income in Real 

Estate and your idea to advertise full-page ads in local newspapers with 

your competition blows my mind so much, Iôd like to dedicate the book to 

you.ò  Which he did. 

 

Interestingly, I so-called ñsubsumed my competitionò long before Coke had 

Pepsi in their ads and Burger King had MacDonaldôs.  My thinking was (and 

still is), ñWhy not walk the prospect through all of their options while you are 

with them and in control?ò 

 

The key, however, is to make sure your Associates present this in a matter-

of-fact fashion and not suspiciously competitive.  Also I should point out 

that merely by having a brand name for our system (The Home Marketing 

System), we did what MacDonaldôs did.  That is, instead of selling two all-

beef patties, special sauce, etc., they sell a ñBig Macò and instead of selling 

an Open House, MLS, advertising, CMA, Feature Sheets, etc., we were 

now selling a ñReal Estate Big Macò ïsomething that the Real Estate 

community could relate to and trust. 

 

You need to brand all of your services and systems in a distinctive way. 

 

For example, what would you say (or all of your Associates) if asked the 

following questions by a community member: 

 

Å ñWhat is the name of your system or program for buyers?ò 

Å ñWhat is the specifically branded name for how your company markets 

properties?ò 

 



Moreover, while essentially every Real Estate company in North America 

(these days) provides their Associates with an ñInternet wheelò (which 

includes Realtor.com, Zillow, and Trulia), they miss the much bigger point. 

 

Let me put it this way... When was the last time one of your Associates lost 

a listing to Zillow, Trulia, Realtor.com or the Wall Street Journal?  Try 

never.  Instead, they lose listings to other companies. The answer to this 

problem: Provide your Associates with an illustration that includes your 

competitors (see previous exhibits). 

 

I still have a strong sense that exceptional companies like Remax, Keller 

Williams, or Sothebyôs International Realty Associates (by way of example) 

do not enthusiastically say and show homeowners how ColdwellBanker.com 

is an important part of their Online Marketing System.  Rather, all they do is 

instead mention IDX. 

 

Without showing a circle with ñtheir dot comò in the middle, and all other 

local and national Realtor® websites serving as satellites, the 

verbalization of IDX is lost.  How many Realtors® completely grasped the 

meaning of IDX in the first two minutes it was explained to them? 

 

How does that expression go?  One picture is worth what...? If ever there 

was a need for a picture of the Real Estate community for the community, 

this is it. 

 

Remember: 

Å The more you try to convince them that you are different, the more 

they are compelled to research the difference. 

Å The more you include your community competition, the more you 

eliminate them as possibilities. 

 

Little wonder why some homesellers still feel a need to see what other firms 

do online because this industry-community approach becomes secondary to 



self-serving renderings of oneôs own company site (even though more 

exposure comes from the collective). Truly remarkable! 

 

By explaining to homesellers that, ñThe web is all about Range, Reach, and 

Influence.  Range and Reach are completely taken care of by me and my 

competitors/collaborators,ò you eliminate all competition and now are only 

left with influence. (See Town Advisor: ñEveryone else just markets homes.  Hereôs 

how we specifically market your town too!ò) 

 

Community-based Idea #2: Multicultural Marketing 

 

Years ago Joe Murphy and I created Buyers Guides in five different 

languages: Chinese, Korean, Russian, Spanish, and English. 

 

Not only was this our greatest 

differentiator (as other companies 

didnôt do four-color Homes Guides in 

Russian, Spanish, etc. Weichert, for 

example, had one hundred offices... 

which is why they were a great part 

of our system), but Homesellers 

could not take their hands or eyes off 

these multicultural magazines. 

 

Now this was twenty years ago.  So 

is this idea now outdated?  I guess if 

your company is already doing 

Buyers Guides in Russian, Spanish, 

Korean, and Chinese, yes. 

If not, consider doing it immediately. 

 

We would explain to homesellers that, ñMost of these buyers did not 

need these guides, as they could speak English, but it showed 

ά²Ŝ ǇǳōƭƛǎƘŜŘ ŦƻǳǊ ŎƻƭƻǊ IƻƳŜǎ DǳƛŘŜǎ 

in five different languages. 

IŜǊŜΩǎ ǘǿƻ ŜȄŀƳǇƭŜǎΦέ 



respect and symbolically extended a óMulticultural Welcome Matô in 

front of your homes to a bigger buyer pool.ò  In our multicultural 

market this community-ecumenical idea resonated resoundingly well.  

Capiche? 

 

The greatest use of our distinct Community Guides however, was among 

developers. 

 

Joe and I personally listed ñNewport at Jersey Cityò (with the famed 

LeFrac family), a potential ten thousand unit condo listing... and 

dominated the representation of ñGold Coast developments 

overlooking Manhattan.ò  It was either Joe and I or Charlie Oppler (now 

co-owner of Prominent Properties Sothebyôs International Realty and 

past president of the New Jersey Association of Realtors®) who 

secured all of these mega complexes. Joe and I succeeded uniquely, 

however... as the builders and developers were blown away by our 

multicultural marketing and community connections. 

 

Community-based Idea #3: State Slogan 

 

The classic definition of marketing (for me) is: ñYou first determine the unmet 

needs of the market (community) and then you create goods and services to 

satisfy those needs.ò 

 

This enthusiastically adopted principle (by me) subsequently lead to the next 

community-based idea that I am happy to share. Years ago when writing a 

paper in a collegiate marketing course I wrote, ñThe only way we have 

access to people is through their concerns.ò  My professor underlined my 

words and wrote, ñExcellent point!ò 

 

With such an affirmation, I have repeated that statement for decades.  

And, since no one has told me it doesnôt make sense, I will again use it 

as a preface to my following community connectivity-based point: ñThe 



only way we have access to people is through their concerns, and New 

Jersey homeowners are all concerned about the perception of their state 

and its home values.ò 

 

If we were going to do materially more to ñmarketize our larger community,ò 

it must begin with this question: What does every homeowner in the state of 

New Jersey have in common?  The answer is incontrovertible. They all want 

to see their home values grow. 

 

Second question: What is the one thing above all others that collectively 

relates to all state home values beyond property condition and location?  

Again, incontrovertible answer:  The perception of the state. 

 

And seeing how New Jersey homeowners do not think all of the New Jersey 

jokes are as funny as their compatriots in the forty-nine other states, why not 

do something that promotes the entire state and thus all homeownersô 

interests? In other words, why not attempt to connect with the community in 

the two deepest ways possible: 

 

Å Their home values 

Å The desire to have the state they call home be better respected 

 

In other words instead of saying, ñWe are number one,ò I decided to leave 

that crowded campaign to our competitors and instead started advertising 

that New Jersey is the number one state to live in in America (see 

TownAdvisor.com). Better yet, I created a slogan.  The slogan 

juxtapositioned neighboring (and intensely competitive) New York; 

home to many of the slights directed at our beloved Garden State.  

 

I actually subsumed the old, unofficial New York slogan, ñNew York is a great 

place to visit, but I wouldnôt want to live there,ò with ñNew Jersey is a great 

place to visit, and an even greater place to live!ò 

 



The slogan became viral. Thousands 

of state residents asked for the bumper 

sticker, which included our company 

logo, and New Jersey Senator Frank 

Lautenberg asked if he could have a 

picture taken with Joe and me for the 

newspapers. 

 

My message to you is: ñYour state is a 

community ready to be Marketized!ò 

 

When was the last time residents 

asked you for a bumper sticker of 

yours that they could put on the back 

of their automobile reading: ñSpouses 

selling Houses,ò or ñList with Us and 

start Packing,ò or ñWeôre the Home Team?ò 

 

Next, I personally had to sign releases with several tourism bureaus, as 

they used my slogan in their county brochures. But unfortunately, my 

efforts did very little to diminish the (later on) depictions of New Jersey 

made famous by The Sopranos and Snookie, but it did help. 

 

Our company grew from five to over fifty offices (thirty-two that Joe and I 

owned, and twenty plus that we franchised), all in a two year period before 

we sold the company. 

 

Community-based Idea #4: Real Estate Town Meetings
SM

 

 

A final, for now, community-based idea that we built our company 

on was Real Estate Town Meetings
SM 

 

άWƻŜ Murphy and I were thrilled a 
US Senator (Sen. Lautenberg, NJ) wanted 
ǘƻ ƘŜƭǇ ǇǊƻƳƻǘŜ ƻǳǊ ŎƻƳǇŀƴȅ ǎƭƻƎŀƴΦέ 



I was never enthralled by the conventional approach of Real Estate 

companies to engage the community via public events or seminars. You 

know, the typical buyerôs seminar where one brings in a mortgage rep., lawyer, 

home inspector, stager, etc., while using the nomenclature of ñbuyerôs night.ò 

Thus, I created what I called Real Estate Town Meetings
SM

.ò 

 

Confucius once said that, ñAll wisdom begins 

with the proper naming of things,ò or ñThe 

Rectification of Namesò. 

 

For example, I could never be satisfied in 

producing something called a town or 

community video.  This gross under-

positioning sounds as though it is one step 

removed from homespun two-minute videos 

posted on YouTube from a family barbecue 

or outing. 

 

Notice how PBS doesnôt call their show 

State Videos but rather, Aerial America.  

They do so because they understand 

branding.  Sadly, most in our Industry do not.  

Thus, we are left with, ñI did a town video!ò 

 

This is why Larry Vecchio, Co-founder of TownAdvisor, and I presently 

produce Real Estate Town Docu-Mentaries
SM

.  Check out the difference, 

and you will see how we have elevated the meaning of the towns and cities 

that folks call home. http://townadvisor.info/documentaries 

 

For this same reason, I selected the name Real Estate Town Meetings
SM

, as 

it signals something of far greater importance to the entire town; more than 

a local company doing a buyerôs night. 

 

ά{ƛƴŎŜ wŜǎƛŘŜƴǘǎ ŀǊŜ ƛƴǘŜǊŜǎǘŜŘ ƛƴ 
both their town and Real Estate... 

L ŎƻƳōƛƴŜŘ ǘƘŜ ǘǿƻΗέ 

http://townadvisor.info/documentaries


Each Real Estate Town Meeting
SM

 I set up (which I will go into greater detail about 

in our Certified Community Marketing Specialist
SM 

online course) literally led to a 

hundred, or at times hundreds, of local residents turning out. 

 

The Real Estate Town Meeting
SM

 was about everything to do with Real 

Estate in that town; a subject which homeowners cannot resist. 

 

I wasnôt looking for ñbuyersò but homesellers... whom I attracted, 

whom then became buyers. 

 

I hope this small taste of four community-based ideas makes a difference in your 

companyôs strategy towards Creating Real Estate Connections within your 

communities. 

 

Oh, and one last point about larger community communication.  You should 

not have your Associates say, ñI work out of the Pleasanton office.ò  When 

asked where they work, they should say, ñI work out of the (county/town 

name) Regional Sales and Marketing Center.ò  Otherwise, if a consumer 

lives two towns away, they might conclude that they should not list their home 

with your Associate... since that office is actually defining a competitive town 

to where they live. 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

Chapter 9 

 

Creating Connections with 

Out-of-State Buyers and Sellers 

by Pam Charron 
Exclusive TownAdvisor Member for 

Sarasota, Bradenton, Venice, Longboat Key, and Lakewood Ranch, Florida 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Pam Charron:  
Born and raised in New England, Pam started college with 

the intent of becoming a paralegal, and then a lawyer. In 

1981 she was hired to work in her family-owned business 

where it quickly became apparent that Pam had a natural 

sales ability. It is here she met her husband of many years 

and where she remained as a top inside sales person for 

the company, Charron Incorporated, until it was sold in the 

early 2000s. Pam took her 20+ years of marketing, 

business management and sales experience to her second 

career as a Realtor® with Prudential Verani in New 

Hampshire, soaring to their top agent after her first full year in real estate. Moving to 

Sarasota, Florida in 2007, she continued her quest to be the best she could be by 

assisting homeowners and homebuyers in maximizing their real estate investments.  

Working with Berkshire Hathaway HomeServices Florida Realty, Pam is consistently 

rated in the top 1% of Realtors® in her market area. In her spare time, Pam enjoys 

reading, boating and spending time with her husband, David and their two cats, Max 

and Lacy. 

 

Favorite Quote: 

 

ñQuality is never an accident; it is always the result of high intention, sincere effort 

and skillful execution.ò  ï Will A. Foster 

 

 

I was recently quoted in an area magazine as stating, ñI like to consider 

myself not only a Realtor® but an óarea advisorô.ò  Thus, this chapterôs topic 

is quite appropriate.  Then, let me first share a little about my background 

and how Iôve grown my business exponentially through a community-centric 

approach, versus an agent-centric approach. 

 

Originally from New Hampshire, my husband and I owned a nationally 

recognized lighting agency which served ME, NH, and VT a business started 

by my father-in-law, and still recognized today.  Since most of my clients 

were not located in my town, I learned the importance of service- 

excellence, long distance relationship-building and, also, following my 



father-in-lawôs worthy advice ñ... that I did not need to know every answer; I 

just needed to know how to find the answer,ò advice I still follow today. 

 

Coming from a close family of eight, it was a difficult time when my father fell 

gravely ill at the age of 67.  I visited him each of his last 47 days in the 

hospital, and spent hours reminiscing, sharing our victories, our struggles 

and some tears.  The most poignant and profound, life-changing moment for 

me was when my Dad looked at me and said, ñPam, if there is anything else 

in life you want to do, do it now; as you will be here someday. It happens 

sooner than you think.ò  That is how I chose the path of real estate as my 

second career, a career as equally-fulfilling as my first. 

 

As a successful Realtor® in New Hampshire, I relocated my business to 

Sarasota at the end of 2007. This was a time when our housing market 

was falling rapidly into deep distress, with no immediate relief in sight. I 

didnôt know one soul in Sarasota, and had only visited this special city over 

two weekends. It was clear that most people thought I was crazy.  

 

How could I build a business in a town I didnôt know, with no contacts in 

real estate, in ñthe Great Recessionò and Florida housing bust?  But, I did 

just that. Since I had just gone through the evaluation process of several 

locations where ñwinter is no more,ò I had first-hand experience on how 

important it is to be able to learn about the ñcommunityò before selecting 

a home; and how the information I needed to make an informed decision 

was not easy to come by. I wanted to make this relocation-relevant 

information a priority and available when serving my future clients. 

 

The first thing I did was to find a civics course (and now my husband 

thought I was crazy).  I spent six weeks, which included evening classes 

and day trips, learning all about the area that I chose to live in. I joined the 

Chamber of Commerce, visited many open houses, attended classes at 

our Realtor® Association, toured communities and visited membership 

clubs. Of course, I also found a few of my favorite community causes to 



support locally. Thankfully, after hard work and dedication, in only a few 

short years, I had a thriving career and I am certain that my attitude of 

being an ambassador for my town and a servant to my customers, was a 

prime contributor to my success. 

  

The absence of local relationships 

caused me to focus heavily on building 

my Realtor® referral network within the 

pockets of feeder-markets and my 

home state. I tapped into both by 

determining who owns property in 

Sarasota that also owns property in 

other areas. Through direct-mail, 

agent-to-agent contact, and the direct 

promotion of my TownAdvisor site, I 

am recognized as the trusted go-to 

person for Sarasota. 

 

Commonly, when a Realtor® in another area is looking to assist their client 

with a real estate purchase out of their area, they want to be sure they find 

the perfect Realtor®, since that referral will directly reflect on themé good 

or bad. Through the internet, agents will commonly look for a Realtor® who 

shares the same professional designation as they do, such as CCMS 

(Certified Community Marketing Specialist
SM

)... someone who exemplifies 

superior knowledge of their community and success in the industry. 

  

So many couples, families and retirees dream of either moving to Florida, or 

having a second home where they can escape the dark, cold winters of the 

north. As I meet people, whether by referral or simply an inquiry from my 

website, I ask them to share their current lifestyle and what community 

features are important to them. I listen intently.  Our initial dialogue is about 

their visions and dreams, versus how many bedrooms and baths they 

need. Are they golfers or boaters? Like strolling the beach or biking? Do 

ά¢ƻǿƴ!ŘǾƛǎƻǊ wŜŀƭ 9ǎǘŀǘŜ ¢ƻǿƴ 5ƻŎǳ-Mentaries
SM 

set 

ōƻǘƘ ƳŜ ŀƴŘ Ƴȅ ŎƻƳƳǳƴƛǘƛŜǎ ŀǇŀǊǘΦέ 
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they have children and require school information? How do they see 

themselves living in Florida and have they ever visited the Gulf Coast?  The 

reaction is always positive and they feel more at ease knowing that I take a 

specific interest in their lifestyle, versus just selling them a house. 

  

Of course, we eventually get to their specific housing requirements and 

desired price point, but having the idea of how they see themselves within 

a community allows me to narrow down neighborhoods and make their 

visits more productive. That is why, once I have an out-of-state buyerôs 

email address, I immediately send them the link to my Real Estate Town 

Docu-Mentary
SM

 (which is also proudly displayed on my website), so they 

can see how I am showcasing the value of living in Sarasota. It also 

clearly shows that I am an area expert by providing valuable information 

about the area they may invest in. Further, being an interactive site, 

prospective buyers can enjoy the community reviews posted by people 

from around the world. Could there be any better endorsement of an 

area? 

 

Moving to a new location, although exciting, can be quite stressful.  Often, 

those new to the area ñdonôt know what they donôt knowò and yearn for the 

knowledge to make an informed decision. I recognize my clientsô time is 

valuable. I want each visitor to know that I take pride in where I live, and am 

happy to share everything I know about my town, or direct them to where 

they can find additional answers. 

  

I keep a supply of print material, maps, resource websites and service-

providers on hand. I realize that there are times when my community may 

not be the perfect fit. My clients still deserve the time and attention it takes to 

assist them in arriving at their personal relocation decision. Those whom you 

fervently assist will become your advocates, which just might result in future 

business. And, if not, I have represented the town that I love, proudly. 

  

http://sarasota.fl.townadvisor.com/
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My business is largely working with Sellers who own property here in 

Sarasota and elsewhere, some of whom I will never meet in person. 

(Think about developing a relationship of trust with someone you will never 

meet.) Whether the Seller is an investor, a snowbird, or the recipient of an 

estate property, it is imperative that, rather than just promoting myself and my 

accomplishments, I demonstrate how worthy I am of representing one of their 

most valuable assets. We have all heard that a Buyer forms an opinion of a 

property in the first 15 seconds. I keep this in the back of my mind every time 

I speak to a new Seller.  A simple Google search of my name will let the 

prospective Seller know that I am tech savvy, successful and a community 

advocate worthy of selling Sarasota above all other areas of Florida. My 

advice to anyone who primarily works with out-of-state clients is to have in-

depth knowledge of your community and let the world know it! 

 

My best marketing idea for out-of-state 

homeowners is my Sarasota Real Estate 

Town Docu-Mentary
SM

.  In ten minutes, 

thereôs nothing I could possibly do that 

could ever compete with how this 

program convinces out-of-state 

homeowners that nobody markets 

where their property is located, Greater 

Sarasota, like I do.  I also feature my 

Real Esatte Town Docu-Mentary
SM

 at the 

Sarasota Airport. 

 

These out-of-state owners, many of whom live in the Northeast, are direct, 

to-the-point, donôt want to hear any fluff, and arenôt interested in personal 

promotion... but they are all interested in how Iôll promote the value of what 

they own, and nothing has ever convinced them like this community video I 

mail to them on my personal and market-area flashdrive, along with the link 

to my Sarasota TownAdvisor website. 

 

http://sarasota.fl.townadvisor.com/
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Iôm often told that my enthusiasm is infectious. I believe that is true, but I also 

know it is genuine. Taking pride in your community, staying on top of current 

events, knowing economic statistics and being able to connect your 

neighbors with others (including businesses) will help you shine above the 

rest. It is never about me, but always about the client. Yes, as a Realtor®, I 

still feel it is important to keep a strong presence via social media and partake 

in conventional marketing methods, but there is no doubt that the success I 

have experienced as a Real Estate Professional (both in New Hampshire 

and in Florida) is due to my commitment to the town I live in. Love what you 

do and do it well. 

 

 

 

Daltonôs Take-away:  

 

Pam exemplifies how a winner in Real Estate can migrate to a new area, 

start their Real Estate business anew, and (within a several month period) 

be out in front of all local Realtors® who have spent their entire lives in that 

region...  by promoting the benefits of living within her new community. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

Chapter 10 
 

Serving the Celebrity Community 
an interview with Valerie Fitzgerald 

 

by Allan Dalton 

 

 

 

 

 

 



Valerie Fitzgerald:  

Valerie, although not one to draw attention to her 

accomplishments, has effectively transacted approximately 

$2 Billion worth of greater Los Angeles Real Estate. Valerie is 

the President of the preeminent Valerie Fitzgerald Group, part 

of the Beverly Hills Coldwell Banker Real Estate Firm. Valerie 

was cited by the Los Angeles Business Journal for achieving 

the highest sales volume in Los Angeles County for 

Residential Real Estate. Her best-selling book Heart and Sold: 

How to Survive and Build a Recession-Proof Business has 

also contributed to her being recognized as one of the Real Estate Industries most 

important voices. Valerieôs highly credible and charismatic television presence also 

significantly contributed to the HGTV hit ñSelling LA.ò 

 

Favorite Quote(s): 

 

ñI dwell in possibility.ò  ï Emily Dickinson 

 

 

Allan Dalton:  
Since Beverly Hills and Valerie Fitzgerald are synonymous with 

celebrityhood, I believe, who better than you, Valerie ï given your illustrious 

and luminary-led marketplace ï to speak to the subject of serving the 

celebrity community.  

 

Valerie Fitzgerald:  
Thank you, Allan.  Although I must say that I view all of my clients as 

deserving celebrity-like care and treatment, I also recognize that I am very 

fortunate to represent a significant percentage of so-called ñA-listers.ò  I also 

would like to point out that my market extends well beyond Beverly Hills, as 

I cover much of West Los Angeles and many other segments of Southern 

California. 

 

A. Dalton:  
Valerie, since you are known throughout the industry for your legendary 

commitment to superior representation for your valued and varied clients 



from all backgrounds and pedigrees, it comes as no surprise to me that you 

would want to make the distinction that you, and your highly accomplished 

Team of Professionals, treat all of your clients with the highest level of 

possible professionalism.  That said, as one who perhaps (as much as any 

other Realtor® in America is known for serving world-renowned clients), what 

can you tell our readers regarding this particularly prestigious and celebrated 

community? 

 

V. Fitzgerald:  
Allan, this may be the briefest chapter in your book as, for starters, I never 

publicly divulge the names of any of my clients (unless they have asked me 

to) and, considering how all of my so-called ñCelebrity Clientsò painstakingly 

seek to preserve their privacy, I wonôt be dropping any names for your book 

on Creating Real Estate Connections.  

 

A. Dalton:  
Well, why donôt we just have you address some of the general rules that you 

follow... and weôll leave it at that? 

 

V. Fitzg erald:  
Fine.  Here is my philosophy and practices for serving the needs of what 

others refer to as ñthe very rich and very famousò: 

1. Complete confidentiality 

2. No generic and personal prospecting... all initial contact must be 

managed through privileged networking 

3. Ego-less presentations 

4. Substantiate all recommendations 

5. Serve both the client and their Advisory Teams 

 

A. Dalton:  
Great, Valerie.  Letôs take them one at a time... starting with ñComplete 

Confidentiality.ò 

 



V. Fitzgerald:  
Allan, since itôs a given that this caliber of client, often times, is being ñvirtually 

stalkedò regarding where they might be moving to next, I always make it a 

point to be the first person who stresses that all of their personal and 

professional dealings with me, and my accomplished staff, will remain 

completely confidential... well beyond the transaction itself. 

 

This is no small point as, if the prospective client brings it up first, they, of 

course, expect that I would agree.  But, by me taking the initiative and 

addressing this all-important   subject first, it introduces high credibility and 

offers greater assurance.  

 

A. Dalton:  
Valerie, what do you mean when you say, ñNo Generic and Personal 

Prospecting?ò 

 

V. Fitzgerald:  
What I mean, Allan, is that (ironically) if it appears to certain people within 

the celebrity community that I need to prospect aggressively for their 

business, it conveys the impression that either I am fighting too hard or that 

important people, like themselves, are not inclined to recommend me. It 

can actually hurt my chances if my first point of contact isnôt managed 

properly.  

 

A. Dalton:  
What about the ñEgo-less Presentationsò? 

 

V. Fitzgerald:  
The level of notoriety and acclaim that my most illustrious clients command, 

means that they are not accustomed to other individuals honoring their own 

achievements in their presence.  Accordingly, it would be unseemly for me 

to hold these prospective clients hostage while they first had to learn of my 

so-called ñReal Estate stardomò as a precursor to working together.  

 



A. Dalton:  
Valerie, Iôm interested to hear 

your response to your 4th rule... 

that you ñSubstantiate all 

Recommendations.ò 

 

V. Fitzgerald:  
There is a general suspicion 

among many of the worldôs 

most celebrated citizens, 

especially in the entertainment 

field, that they must be very 

cautious of any financial-

related advice.  Many so-

called stars (although I represent many CEOs as well), know of personal 

friends who are presently suffering through making disastrous financial 

decisions with those they should never have trusted. 

 

Therefore, the more I back up all that I purport to be true, the greater the 

confidence level I create among these clients and, equally importantly, their 

Advisory Teams.  Many of my clients have Business Managers and Financial 

Teams who are completely involved in their Real Estate decisions. 

 

Given the professional backgrounds of their Advisors (be they Attorneys, Tax 

Attorneys, CPAs, and Certified Financial Planners), it is not surprising that 

their approach to Real Estate decision-making is far more analytical and 

thorough.  Many of these Advisors seek to protect their clients from making 

overly emotional decisions. 

 

I should also point out, Allan, that (although many of these celebrities enjoy 

enormous wealth), their incomes are quite sporadic.  For example, some of 

my clients may make $10 million dollars... and then no money for the two 



following years.  This means that my Team must work with their Team in 

securing customized financing.  

 

A. Dalton:  
Well, Valerie, youôve done a great job of walking the fine line between not 

dropping names but dropping a tremendous game-plan to working within the 

Celebrity Community.  Is there anything you would like to say in closing? 

 

V. Fitzgerald:  

I donôt think I would be the Realtor® I am today, nor would my Team of 

colleagues be as accomplished as they are, if a major part of our DNA was 

not comprised of years of working with a caliber of clients who truly demand 

the very best, along with their Team of Advisors.  I can say, without any 

reservation, that I treat all of my clients as the most important people in the 

world and what has helped me is to learn from professionals in many other 

related businesses and industries regarding the importance of skills, and 

high-level service. 

 

A. Dalton:  
Thank you very much, Valerie, for contributing to Creating Real Estate 

Connections. 

 

V. Fitzgerald:  
Allan, how could I say, ñno,ò considering the personal contribution you made 

to my book, Heart and Sold: How to Survive and Build a Recession-Proof 

Business. 

 

 

Daltonôs Take-away:  

 

The way in which Valerie describes building a sacred trust with her celebrity 

clients should serve as a blueprint for how every Real Estate client in the world 

should be honored. 



 

 

 

 

 

 

Chapter 11 
 

When Community Properties 

Become Distressed 
an interview with Brandon Brittingham 

 

by Gee Dunsten 

 

 

 

 

 

 

 



Brandon Brittingham:  
Brandon Brittingham of Long and Foster companies is 

recognized as one of the top Real Estate Agents in the country 

and has garnered national attention for his production and the 

awards he has received in a short time in the industry.  In 2012  

Brandon was named one of the Top 30 Realtors® under 30 by 

the National Associations of Realtors®. 

 

Brandon was ranked in the Top 250 Agents in the Nation 

by The Wall Street Journal and Real Trends in both 2012-

2013 with over 33 million in sales over 266 transactions.  Brandon, who recently 

formed the Maryland and Delaware Group of Long and Foster along with his 

partner Doug Gardiner, manages 18 agents that serve a wide market in 

Maryland, both on the Eastern and Western Shore. 

 

Brandon is known for his cutting-edge marketing both online and offline, employing 

professional video and photographs for his listings and was recently named 2014 

Coastal Associations of Realtors® Realtor® of the Year. 

 

Brandon has earned the top producer award on the Eastern Shore four years in a 

row and had the number one team on the eastern shore with volume and units in 

2013. Also known as an advocate for his community giving by awarding the 

ñBrandon Brittingham Scholarshipò every year and working with various boards 

and community groups to enhance his local community.  

 

Favorite Quote: 

 

ñIt is not the beauty of a building you should look at; itôs the construction of the 

foundation that will stand the test of time.ò ï David Allan Coe 

 

Gee Dunsten:  
Brandon, when did you get into the real estate business? 

 

Brandon Brittingham:  
I started about 6 years ago.  My father and grandfather were home builders 

here on the Eastern Shore of Maryland, so it seemed like a good fit. 

 



G. Dunten:  

Why did you enter the distressed property market? 

 

B. Brittingham:  
At the time I was getting started, there was already an established core of 

experienced agents that dominated most of the market.  The economy, as 

well as our real estate business, was in decline.  I could see the handwriting 

on the wallépeople struggling to make their house payments, property 

values going down.  The distressed property     segment was going to be 

huge.  And, there was less than a handful of local agents                           actually 

involved in that segment.  When I asked agents in my office why they werenôt 

doing any short sales, they would roll their eyes and share the same 

resounding answer, ñThey take too much time ï and most of the time ï they 

never get done!ò 

 

G. Dunsten:  
How big did the distressed market actually become in your town? 

 

B. Brittingham:  
Between 40 and 45% and in some price ranges, 50 to 60%.  Itôs still between 

25 and 30%.  In fact, Maryland has recently surpassed Florida and is now 

ranked as the number one state for distressed properties in the country. 

 

G. Dunsten:  
What did you discover after you jumped into REOs and short sales, 

Brandon? 

 

B. Brittingham:  
It became clear that there was very little being taught about distressed 

properties.  Most real estate agents, companies, and even lenders were 

flying by the seat of their pants.  The entire country, from Wall Street to 

Banking, to the Government, was in denial about how bad things were.  

The Industry wasnôt prepared for the tidal wave of distressed properties 

forming offshore.  There was lots of abuse, due to a lack of regulations and 



procedures.  It was like the Wild, Wild West.  Organizations, businesses, 

and individuals were doing whatever they wanted.  Iôve always had a thirst 

for knowledge and there werenôt any mentors, so I had to become self-

educated.  I attended every meeting, workshop, conference, and seminar 

that came along and asked lots of questions and interviewed lots of people 

who seemed to be successful. I read anything and everything I could find 

online and offline... including the amazing Four Rs of Short Sales by Allan 

Dalton. 

 

G. Dunsten:  
What are some of the benefits of doing short sales and/or REOôs? 

 

B. Brittingham:  
There are four major benefits: 

1. On a national level, distressed properties represent between 10 and 

11% of the residential housing market. 

2. There is not much competition. 

3. You create raving fans.  When you save someone from losing their home 

to foreclosure, they never forget you. 

4. Itôs also good for your community, county, state, and nation. 

 

G. Dunsten:  
Brandon, youôve done hundreds of REOôs and short sales.  What are some 

of your keys to success? 

 

B. Brittingham:  
Gee, there are a number of things.  You must be: 

1. System-oriented 

2. Good in dealing with time controls where there isnôt any flexibility in deadlines 

3. A good listener, as well as a good communicator 

4. Willing to put your ego aside, because itôs not about you 

5. Passionate about helping people 

6. Relentless to get the job done 

7. A fair, but firm negotiator 



8. Able to handle challenges with a ñno big dealò attitude 

9. Committed to keeping up-to-date - (Procedures will continue to 

change.), and 

10. Thoroughly providing people with all of the relevant distressed property 

options not just the REO and short sale outcome. 

 

In addition, you must recognize that: 

1. Procedures are critical 

2. There is a lot of paperwork that must be micro-managed and exact 

3. You will need to have a good working knowledge of the different 

requirements and procedures from lender to lender and investor to investor 

(Fannie Mae, FHA, etc.) 

 

G. Dunsten:  
How hard is it to get into the REO side of the distressed property business? 

 

B. Brittingham:  
The entry is very difficult, because most of the lenders have already 

established long-term relationships with a real estate broker or agent.  It 

takes a major commitment of time, energy, and expense to build your REO 

business.  You must do extra relevant things for the lender over time to prove 

your value.  Each lender/bank has their own procedures and asset 

managers, so it starts with getting your foot in the door by going above and 

beyond whatôs required.  You must provide a tireless attitude, extra effort, 

and a reputation for outstanding performance on each task/job. 

 

You must also convince lenders that you are 100% committed to protecting 

and preserving their assets, to the degree possible, as opposed to being 

seen as an opportunist. 

 

G. Dunsten:  

Whatôs the biggest challenge with REOs? 

 



B. Brittin gham:  
There are really two main challenges, Gee.  First, they are labor-intensive.  

Most agents who arenôt involved with them donôt realize the amount of work 

that is required for each property.  It takes effort, time, and the ability to 

handle lots of pressure.  The demands and expectations from the bank are 

enormous.  You canôt afford to make a mistake.  There is no forgiveness, 

because there are another 100 good agents that the bank can give their 

business to.  REO agents must babysit the property, making weekly visits, 

providing written reports, and often dealing with maintenance issues. 

 

The second challenge involves working with the co-op agents and their lack 

of knowledge and experience.  They: 

1. Donôt understand how the process works... like many, they all want 

success but they donôt want to become educated 

2. Want to amend the ñbankôs contractò 

3. Want to verbally negotiate 

4. Donôt follow procedures or adhere to the timeline 

 

The REO agent must possess a hunger to do well and be 100% committed 

to representing their client successfully through the transaction. 

 

G. Dunsten:  
This segment of our business is clearly a lot of work, Brandon.  What are the 

benefits? 

 

B. Brittingham:  
Itôs a huge opportunity to get into the ñinvestor world.ò  Lots of REO properties 

are bought by investors.  It opens lots of doors.  The more REOôs youôre 

involved with, the more investors will come directly to you.  Investors quickly 

recognize who has REOs to sell.  Theyôre always proactively looking for 

deals. 

G. Dunsten:  

Whereôs a good place to start? 



 

B. Brittingham:  
Start by building your local connections with banks, attorneys, and financial 

planners.  Theyôre in the community and so are you!  At the end of the day, 

you must form relationships, so join organizations and participate on 

committees where people can get to know you in a non-real estate 

environment.  You want to be known as a good thinker, hard worker, and 

enthusiastic community member which will build those bridges that will open 

future doors to real estate discussions. 

 

G. Dunsten:  
In other words, you must endeavor to be viewed as a professional 

contemporary.  How important is the short sale segment? 

 

B. Brittingham:  
Short sales are bigger nationwide than REOôs and there is less competition. 

 

G. Dunsten:  
How are short sales different from REOôs? 

 

B. Brittingham:  
In an REO, you are working with the bank, which enables you to have direct 

communication with the bank/seller.  They have terms and a price already in 

mind, as well as a timeline by which they want to dispose of the property.  In 

a short sale, you are dealing with the seller, the lender, and the investor, all 

with their own agendas.  While the process has become more efficient, it can 

still take several months for all the parties to reach an agreement and the 

transaction to go through.  There is a much greater chance of some 

unforeseen issue or problem popping up that youôll have to deal with.  Itôs 

like playing Whack-a-Mole.  Every time an obstacle pops up, youôve got to 

deal with it and knock it back down to keep the whole process from derailing. 

 

G. Dunsten:  
What is the biggest challenge in working with short sales? 



B. Brittingham:  

The biggest challenge with short sales is that you get one bankôs process 

figured out and the next time, they change it.  Every successful short sale 

starts with having a good candidate, because short sales were never 

intended to be a ñget out of mortgage free card,ò although over the years, 

lenders have been less rigid and more flexible when evaluating the short sale 

homeowner. 

 

G. Dunsten:  
Brandon, what are the most critical steps to having a successful short sale? 

 

B. Brittingham:  
Gee, there are six critical steps: 

1. Qualifying the homeowner  

There are four qualifications for a short sale: 

a)  Need to sell 

b)  An acceptable hardship has occurred since they took out the loan 

which prevents them from paying their mortgage obligation 

c)  No assets to pay off the loan 

d)  Must have or will soon have a financial shortfall 

 

We start with an extensive phone interview prior to our first face-to-face 

meeting, because if they arenôt qualified, there is no reason to get 

together.  I use a Seller Questionnaire consisting of 27 questions. 

 

 

 

Seller Questionnaire: 

1)  Is your property currently for sale on the market?  Is it listed with a 

Real Estate agent/brokerage? 

2)  When was the property purchased? 

3)  What was the original purchase price? 

4)  Who is on the title (deed) for the property? 



5)  Who is on the mortgage? 

6)  What kind of mortgage do you have (conventional, VA, FHA)? 

7)  How many mortgages do you have? 

8)  Do you have any HELOCs (Home Equity Line of Credit)? 

9)  Who is/are your lender(s)? 

10)  Do you have mortgage insurance? 

11)  Are you living in the property?  If not, where are you living and is 

the property being maintained? 

12)  What is the condition of the property? 

13)  If relocating, how soon do you have to move? 

14)  How much do you owe, approximately? 

15)  Are you current on your HOA or condo payments? 

16)  Do you owe back taxes or are there any liens on your property? 

17)  Have you considered or are you considering declaring 

bankruptcy? 

18)  Are you current on all mortgage payments and will you be able to 

remain current? 

19)  What lender correspondence/notifications have you received? 

20)  Do you have assets that will allow you to pay down your mortgage? 

21)  What is the situation that caused you to miss or will cause you to 

miss making your payments? 

22)  If no payments have been missed, why do you need to sell? 

23)  What are your current monthly payments, including taxes and 

insurance? 

24)  How much money are you currently earning? 

25)  What are your estimated monthly expenses? 

26)  Do you hold any kind of security clearance? 

27)  Are you considering a loan modification? 

 

2. Send prospective clients to a CPA and an attorney. 

Before you start the short sale process with any client, I strongly advise 

you to send them to a CPA.  Short sales can have complicated tax 

ramifications and the seller needs professional advice prior to moving 



forward.  As real estate agents, we cannot give this kind of advice.  An 

attorney may be needed in certain situations, and will always be needed 

when it comes time to interpret the approval letter. 

 

Some situations are so complex because of other liens/debt, that they may 

need to be negotiated by an attorney.  The seller will need legal advice 

prior to moving forward with the short sale.  I always advise them to speak 

to an attorney, regardless of the type of transaction. 

 

3. Getting a title search and pulling the deed before starting the short sale 

process. 

I cannot stress enough that you must do a title search prior to doing a short 

sale and you absolutely have to pull the deed prior to moving forward on 

the sale. 

 

There is a good chance that if the buyers have not been current on their 

mortgage they could be behind on other credit, as well and a lien could be 

filed on the house.  If the property is in an HOA or has a condo association, 

you should verify whether or not the HOA is up to date.  I have heard and 

seen many horror stories, where agents get a short sale approval only to 

find out that there is a problem title and they cannot go to settlement.  As 

Iôve already said, another extremely important initial step is to pull the 

actual deed to the property.  That way you can verify who is listed on the 

deed and that you are dealing with all parties involved. 

 

I have seen several family issues and divorce issues where one party tried 

to sell the home without letting the other party know. 

 

4.  Determining the loan type. 

 

Determining the sellerôs loan type is a very important step and should be 

done at the very beginning.  It should be done in tandem with assembling 



the package, and you need to know exactly what procedure and guidelines 

you are to follow. 

 

Knowing the loan type can help you determine exactly which process to 

follow during the short sale process, and it saves you a lot of time and 

energy.  Finding out the type of loan is relatively simple and can usually be 

determined by simply looking at the sellerôs last payment statement.  You 

can check to see if a property is Fannie/Freddie owned by going on their 

respective websites.  Some examples of different loan types are: 

1)  FHA 

2)  VA 

3)  HAFA 

4)  Fannie/Freddie-backed traditional short sale (non-HAFA) 

5)  Portfolio loans 

 

5.  The package. 

 

One of the most important parts of being successful in a short sale 

transaction is making sure that you have a COMPLETE AND ACCURATE 

package.  Most short sales get delayed because of an incomplete or 

inaccurate package.  This applies to not only what is required by the bank, 

but to forms that protect you from a liability standpoint, to any information 

that will help you get your short sale accepted.  You need to submit a stellar 

package to differentiate yours from the other 300 that are sitting on the 

negotiatorôs desk.  Think of yourself as an attorney who is defending a 

client.  In order to do your job properly, you have to provide as much 

conclusive evidence as possible to support your case.  You should acquire 

any and all information that will help to strengthen your case.  You can find 

out exactly what each lender requires in a package submitted to them by 

visiting their website. 

 

6.  Maintaining constant communication with all parties to the transaction, 

including the lender, while monitoring the process and timelines. 



 

G. Dunsten:  

Do you have any closing thoughts youôd like to share, Brandon? 

 

B. Brittingham:  
Working in the short sale market takes lots of energy, time, patience, control, 

and fortitude, however, the rewards can be great.  Thereôs nothing more 

satisfying than preventing a  family who is going through difficult circumstances 

from facing eviction. 

 

Instead of losing their home to foreclosure, youôve enabled them to relocate 

with dignity and less damage to their credit.  In addition, youôve assisted their 

neighbors in maintaining a higher property value. 

 

 

 

Daltonôs Take-away:  
After reading Geeôs interview with Brandon, I can now understand why Gee 

Dunsten (President of our Certified Community Marketing Specialist 

designation course) has invited (and Brandon has accepted) Brandon to lead 

our efforts in making Distressed Property Management as one of the many 

modules that will be comprised in this online certification program. 

 

Having access to Brandon, in our interactive format, will be invaluable; along 

with our other faculty members (as well as those not included in this book). 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

Chapter 12 
 

Strategically and Sensitively 

Serving Seniors 
an interview with John Riggins 

 

by Gee Dunsten 

 

 

 

 

 

 



John Riggins:  
After serving his country as a US Army airborne ranger in 

Vietnam, John (now of John Riggins Real Estate) was 

transferred to Hawaii and fell in love with the state and its 

people.  It was then John resigned his commission and 

entered the Real Estate business.  Since that time, John 

has helped over 3000 families buy and sell homes, aided 

countless homeowners with loan modifications, and 

expedited more than 550 short sales.  

 

John has been working daily in Hawaii residential Real 

Estate since 1977, acquiring knowledge, skill, and experience that he imparts to his 

team which assists buyers and sellers over several different time zones from the US 

east coast to the Philippines.  John is very proud to have been named one of the top 

50 Realtors in North America by Howard Brinton and Bill Barrett. 

 

Favorite Quote: 

 

ñYou may never be financially rich, however if you are always honest and treat people 

the way you would want to be treated, youôll always be rich in friends.ò  ï Johnôs 

Grandmother 

 

 

Gee Dunsten:  
John, when did you get into the real estate business? 

 

John Riggins:  
Gee, I started taking real estate classes in 1976.  In those days, Hawaii only 

offered the real estate exam a couple of times each year.  Because the exam 

was sent to Princeton, NJ for processing, it took another 2-3 months to get 

your license, which for me, was Jan. 4, 1977.  We didnôt have any GRI or 

CRS classes back then.  Fortunately, I got great training from a number of 

top brokers who took a personal interest in helping to prepare me to succeed!  

As a result, I have always had a thirst for knowledge.  Most people today who 

enter our business arenôt thinking about getting educated.  Their main focus 

is doing deals and getting a higher commission split.  Getting educated, 



staying educated, and networking with other top producers around the 

country has been the backbone of my success. 

 

G. Dunsten:  
What percentage of your business comes from Seniors? 

 

J. Riggins:  

Itôs big.  The overwhelming majority of my business comes from Baby 

Boomers/Seniors.  I work almost exclusively with them, while my son picks 

up a bigger percentage of the younger market, although he just got a referral 

from a landscaper for a 925K listing from a little old retired lady who is moving 

to Colorado. 

G. Dunsten:  
What caused your shift in working primarily with senior clients? 

 

J. Riggins:  
Gee, itôs like this.  Someone buys a new Honda automobile and then begins 

to notice how many other people are driving Hondas.  Iôm 71 years old and 

will soon turn 72.  As Iôve gotten older Iôve gravitated towards working with 

my chronological contemporaries because I am one of them, and theyôve 

gravitated to me for the same reason.  Our senior market is already big.  

People live longer in Hawaii than in any other state in the country.  Most 

Seniors are still active, perhaps because of our wonderful weather, 

happier environment, and great places to walk and swim.  In fact, the state 

of Hawaii is expecting exponential growth in the senior market between 2015 

and 2030.  The demand for more universal products and services is also 

growing.  While some states like Florida, Texas, and Delaware donôt have 

any state income tax, in Hawaii lots of our citizens have Federal and military 

pensions which also are not subject to tax. 

 

G. Dunsten:  
With all of these benefits are there any disadvantages to living on one of your 

eight islands? 

 



J. Riggins:  

Unfortunately, yes. 

1. Our homes and living expenses are high, especially for those who are 

on a fixed income.  In fact, we refer to Las Vegas as Hawaiiôs ninth island, 

because many Seniors who can no longer afford our high cost of living, are 

moving to Las Vegas for its warm climate and lower cost of living. 

 

2. Distance ï Itôs a five-hour flight to the mainland. 

 

3. Fewer single-level homes ï Most of our vacant land is either owned by 

the local, State, or Federal government and this creates a shortage of 

suitable building lots.  Builders just arenôt building single-level homes.  The 

vast majority are condos or two-story homes that donôt even have a first-floor 

master bedroom.  The shortage of inventory and increase in demand often 

causes our single-level homes to sell for more than the asking price. 

 

G. Dunsten:  
John, what are some of the differences in working with Seniors? 

 

J. Riggins:  
Well Gee, the majority of Seniors would like to work with an older agent and 

there are several things to keep in mind.  You must be: 

1. More patient 

2. Prepared to arrive early or at least, on time 

3. Well-dressed and well-groomed 

4. Courteous and polite - (Seniors expect good old-fashioned manners!) 

5. A good listener 

6. Prepared to spend extra time on every appointment/visit ï (I plan on at 

least 3 hours to socialize and answer any questions they might have.) 

 

In addition, you should know that: 

1. Many Seniors have difficulty reading small print, so all of your materials, 

including documents and Agreements/Contracts must have a bigger font. 



2. Most Seniors prefer to meet face-to-face. 

3. For many Seniors, their hearing is a challenge, so you should sit face-

to-face with your decision-makers.  I always strongly suggest that we sit 

at their kitchen table directly across from each other, so they can hear and 

see everything that I am talking about. 

4. Since many Seniors are not electronically-oriented, you must be able to 

offer other delivery systems. 

5. Seniors want to explore all of their options from downsizing, to senior 

communities, to Assisted Living.  Your local knowledge is critical and you 

must be willing to invest your time in helping them explore their options. 

6. Seniors are usually slow to make decisions. 

7. Often, Seniors have grown kids or grandchildren who are involved as 

advisors. 

8. You must be knowledgeable about the different types of reversed 

mortgage financing, such as lump sum, monthly draw, and line of credit, etc. 

 

G. Dunsten:  
What are most Seniors looking for in their next home, John? 

 

J. Riggins:  
If they are buying, itôs because they want to downsize.  Some of the features 

they are looking for are: 

1. One level 

2. Wider doors 

3. Accessible shower or walk-in tub 

4. Lower sinks, countertops, and cabinets 

5. Better lighting, especially in the kitchen and bathrooms 

6. Grab bars in the bathrooms 

7. Low maintenance 

8. Yard maintenance 

9. Energy efficiency ï (Remember, most Seniors are on a fixed income). 

10. Safety 

11. Nearby conveniences 



12. Walkable communities ï (Close to doctor, pharmacy, grocery store, 

restaurants, etc. ï Very popular in Hawaii) 

13. Turn-key ï (Most Seniors donôt want to be involved in a makeover or 

rehab.) 

14. Close distance to hospital 

 

In addition, Seniors will carefully examine all kinds of fees, such as 

HOA/condo, maintenance, water and sewer, power expenses, and trash 

collection. 

 

G. Dunsten:  
Do you have any other thoughts or suggestions? 

 

J. Riggins:  
Yes, Gee, I do.  Most Seniors, who also have a house to sell, usually fall into 

two types of categories.  Some are hoarders, so you must be very sensitive 

and careful in how you deal with their challenges, such as suggesting that 

Martha take down her treasured velvet Elvis picture from about its revered 

spot over the fireplace.  For others, their home is in good condition, but 

dated, so any updates or makeovers become a big issue.  Because they 

sometimes lack experience and/or imagination, virtual staging can be an 

effective tool in helping them visualize and better understand how certain 

changes can make the house more marketable to younger buyers. 

 

You should also be prepared for other influencers, such as grown children, 

a confidential friend, an attorney, and/or a CPA, to be involved. 

 

Often you will be called upon to do other things for your senior clients 

beyond your Realtor® responsibilities, such as drive them to the doctor or 

grocery store, because their children are not available.  Going the extra mile 

not only enhances your relationship, it often generates more senior client 

business from other Seniors who have heard about how great you are in 

looking out for your clientsô best interests and welfare. 



 

G. Dunsten:  
John, do you have any tips on how some of our readers can grow their Senior 

business? 

 

J. Riggins:  
1. Take a couple of SRES (Senior Real Estate Specialist) classes from 

NARÈ.  They are essential.  In fact, Iôm taking their Universal Design for 

Accessibility class next month. 

2. Visit or volunteer at places where Seniors like to participate, such as golf 

courses, community centers, places of worship, Senior social 

clubs/organizations, service organizations, and local hospitals. 

3. Offer to teach classes on downsizing or how to retrofit your present 

home. 

4. Develop a monthly, direct mail program with jumbo-sized postcards 

consisting of six holiday cards, as well as homeownership tips, Just Sold and 

Just Listed announcements. 

5. Set aside at least a couple of hours per week to make 2-3 minute calls 

to past clients, neighbors, and friends.  ñI was just driving through your 

neighborhood and I thought of you, ____.  How are you and ____doing?ò 

or ñIôm between appointments and just wanted to check in with you.  How 

is ____?  Doing okay?ò  Seniors love to hear from you! 

6. Drop off or send annual calendars filled with wonderful photos of your 

area. 

7. Donôt be afraid to spend some time with them. 

8. Remember, the more Seniors you help, the more friends theyôll send 

your way. 

 

G. Dunsten:  
Any closing thoughts, John? 

 

 

 

 



J. Riggins:  
My grandmother used to say, ñJohn, always be honest with people.  Do the 

very best for them and you will always have friends.ò  Stay true to your core 

values and help others. 

 

Daltonôs Take-Away:  

 

While the Rolling Stones memorialized the lyrics, ñWhat a drag it is getting 

old,ò such dire words do not apply to those fortunate enough to both live in 

Hawaii and be served by the greatness and sensitivity of John Riggins.  

 

 

 

 

 

 

 

 

LƳŀƎŜǎ ŦǊƻƳ WƻƘƴΩǎ ōŜƭƻǾŜŘ IƻƴƻƭǳƭǳΥ The city itself and the King Kamehameha. 

statue. 
 



 

 

 

 

 

Chapter 13 
 

Military Clients - How to Best Serve 

Those Who have Served 
an interview with Alexis Bolin 

 

by Gee Dunsten 

 

 

 



 
Alexis Bolin:  

Alexis with ERA Legacy Realty has been in Real 

Estate for the past 36 years with ERA Real Estate, 

has been ERAôs #1 Nationwide Agent three times, 

and is currently ranked in the Top 10 for ERA Agents 

in the nation.  Inducted into the Real Estate Experts 

Hall of Fame in August 2012, she was also named 

one of the Top 25 Most Powerful Women in NW 

Florida by Climate Magazine. Alexis, with over 4000 

closed residential real estate transaction in her 

career, is a popular speaker, panelist and moderator. 

 

Favorite Quote(s): 

 

ñDonôt get so high that you forget where you come from.  You are not put on this 

earth to mark time. You are put here to make a difference in someone elseôs life.ò  

 ï Rachel Barshafsky (Alexisô grandmother) 

 

 

 

A. Bolin:  
The Military Community is very loyal.  It is a case of, ñIf you have my back, Iôll 

have yours.ò  The military looks for someone who has walked in their shoes, 

someone who really has their best interest at heart ï as well as their familyôs.  

You really need to know that they often have a very limited time to find and 

buy a house.  They want all the data they can gather about housing 

alternatives, the area, lifestyle, community, hospitals, schools, and more.  

They are looking for someone who can guide them through the entire 

process.  Someone who will also help prevent them from stepping on an 

alligator! 

 

G. Dunsten:  
How do you go about meeting this big challenge? 

 



A. Bolin:  
I tell them from the beginning:  ñYour job is to find the house.  You pick the 

home.  I donôt because Iôm not going to be living there.  My job is to help put 

your family in a neighborhood where you will be comfortable, with schools that 

meet the challenges required by your children, and where you will feel safe.ò   

You must be able to tell them you can relate to walking in their shoes.  Itôs so 

much easier when you can relate to them and their situation. 

 

G. Dunsten:  
What are some of the key areas that you must pay special attention to? 

 

A. Bolin:  
Well, Gee it starts with the military spouse.  Their main job is to support their 

active duty spouse and to take away some of their stress.  Itôs the agentôs job 

to make the home-buying process as less stressful as possible.  Most of these 

families move every 3 years.  Often all or most of the family members donôt 

want to leave where they are, so the move is that much more stressful on 

everyone.  Plus, they must be able to fit into their new community, so the 

pressure is on for them to find the right person to introduce them to all facets 

of Pensacola.  You must possess an extensive knowledge of your community 

because most of these families are arriving here for the first time.  Itôs very 

important to allocate enough time to tour anything and everything that is or 

will be important about where they want to live, as well as what type of house 

they want to live in. 

 

G. Dunsten:  
So, Alexis, what types of things are included in your client tour? 

 

A. Bolin:  
Gee, we always tour the Base.  I want them to know where their spouse will 

be working, as well as where things are located, like the Base Hospital, 

Commissary, Officersô Club or NCO Club, and recreational facilities.  Like any 

out-of-town buyer and/or relocation candidate, we also do an extensive tour 

of downtown, highlighting some of our numerous landmarks, shopping areas, 



parks and recreation, etc.  In addition, we tour a variety of neighborhoods 

based on their wants, needs, and budget. 

 

G. Dunsten:  
Because the Navy is a major employer in Pensacola, what role does the 

Board of Realtors® play? 

 

A. Bolin:  
Our Board has a group that volunteers to work with the Navy at their Housing 

Office.  We work in shifts behind the desk providing support, answering 

questions, and distributing information about housing alternatives, renting or 

purchasing, as well as additional materials to help them become better 

informed.  Our purpose is not to pick up prospects.  Itôs all about service, 

h e l p i n g  t h o s e  w h o s e  w o r k  i s  p r o t e c t i n g  o u r  c o u n t r y . 

 

G. Dunsten:  
Youôve personally assisted thousands of military families in purchasing and/or 

selling their homes.  What are some of the important characteristics 

necessary to build a successful career in this niche? 

 

A. Bolin:  
Gee, you have to have the heart and mind of service.  You must be very 

flexible and be able to scramble on short notice.  The active duty spouse who 

is going to be deployed, has to know that you will take care of their spouse, 

as well as the rest of the family here.  I tell them, ñIôm going to make sure that 

everything that needs to be done here, will be done.  I will take care of it for 

you.ò  Itôs a matter of trust.  You must show them how sincere you are about 

their welfare.  Often they will come back to Pensacola on multiple tours.  It 

might start out as pilot training, then they return for flight instructor school or 

they are now commanding a fighter wing or finally, to retire here. 

 

G. Dunsten:  
What about referral opportunities? 

 



A. Bolin:  

Actually, the military is a close-knit group.  Once they find the right person 

whom they can trust, you become accepted.  They will share your name with 

other military buddies.  I am currently working with a number of Navy families 

in Hawaii that are relocating or will be relocating in the next four months.  Itôs 

all about building trust and confidence. 

 

Lots of agents act like they care, until the deal is done.  After the closing, they 

scratch them off the list and move on. 

 

G. Dunsten:  
What do you do instead? 

 

A. Bolin:  
If they were a buyer, I continue to check in on them.  I might just pop by 6 

weeks after closing and deliver a pie or follow up on how the kids are adjusting 

in their new school. 

 

Local knowledge is critical.  I know their way of life.  I understand the 

challenges and stress the active duty spouse is under and that their primary 

role is to eliminate any other stress thatôs not job-related.  So I continue to 

remind them to call me first for anything they need or want to know.  Iôm 

always here for them anytime day or night, regardless.  You must be their 

information resource.  Remember, they donôt know the area.  Most of these 

families are very nervous about hiring people because they often get ripped 

off. 

 

G. Dunsten:  
Why does that happen? 

 

A. Bolin:  
It happens because they donôt live long enough in one place to know better.  

In other words, they donôt know who is a good, reliable, reasonable, honest 

painter or repairman.  I have an extensive list of service providers that I can 



count on and refer not only with confidence, but with the understanding that 

they will take good care of them.  I tell all of my allied resources that I expect 

them to take very good care of our military and bend over backwards for them.  

I also tell them not to screw up!  I never accept any kind of kickback or thank-

you gift from a service provider that I refer.  Instead, I ask them to give the 

military client an additional discount off their bill.  And they do it! 

 

G. Dunsten:  
What do you do about those sellers that are relocating? 

 

A. Bolin:  
Thatôs easy!  We must remember that our job is to duplicate ourselves, so, at 

the closing, I tell them that Iôm now out of business.  I need them to send me 

someone else like them who is nice to work with.  The best place to get the 

next job is at their closing.  I often get a couple of names right on the spot. 

 

G. Dunsten:  
I know you and your husband, Mike are very active in your community.  What 

advice do you have for our readers?   

 

A. Bolin:  
We all need to give back our time, energy, and financial support as best we 

can, to our community that benefits us, so find something that you are 

passionate about and get    actively involved. 

 

For us, itôs Rotary.  We not only help our local chapter, we have helped start 

additional chapters.  We like it because itôs international.  It allows us to 

participate in local projects like helping to build a ballpark with rubber turf for 

handicapped children (called the Miracle Field), to helping raise money for a 

blood mobile in Costa Rica. 

 



Your success is measured by how much you give back to your community in 

time and money, showing people that we are more than real estate agents.  

This is how you can garner more trust and respect. 

 

A. Bolin:  
All of the data that is now available doesnôt 

show the buyer or seller enough.  People need 

our guidance and wisdom.  Weôre not selling 

stock.  Weôre actually the mechanic for real 

estate.  We need to be the person they can go 

to for advice and we must stay in touch.  Also, 

anything you can do for their kids is a big plus, 

from a coloring book while touring a home to a 

toy to play with at closing. 

 

We all have limitations in our area of 

expertise.  I tell my clients, ñYou are not 

going to appreciate how much I get paid for 

what I know and what I doéand you 

wonôt appreciate it until something goes 

wrong and the stuff hits the fan, whether 

itôs about the inspection, financing, paperwork, or negotiating.ò 

 

Gee, most problems in aviation take place on takeoff or landing.  Thatôs 

where my experience in dealing with these problems comes in. 

 

Remember, our military clients want you to: 

1. Take control 

2. Put them first 

3. Get the job done 

4. Continue to build trust 

5. Always put their best interests first 

 

Alexis with General Norman Schwarzkopf 

 



If the agent is only concentrating on the money they are going to make, they 

are not playing in the right game. 

 

 

Daltonôs Take-away:  
 

Alexis has taken the notion of Military Family to heights seldom seen within our 

Industry.  All of us should be doing more to thank Americaôs Heroes.  Thank you, 

Alexis, for what you do. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

Chapter 14 
 

Embracing Diversity 
an interview with Teresa Palacios Smith 

2015 President of The National Association of Hispanic Real Estate Professionals 

(NAHREP) 

 

by Gee Dunsten 

 

 

 

 

 



Teresa Smith:  

Teresa Palacios Smith is V.P. of Business Development and Cultural 

Initiatives for Berkshire Hathaway Home Services Georgia 

Properties.  With an extensive background in sales and marketing, 

Teresa graduated from Mississippi State University, where she 

received a BA in Broadcasting and Public Relations.  The daughter 

of Hispanic (Colombia, SA) immigrants, Teresa has traveled 

extensively and is fluent in Spanish. Teresa is a frequent speaker 

and writer on topics such as Minority Buying, Rental Assistance, 

Relocation Trends, International Relocation, First Time Home 

Buying, Successfully Selling HUD Homes and Strategies for Selling Your Home. She has 

conducted several workshops on these topics and has been published in numerous magazines. 

 

Teresa is ranked as the #1 Latina Real Estate Agent in Georgia and #49 in the country by the 

National Association of Hispanic Real Estate Professionals (NAHREP) as published in the 

most recent release of NAHREPôs ñTOP 250ò list. She has been named by the Atlanta Tribune 

Magazine as one of Atlantaôs ñSuperwomenò for her leadership and advocacy in the Hispanic 

community. Teresa is the current President-Elect of the National Association of Hispanic Real 

Estate Professionals (NAHREP) which is one of the largest minority associations in the 

country with over 20,000 members. Teresa was one of the founding members of the NAHREP 

Atlanta Chapter which was formed in 2005. 

 

Favorite Quote(s): 

 

ñAn optimist is a person who sees a green light everywhere, while a pessimist sees 

only the red stoplight...  the truly wise person is colorblind.ò ï Albert Schweitzer 

 

 

Gee Dunsten:  
Teresa, how long have you been in the Real Estate business? 

 

Teresa Sm ith:  
Gee, itôs been 20 years.  My parents were from Colombia, South America.  

As a young child, I remember living in a small, two-bedroom apartment in 

Miami with my parents, grandparents, aunt and uncle.  From time to time, 

my father would remind us that we were living that way so we could buy our 

own home.  Eventually, we did and one home lead to several more homes, 

propelling our entire family each time to live in a better and better 



community.  The success that we enjoyed (I was the first child in our 

family to attend and graduate from college) can all be tied back to 

homeownership and the fact that the number one wealth-creator for the 

majority of minorities in this country is Real Estate. 

 

G. Dunsten:  
So, was that the main reason why you went into Real Estate? 

 

T. Smith:  
Yes and no. Iôve always been very involved with my kids, who are now 23 

and 25, as well as, my community, so I selected Real Estate because of its 

flexible hours.  I guess my competitive side, as well as my nature to take on 

leadership roles, helped me feel comfortable joining the Real Estate ranks.  

As the result of my Hispanic heritage, and spending most of my formative 

years growing up in Mississippi, it became important to me to be culturally 

aware. 

 

G. Dunsten:  
Teresa, you are the 2015 President of the National Hispanic Real Estate 

Professionals and you are currently serving as a rainmaker for Berkshire 

Hathaway HomeServices Georgia Properties, as well as Vice President for 

Business Development in Atlanta.  What got you on your path to success? 

 

T. Smith:  
We all know how important lead generation is to our business.  I realized 

that the relocation side of our business brought lots of people into the 

Atlanta area from all over the world.  So, I persevered to learn everything 

I could and got involved in the Atlanta Board of Realtors®.  Our industry 

promotes entrepreneurship because most of us are actually business 

owners.  By networking with other successful agents, I became better 

prepared to run my own successful business within a business.                     

Becoming more proactive in working with Latinos also proved to be a big 

boost to my business, not to mention that I have always worked across 

all borders.  There was one thing missing, however. 



 

G. Dunsten:  

What was that, Teresa? 

 

T. Smith:  
The encouragement to get involved on a larger stage with the Hispanic 

side of the business.  It was Dan Foresman, my broker, who invited me 

to go to Denver to attend a huge Hispanic Real Estate conference.  For 

the first time, I became connected to other top agents across the country, 

agents that were investing in their communities and focusing on 

embracing diversity. 

 

G. Dunsten:  
What is NAHREPôs (National Association of Hispanic Real Estate 

Professionals) mission? 

 

T. Smith:  
Our organization is all about the empowerment of Real Estate.  Our goal is 

to increase sustainable homeownership so that all Latinos can achieve The 

American Dream.  Gee, networking with other minorities should be a greater 

focus of our industry.  Sustainable homeownership is not only good for the 

immediate family, our neighborhoods, communities, states, and nation, it builds 

wealth, generates greater pride in where people live, which positively 

impacts the quality of local education, and has a profound effect on the 

careers and income of our citizens. 

 

G. Dunsten:  
How big is the Hispanic housing population? 

 

T. Smith:  
Actually, minority homeownership is quickly becoming the majority in 

different parts of America.  In fact, the Hispanic population is now the majority 

in eight states, California, Texas, Arizona, and Florida, just to name a few.  

In fact, the Hispanic population now exceeds 53 million. 



 

G. Dunsten:  
How important is homeownership to the Hispanic community? 

 

T. Smith:  
Hispanics are passionate about homeownership.  Itôs huge!  Family is 

everything, so homeownership is critical to our quality of life.  Everyone 

strives to fulfill the American Dream of homeownership.  Itôs estimated that 

by 2020, 50% of homebuyers will be Hispanic.  Our current median income 

is $40,400 and 29% of our population makes           between $50,000 and 

$100,000 per year.  One out of every four children born in the U.S. and one 

out of every three workers in the U.S. is Hispanic, yet our median age is only 

27!  We have a lot of future homeowners out there. 

 

G. Dunsten:  
Teresa, what thoughts and suggestions can you share with our readers 

about how they can become better equipped to serve this very important 

segment of the community? 

 

T. Smith:  
The key is to take the time to learn and understand our culture and to 

embrace it.  And, you donôt have to speak Spanish!  Usually, if the parents 

donôt speak English, one of the children does.  Anyone can find a friend or 

relative to play the role of an interpreter. 

1. Weôre very social. 

2. Family is everything. 

3. Everyone wants to be involved in the process (parents, grandparents, 

kids, even an aunt, uncle, sister, or brother). 

4. Weôre passionate about life and the people in it. 

5. Weôre very loyal, once respect has been established. 

6. We have a natural curiosity about others.  So, taking the time to get to 

know each other and demonstrating transparency, goes a long way.  In a 

sense, you become an extension of their family. 



7. Food, music, and fun are very big.  We love to party and enjoy finding 

reasons to get together with friends to celebrate (which can be a great 

referral-builder, if you play your cards right). 

8. Decision-making can also involve someone like their grandmother, who 

may not make an appearance or even seem to be involved, only to 

discover later that her final approval is a must. 

9. Getting invited to their home is a huge compliment.  Budgeting enough 

time to not only go, but to have a meaningful visit, can generate big 

dividends in future business. 

10. Taking the time to make a short phone call is always well-received and 

further enhances the relationship. 

 

G. Dunsten:  
What is your best advice when it comes to working with the Hispanic 

population? 

 

T. Smith:  
Gee, Wayne Gretzky said, ñYou miss 100% of the shots you never take.ò  So, 

donôt be afraid to get into the game and to take the shot.  Get involved.  Learn 

more about our culture.  Look up organizations in your area to participate in. 

 

Our industry is behind the curve.  We need to recruit more agents to better 

serve our different cultures and expand our horizons, as well as, create an 

atmosphere of curiosity and enlightenment, so we all can become better 

ambassadors for our communities, and, at the same time, provide more 

relevant content and service to all types of customers and clients. 

 

 

 

Daltonôs Take-away:  
 

Wayne Gretzky, who interestingly lives in my town of Westlake Village, 

California (although Iôm sure he is not aware I live in town), also is credited 

with saying, ñThe key to my success was not in skating to the puck but, 



instead, skating to where the puck was going to be.ò  Teresa is elegantly and 

passionately alerting our Industry that not only is the Hispanic population a 

major contributor to both the Real Estate economy, as well as the greater 

American economy, but with a median age of only 27, that this remarkably 

impressive segment of Americans will continue to grow, succeed, and (along 

with Teresa and her leadership) skate out in front. 

 

I was also impressed with how Teresa credits her Nationally respected 

Broker, Dan Foresman, with inspiring her to pursue this particular 

segment of the market.  It suggests to me that every Broker and manager 

in the country should become fully versed with all the National 

Association of Realtors® offers in terms of organizations that can help 

enhance the niche marketing efforts of their Realtor® Associates. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

Chapter 15 
 

Creating Connections Through 

Local Community Organizations 
an interview with Leon Lopes 
Exclusive TownAdvisor Member for Plymouth, MA 

 

by Gee Dunsten 

 

 

 

 

 

 



 
Leon Lopes:  
Leon of Re/Max SPECTRUM has been a Licensed Real 

Estate Sales Professional in Massachusetts since 1994, 

specializing in helping Sellers and Buyers in the sale, 

marketing, or purchase of a home in the Plymouth, MA area. 

His concentration is on residential property, including Single 

Family, Condominium, Waterfront, New Construction and 

The Pinehills. In addition, heôs been involved with Land and 

Commercial real estate transactions. Leon is a member of 

the National Association of Realtors®, Massachusetts 

Association of Realtors® and Plymouth and South Shore Association of Realtors®. 

He is also a member of the Institute for Luxury Home Marketing and has achieved 

the Certified Luxury Home Marketing Specialist and E-Pro designations. Leon is a 

member of the RE/MAX Hall of Fame, RE/MAX Platinum Club and RE/MAX 100% 

Club. Leon is a life-long resident of the South Shore and has enjoyed being involved 

with numerous local organizations including the Rotary Club of Plymouth, Plymouth 

Area Community Television (PACTV), Plymouth Area Chamber of Commerce, 

Pilgrim Hall Museum, Old Colony YMCA, and local town government. His number 

one goal is a truly satisfied client who is confident in referring Leon to anyone needing 

the services of a professional Realtor®. 

 

Favorite Quote: 

 

ñCharacter may be manifested in the great moments, but it is made in the small ones.ò 

ï Winston Churchill 

 

 

Gee Dunsten:  
When did you get into the real estate business, Leon? 

 

Leon Lopes:  
Actually, I started working part-time in 1994, while I was also working in a 

management position with a regional retail discount department chain and 

was traveling back and forth to their corporate headquarters.  I was not sure 



I would actually like it, but I finally decided to quit my management job and 

go full-time in 1997. 

 

G. Dunsten:  
What helped you make a smooth transition from part-time to a successful 

full-time agent in Plymouth, MA? 

 

L. Lopes:  
Gee, it was a couple of things. My retail management background taught me 

the importance of providing great customer service, as well as the 

importance of developing a team environment between 

departments/participants in the transaction.  Based on my organizational 

skills, strong connection to our local community, and encouragement from 

my manager and mentor, I decided to focus on homeowners. 

 

G. Dunsten:  
What are some of your keys to success? 

 

L. Lopes:  
Thatôs a good question, Gee.  Actually, I have to admit Iôm a control freak.  

The process of managing every listing became an obsession, so I developed 

the Lopes Team, which consists of a buyerôs agent, great mortgage rep, title 

person, home inspector, stager, etc.  We continue to strive for perfection 

from the time the home goes on the market, to how we market, negotiate, 

and handle all the details from contract, all the way to closing. 

 

Also, over the last 30 years, I have made it a high priority to establish 

connections and build relationships through my involvement in some of the 

clubs and organizations in our Plymouth community, and as a result, many 

of these connections/friendships have had a big impact on the success of 

my business. 

 

 

 



G. Dunsten:  
How important has your community involvement been to your great 

success? 

 

L. Lopes:  
Oh, itôs had an enormous impact.  To be a real professional you must be 

connected with other professionals and most of the top professionals, the 

movers and shakers, are active participants in our local clubs, organizations, 

and community resources.  The Chamber of Commerce is huge.  Itôs the 

epicenter of our business community.  There are always a number of active 

committees and projects to support.  Rolling your sleeves up to volunteer and 

doing the best job you can on any task or assignment you take on, will build 

credibility and top-of-the-mind awareness with a cross-section of members. 

 

Because Plymouth is a destination, from April to November it is often overrun 

with out-of-town visitors, and the small staff at the Chamber can always use 

an extra hand.  They frequently look for partnerships within the business 

community. 

 

G. Dunsten:  
Leon, how do you go about leveraging relationships? 

 

L. Lopes:  
Well, Gee in addition to maintaining contact with past clients, for a number 

of years now Iôve participated in our Chamberôs Ambassador Program, which 

involves attending monthly networking sessions.  Itôs a great way to learn 

more about whatôs going on in town, as well as a great way to build 

relationships with other business leaders at the same time.  Itôs a time 

commitment, but the rewards are many.  The Chamber also sponsors 

Business-After-Hours and Morning Mixers on a monthly basis.  I make it a 

huge priority and try to attend as many as possible with the intention of 

getting to introduce at least two people and/or have at least two people 

introduce me to two other people I donôt already know. 



 

G. Dunsten:  
Are there any other clubs or organizations you can recommend? 

 

L. Lopes:  
Rotary Club is also a great organization, because they do a lot to support a 

number of charities and non-profit service organizations.  Iôve been a 

member of our local club for fifteen years.  Our annual auction is a huge 

event that is held on TV and broadcast to six local towns.  Helping to solicit 

donations not only gives you a great deal of satisfaction, at the same time it 

allows you to get to know many of your neighbors.  In a way, most of our real 

estate business is a by-product of our community involvement.  While serving 

for six years as an elected town meeting representative, I got a wonderful, 

hands-on education in our local government, its structure and participants, 

as well as, who to see or where to go for assistance with the different types 

of challenges my clients might be faced with, such as zoning issues or permit 

problems.  In fact, many of my friends call me ñSponge.ò  The more you learn 

about your community, the more credible you become, especially when 

relocation opportunities present themselves. 

 

G. Dunsten:  
Do you have any closing thoughts or recommendations youôd like to share, 

Leon? 

 

L. Lopes:  
Pick something that you are passionate about and get involved.  Take it slow.  

You canôt get so distracted that it takes away from servicing your primary 

clients.  Remember, itôs not about prospecting or networking, itôs about 

reinforcing your brand and commitment to your community.  Garner a 

reputation for getting things done! 

 

And, lastly, there is no better way to connect with local town businesses and 

residents than to be seen as fully committed to protect and enhance local 



home values.  This is why I became the exclusive Member for TownAdvisor 

with a town website about how great it is to live there and tell everyone about 

it; which I do. 

 

 

 

Daltonôs Take-away:  

 

Leon represents the perfect example of when a Realtor® lives within a town, 

where the town itself can generate a significant number of listings, it is 

worthwhile (beyond pure civic motivations) to invest strategic time with town or 

city organizations. 

 

Plymouthôs population is in excess of 50,000 and the average sales price is 

approaching $400,000.  This means that the Plymouth community of 

homeowners, in its own right, can generate attractive ROI. 

 

When you live in a town of 5 to 10 thousand people, and where the average 

price is materially less, greater emphasis might be warranted toward the 

regional communities of FSBOs, Expireds, general Homeowners, etc. as 

this might represent a better ROI than making major commitments to the 

civic enterprises of any one town or city. 

 

Although Leon, like most Realtors®, does business in multiple communities, itôs 

impressive how special he makes homeowners uniquely feel within Plymouth, 

his major source of business. 

 

And, like all other chapter contributors, Leonôs overall business plan is being 

limited to just one subject, community organizations.  This is the reason why 

this is one of our briefest chapters and speaks to only a very minor part of all 

that Leon does to be successful. 

 

 

http://plymouth.ma.townadvisor.com/


 

 

 

 

 

Chapter 16 
 

Seasonal Communities/Second Homes 

an interview with Linda Rike 
Exclusive TownAdvisor Member for Morehead City, NC 

 

by Gee Dunsten 

 

 

 

 

 

 

 



 
Linda Rike:  
Linda was born in Washington, North Carolina and moved 

to Carteret County in 1965. She earned a masterôs degree 

in education with an emphasis in counseling from East 

Carolina University and then returned to the Crystal Coast 

of North Carolina to embark on her Real Estate career: 

Linda Rike Realty.  

 

ñI love where I grew up and wanted to help other people 

discover the charming lifestyle that is so predominant here. 

Working in Real Estate allows me to be instrumental in 

introducing others to the amenities and beauty of all Carteret County - Beaufort, 

Morehead City, Pine Knoll Shores and Atlantic Beach.ò 

 

Favorite Quote: 

 

ñThe Road to Happiness lies in two simple principles: find what it is that interests 

you and that you can do well, and when you find it put your whole soul into it - every 

bit of energy and ambition and natural ability you have.ò  ï John D Rockefeller III 

 

 

Gee Dunsten:  
When did you get into Real Estate? 

 

Linda Rike:  
I started in 1985.  I realized that I was making more money buying and selling 

properties than teaching Special Ed with a Masterôs Degree.  After using the 

same agent, who wasnôt dependable or very professional, I decided I could 

do a better job than they could. 

 

G. Dunsten:  
What percentage of your business comes from vacation/second home 

buyers? 

 



L. Rike:  
60% are vacation or investor home buyers and 40% are year-round 

homeowners. 

 

G. Dunsten:  
How different is working with vacation/second home buyers/sellers versus 

primary homeowners/buyers? 

 

L. Rike:  

We never meet many of our second homeowners face-to-face.  We have 

lots of communication, usually by phone and/or email.  The sale is all 

about trust.  Itôs building and getting their confidence in our ability to get 

their home sold or find them a great investment. 

G. Dunsten:  
How do you do it? 

 

L. Rike:  
It starts with building awareness about our market and community 

knowledge, as well as getting results.  We have been doing a lot of direct 

mail for over 20 years, from ñJust Soldò and ñJust Listedò postcards, to 

calendars.   

 

G. Dunsten:  
Thatôs a lot of postage, isnôt it? 

 

L. Rike:  
We actually spend between $2,000 and $3,000 a month on postage and 

weôve been  doing that for years. 

 

G. Dunsten:  
How do you stay organized? 

 

 

 



L. Rike:  
We have over 40,000 peopleôs names, addresses, and phone numbers in 

our database.  Itôs actually divided into subsets or sections: 

1.  Special waterfront properties 

2.  Condominium complexes 

3.  Community where I live 

4.  Beachfront 

5.  Primary residences 

6.  Vacant lots, etc. 

 

Gee, we continue to update and add new names to our database on a weekly 

basis and actually pay someone to provide us with a count report every 

week, listing everything that has sold and/or transferred. 

 

G. Dunsten:  
What kind of information do they provide? 

 

L. Rike:  
Itôs broken down by property type: 

1.  Vacant lots 

2.  Condominiums 

3.  Single-family 

4.  Waterfront, etc. 

It also includes the sellerôs information, as well as, the purchaserôs, including 

their permanent address. 

 

G. Dunsten:  
What do you do with all of this data? 

 

L. Rike:  
In many situations, we add them to our database and, depending upon where 

the property is located, they are placed in one of our ódrip campaignsô.  Iôve 

had situations where we started to drip them with postcards, in the same way 

that we treat our past customers and, years later, they came back to us to 



buy, sell, or refer a friend, even though we werenôt involved in either side of 

their original transaction.  I like to refer to them as some of our adopted clients 

who were orphaned by their agents. 

 

G. Dunsten:  
You mentioned drip campaigns.  How often do you contact your clients? 

 

L. Rike:  
Gee, that depends upon our relationship.  Almost everyone hears from us at 

least four times a year with a postcard.  If something happens in their area, 

like a sale or a new listing, we send them a postcard.  Our postcards are 

designed to generate new listings.  We use different postcards for different 

situations and/or targets.  Our primary goal is to remind everyone that we are 

listing and selling properties every week.  We also let them know about 

activities and events that are happening in our area.  When the market is 

running strong, we increase our number of contacts.  Our local past clients 

and current customers get a supply of seasonal return address labels, 

however, to get them, they must stop by our office (face-to-face).  Our new 

listings and price reductions postcards go out weekly, targeted to 

homeowners in those neighborhoods or to out-of-town buyer prospects. 

 

G. Dunsten : 
Who does your postcards? 

 

L. Rike:  
We have a local printer that produces color postcard shells on one side and 

our contact and postal information in black on the other side.  They come 4 

up.  When we get a new listing, we print the information ourselves on the 

back side of the postcard.  In the course of a year, we go through a lot of ink! 

 

G. Dunsten:  
You mentioned calendars.  Tell us about them. 

 

 



L. Rike:  
We mail out a refrigerator magnetic calendar to over 1,000 of our best out-

of-town clients with first-class postage.  In fact, Gee, everything we mail out 

is first-class postage.  Itôs very important to maintain a first-class image in 

everything you do.  We also distribute over two hundred and fifty 8İò x 

11òcalendars.  Because of the cost and popularity, we send out a postcard 

in mid-September asking them to call us to reserve their calendar.  (This is 

another way to get to talk to them directly).  If they are local, we call them 

when the calendars arrive to invite them to stop by our office to pick theirs 

up.  Those brief, face-to-face visits at our office, generate leads that turn into 

transactions every year. 

 

G. Dunsten:  
What do you mail out to any buyer or seller inquiries? 

 

L. Rike:  
As you know, Gee, todayôs prospects have almost always been online doing 

research about whatôs for sale, as well as, our area, so we always ask, ñDo 

you have a large area map?ò  99.9% say, ñActually, we donôt.ò  My response 

is always, ñLet me send you a BIG, very detailed area map to help you locate 

property locations, restaurants, beaches, and more.ò  They love it and it 

instantly starts to create trust and more conversation. 

 

G. Dunsten:  
Linda, how important is your community involvement? 

 

L. Rike:  
I think most agents are actually small business owners.  As a business 

owner, we have a responsibility to help our community grow and prosper.  

Everyone should pick several interests that they feel warm and fuzzy about 

and where they can make a difference by donating some of their time and/or 

money. 

 



About 15 years ago, we became the only sponsor for our Big Rock Blue Marlin 

International Tournament, because it brings a lot of money into our 

community, while, at the same time, raises millions of dollars for our local 

charities.  Itôs a week-long event that brings the entire community together 

for this wonderful cause.  We have a booth, help sell raffle tickets, participate 

in the printing and distribution of over 26,000 tee shirts, and much more.  

Recently, weôve taken an active leadership role in the revitalization of 

downtown Morehead City.  

Most Realtors® are joiners, 

but what your community 

needs is people helping in 

leadership roles.  In todayôs 

market, the consumer 

wants a local advisor, not 

just a tour guide.  The more 

active you are, the more 

youôll learn and know.  Most 

agents donôt realize that 

most out-of-town buyers are 

considering different community options.  We compete against other 

beaches in North Carolina, South Carolina, and Virginia.  The response to 

our Town Advisor Real Estate 

Town Docu-Mentary  has been 

terrific.  When you offer to send 

them a mini movie that youôve 

created about your town, they 

are overwhelmed. 

 

Also, we always take buyers on 

a car tour of our main roads and 

side roads, so we can teach 

them things about our community ï from its history to the best fishing hole, 

http://morehead-city.nc.townadvisor.com/
http://morehead-city.nc.townadvisor.com/

