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Welcome to this month’s edition of UP!,
the digital magazine tailored specifically to
support the broker-owners and managers
in the residential real estate industry. We
sincerely hope that you enjoy it.
Last week I was Gary Keller’s guest at his
team leader meeting. What Gary unveiled
at this meeting was a clear-cut vision of
where the industry is heading. As much as
I like to think I’m pretty up-to-date in what’s
happening in terms of new real estate
technologies, the changes he outlined are
so substantial that how we transact today
will soon seem as antiquated as doing
business before the internet.
Imagine for a moment that all the so-called
“bolt-on” technologies were gone—all
the agent website companies, the CRM
companies, as well as many of the iBuyer
companies and were replaced by a single
platform that handles all these functions
and much more at the brokerage level. This
would include lead generation, lead followup, print and online marketing programs,
transaction management, checking
contracts for compliance, and on-demand

concierge service for contractors and other
service providers all available with a single
voice command.
For example, if you needed a marketing
plan for your listing, the platform would not
only allow you to choose which program
you want, the artificial intelligence (AI)
that powers it, could offer you feedback
on which programs are currently most
effective with other users. For example, if
you selected Program 11 and Program 15
is getting better results and more closings,
you could Launch Program 15 with a
simple voice command “Launch Marketing
Program 15 for Mr. and Mrs. Buyer.”
Once a property is placed under contract,
the agent could launch the transaction
management aspect of the program. The
technology already exists that allows the
platform to scan contracts to make sure
that they’re complete. Title, insurance,
and mortgage could also be launched and
managed through the platform.
These platforms would eliminate many
of the industry’s routine administrative
functions thereby reducing brokerage costs
as well as substantially reducing the size
of agent teams. Furthermore, the platform
would be individualized to you as an agent
and customized to fit the needs of each
person in your contact database. Keller
likened this to “your experience” on Netflix
or to the customization on Amazon based
upon your past viewing and shopping
behaviors.

Once the transaction closes, the platform
would continue to keep the agent in front
of their past clients with notifications of
when their HVAC needs servicing, when
they should be looking at replacing their
roof or hot water heater, and notifying
them when an interest rate drop could
result in long-term savings for them by
doing a refinance.
The bottom line is that agents will be able
to provide a better customer experience
as well as closing in just a few days. Best of
all, what if all these services were included
in the brokers’ fees and the agents would
no longer be “$29.95ed” to death and no
longer had to deal with technologies that
don’t work together?
Sound like pipe dream? It’s not—almost
all of these functions are already available.
Now it’s merely a race as to who gets there
first to provide these suites of services in
one place.
What I saw at KW shows that they are well
on the road to implementing everything
described above. It will be interesting to
see how this plays out, how the industry
responds, and who is left standing at the
end of the day when this next wave of
change becomes reality.
Have a great month!

Bernice

What’s Trending Now
I cannot remember a more contentious time than what we’re
seeing right now in the real estate industry. Everyone seems
to be locked in battle with each other with no winners on the
horizon. Other notable trends include the continue squeeze
on brokerage margins, more inventory and lower interest
rates which means this spring may be one of the best times
to buy in many years, as well as the industry’s continued
misplaced infatuation with the iBuyer model. Here’s what’s
trending now.

Litigation Update
Moerhl
In April, a copycat lawsuit was filed in Illinois that is almost
a verbatim copy of the Moerhl litigation that seeks to end
commission sharing among brokers on the MLS. (https://www.
housingwire.com/articles/48832-nar-slapped-with-secondclass-action-lawsuit-to-end-buyer-broker-compensation). If
either of these lawsuits were to succeed, it could put an end
to the MLS and create a situation where brokers can only sell
their own listings. There’s a big fat problem for these plaintiffs,
however, and it’s courtesy of the Veteran’s Administration. I’ve
included one of my Inman articles that outlines the issues.
What’s fascinating, is that there is another very strong
movement that is trying to end dual agency. These two
movements cannot exist in practice side-by-side. Unless
both these suits are thrown out on a motion to dismiss, the
industry could be in this for the long haul.
Zillow vs. Compass
In April, Zillow also sued Compass. Brad Inman described the
Zillow vs. Compass dustup in the following way:
NAR, Upstream and disgruntled broker owners are yester-

day’s problems. Under Rich Barton, Zillow is removing itself
from tired industry politics. The prize just got bigger.
Zillow has now turned its sights on Opendoor, Redfin, and
Compass. Barton is obsessed with being the winner in a different game with a new cast of characters. The emerging real estate tech titans — ZORC — who are racing to make the home
buying and selling experience better for the consumer.
Time to Have Your Agents Stop Using Auto-dialers?
This month there was also was a lawsuit filed against Coldwell
Banker for alleged violations of the Do Not Call laws by agents
using auto-dialers. If any of your agents are prospecting using
this technology, make sure they are adhering 100 percent to the
Do-Not-Call laws.

Brokerage Margins Continue to Be Squeezed
Real Trends just posted that brokerage margins have continued
to shrink. Specifically,
•

Gross margins for all brokerage firms have declined from 22
percent five years ago to less than 15 percent at the end of
2018.

•

Net margins for all brokerage firms have declined from 4.3 percent to 3.5 percent over the same period.

Market Slowdown Continues as Price
Increases Forge Ahead
When markets are shifting, prices may continue to increase even
though the inventory is increasing which can signal a downturn
ahead. This lag can be as much as 6-12 months.
According to NAR, existing home sales slid 4.9 percent in March,
with sales down 5.4 percent from 2018 (5.21 million in March
2019 vs. 5.51 million in March 2018).
The median existing-home price for all housing types in March
was $259,400, up 3.8% from March 2018 ($249,800). March’s
price increase marks the 85th straight month of year-over-year
gains.
Total housing inventory at the end of March increased to 1.68
million, up from 1.63 million existing homes available for
sale in February and a 2.4% increase from 1.64 million a year
ago. Unsold inventory is at a 3.9-month supply at the current
sales pace, up from 3.6 months in February and up from 3.6
months in March 2018.
Properties remained on the market for an average of 36 days
in March, down from 44 days in February but up from 30 days
a year ago. Forty-seven percent of homes sold in March were
on the market for less than a month.

iBuyers—The Current Industry Darling
Last month 150 of the industry’s top leaders gathered in Palm
Springs to discuss where the industry is heading and solutions
for the challenges ahead. During the final session, I was shocked
to find that the majority of the group thought that as much as
30-60 percent of all transactions would be iBuyers in five years.
This makes no sense whatsoever, since only a small fraction of
all current iBuyer offers ever close.

The cost of doing an iBuyer transaction is substantially higher
than doing a traditional transaction. Very few people are willing
to trade thousands of dollars for the convenience of having a
fast sale.
Furthermore, there are new shared ownership models that are
emerging that may totally upend a large proportion of iBuyer
sales. Stay tuned on this one—news on some of these models
should be forthcoming sometime soon.

Grow Your Leadership Skills

Reducing Lag Time
by Byron Van Arsdale, Co-owner, Head Coach, RealEstateCoach.com
When you experience a major change
in your life, it’s like having jet lag. Jet lag
occurs when you’re in a new time zone,
but your body is still operating as if it still
is in your home time zone.
When you experience significant changes
in your life, some aspects of your life
will adapt more quickly than others. The
concept of lag helps us to understand why
adjusting to change can often be chaotic.
Lag is neither good nor bad. Being aware
of how lag can impact the changes you
experience will help you to navigate the
changes in your life more easily. With
most personal growth, the length and
impact of lag diminishes over time. In
some cases, however, especially in “high
growth spurts,” people will see the “new”
you much sooner than you experience it
internally.
For example, after two years of coaching
clients, my coaching skills had improved
faster than my internal perception of
those skills. Potential clients experienced
a lack of congruency when talking with
me – how I saw myself was not the same
as how they experienced me (I talked as if
I was less experienced yet demonstrated
a much higher ability). It took another

two years for me to get my own ability
to coach. Once I became congruent,
marketing my coaching practice became
easy.
How to Recognize When Lag is
Operating in Your Life
How can you tell when lag is operating in
your life? A key sign is that your internal
experience does not match up with
how others experience you externally.
Second, if you consistently hear the same
comments from different people and you
feel like their comments don't fit, there's
a good chance you're experiencing lag.
Third, look at the areas where the external
remarks don't fit your internal feeling. Are
you in the midst of making a change? Are
you under stress? What are others saying
about what's different with you? These
steps can help you identify the "lag."
Strategies to Shorten Lag during
Personal Growth
Are you interested in shortening the lag in
your personal growth? If so, here are ten
ways to do it.
1. Hire an experienced coach
A capable coach can help you to clearly
identify your strengths as well as providing you with unconditional support.

It is amazing how fast you can grow
with support, focus, and clarity. As
an outside observer, your coach will
be able to help you spot things much
faster.
2. Plan for lag
If you are planning on making a major change (getting married, changing
jobs, moving, etc.) or if find yourself in
a major change you didn’t expect (divorce, death of family member, etc.)
immediately reduce your current commitments and stop taking on any new
commitments. Make deliberate choices
about how and where you spend your
energy. Focus on what matters most
and avoid being reactive about previous commitments. In most cases, it will
make little difference if you let them
go.
3. Make ONE major change at a time
Changes always have consequences.
A small yet pivotal change can have as
much impact as a major change. Working on one major change at a time will
allow you to keep a better balance in
other parts of your life.
4. Put your life in order prior to
making a major change
Change often creates chaos. To reduce
the impact of this chaos, do your best
to start from a balanced place where
you have adequate amounts of sleep,
are eating well, and have your finances
and other aspects of your life in order.

5. What has worked in the past?
Each of us has gone through numerous
changes in the past. Look back on your
life and see what supported you during
those times and what didn’t. Find ways
to minimize what didn’t work for you and
seek support when you need help working through what hasn’t worked in the
past.
6. Stop fighting lag
One of the best strategies is to actually
enjoy the lag. How? Start by acknowledging that lag is a natural state. Rather than
trying to motivate yourself into action by
telling yourself all the things you “should”
be doing, take a more reflective approach
and observe what is happening to you. It
has often been said that if you don’t learn
a lesson the first time, you’ll be provided
ample opportunity to experience it again
and again until you do learn it.
7. Stay focused on YOUR lag and not on
what others are experiencing
It’s tempting to try to shorten your lag
time by paying attention to the lives of
your friends, co-workers, etc. This not
only hurts friendships; it lengthens your
own lag. Keep in mind, that unless someone asks for your support, it’s not your
job to fix their problem. If they do ask for
help, ask the person making the request
to define what it is they need from you.
8. Make major changes that are in
alignment with your values, not your
needs or wants
People often make short terms changes
without thinking about the long-term
consequences. For example, something

as simple as drinking and driving or hastily changing jobs can have profound longterm effects. Make sure that the actions
you take are in alignment with your core
values.
9. Take a break from personal growth
I don’t mean binge on ice cream or your
favorite adult beverage. Instead, allow
yourself time off from growth. Growth
takes energy and the larger the change is
that you’re trying to achieve, the more energy you’ll need to successfully complete
the change. Give yourself a break and
enjoy coasting for a change.
10. Seek those who will support your 		
growth

Support is an essential part of making
major changes and the right support
group can create synergy to help speed
up everyone’s growth. Again, a coach is
a wise choice even when working with a
group. It’s good to have people around
you who are not “in it” and can give you
straight and honest feedback.
Of course, if you choose not to do any
personal growth, lag won’t be an issue…it
will be a way of life. Remember, the process
of personal growth gets easier over time and
can actually be enjoyable, even if it doesn’t
seem that way when you start.

Spotlight

A Different Take on Leadership
by Bernice Ross
Whether you’re a brokerage, agent led
team, or an individual agent, you probably
have never given any thought to two key,
but virtually invisible, components of
leadership—what is required to create a
space where success can occur and the
“glue” that it takes to hold it all together.
After attending Real Estate Disconnect a
few weeks ago, I have been reflecting on
the issues related to real estate leadership.
There are so many different models. For
example, Amazon’s 14 Leadership Principles
as well as The Military’s 11 Leadership
Principles that dates back to 1948.
What virtually all books, articles, and
seminars on leadership address is the
“how to,” and the “who you need to be.”
There is no discussion, however, about a
third component that is vital to leadership:
creating the “space” where leadership can
occur in the first place.
Creating the Space for Leadership to
Occur
When you attend a conference, you’re
aware of the speakers, the quality of their
presentations, whether or not the meeting
room is comfortable, and how well the
sound and other systems are working.

Have you ever given any thought, however,
to what goes into the process to allow the
meeting to take place in the first place?
Associations and companies who hold
major events spend tremendous amounts
of time coordinating the hundreds of details
that are required to conduct a successful
conference. This includes identifying, vetting,
and prepping moderators and speakers; all
the details about the stage, video, and AV;
badges, food and drinks for events; and any
excursions or activities outside the main
conference meetings.
In terms of who is “holding the space” for
the conference to occur it’s the staff, the
AV people, the meeting planners—all the
people who are invisible, but who ultimately
are responsible for holding the space for the
meeting, conversations, connections, and
networking to occur.
Creating the Agent Team “Space”
To illustrate a slightly different notion of
“space,” consider how the team model
of real estate evolved beginning with
Gary Keller’s Millionaire Real Estate Agent.
The book outlined the steps required to
become a “seventh-level business owner”
by developing an agent team. They then
created an environment (space) that was
user-friendly to teams, had specific systems
to follow in creating a team, trained their

agents on those tools and systems, and
encouraged agents to co-brand their team
on equal footing with the KW brand. In other
words, they created a space where teams
could thrive.
By the same token, the brokerage creates
a space, a container if you will, that also
enables its agents to conduct transactions.
This includes staff, maintenance of the
physical office, the regulatory requirements
the brokerage must follow, the technology
systems, the company website, plus
whatever other services the brokerage
provides. Without the brokerage, agents
lacking a broker’s license would be unable to
conduct transactions.
Creating Brokerage Culture
When it comes to brokerage leadership,
culture is key. But how does a broker create
culture? One critical component is how the

leader sets up the space, i.e., is it collaborative
or competitive, revenue-focused or clientfocused, does it have a flat or a hierarchal
organization, etc.? Other aspects include the
types of people the leader hires to fill that
space as well as the policies, procedures, and
the systems that allow the brokerage and the
people within the space to function in it.
Leaders Need Space but They Also Need “Glue”
While the “space” issues are visible, the “glue,”
i.e., what holds everything together, is invisible
and normally goes unnoticed until something
goes wrong. For example, agents are often the
glue that keeps feuding buyers and sellers in
the deal when both parties are demanding to
cancel.
In terms of brokerage leadership, the unsung
heroes and heroines are often the leader’s
“right hand” person whose responsibility is
to keep everything together and running
smoothly. They organize the leader’s life, serve
as gatekeepers, free the leader up from the
details that would pull them off focus, and help
the leader stay on track when they’re in danger
of running off the rails.
Other parts of the “glue” include the staff
member who can always be counted on to go
the extra mile when an agent needs a quick
turnaround on a project, the agents who
support each other by providing opinions of
value, or the person who always bakes a cake
for the monthly office birthday party.
This “glue” leads to trust and can even result
in what many brokers and agents call “their
business family.”

research was that agents want to know that
their broker “has their back.” Furthermore,
many agents enjoy being part of a business
family that works together, plays together, and
contributes to their community.
Important Questions for Your Business
• What is the nature of the space in your
brokerage? Is it the right fit for you?

• Who holds “space” for you so that you can
be better in your role, regardless if you are
One of the most important takeaways from the
an agent, manager, team lead, or broker.
California Association of Realtors WomanUP!

• Which individuals are the “glue” in your
business and personal life—i.e., the ones
you can really count on, no matter what.
When you identify who is holding space for you
and /or are providing the glue in your business
or personal life, take the time to express your
thanks for how they make your life and your
business better.

Podcast of the Month
How to Become a 100
Transaction Producer
This month we are pleased to welcome Joanna Obadashian, the team leader for Keller
Williams in Fresno, CA. Joanna joins us this
week with the exact steps she took to help
her agents (and those from some other companies as well) to become 100-transaction
producers per year. Here’s what Joanna will
be covering:
• Why you need not only a to-do list, but a
not-to-do list.
• How to make your first two hires for your
support team including what should be on
each job description.
• The difference between an Executive Assistant and a Transaction Coordinator—who
does what.
• Commitment to Excellence Tracker—the
secret sauce of 100 transaction producers.
• How to identify where the best return on
your investment will be for your business.

Listen Now!

Who Really Pays the Commission?
From Our Publication RealClues
For years the debate has raged as to
whether the seller is the one who really
pays the commission or is it the buyer
because the commission is embedded in the
purchase price? The so-called “bombshell
Moerhl lawsuit” is a frontal assault on how
commissions are shared on the MLS that
forces the industry to face this question head
on.
The debate as to who pays the commission
turned up at the final session of Real Estate
Disconnect, where one attendee made an
impassioned argument that it is the buyers
who actually pay the commission because it’s
embedded in the purchase price.
This argument is wrong for a variety of
reasons.
What the Tax Laws Say
For all intents and purposes, the tax laws
have codified that the sellers, not the buyers,
are the ones who pay the commission. The
closing statement clearly states how much
commission the seller paid. This amount is
deductible on the seller’s tax returns, not only
at the federal level, but in many states as well.
The one exception to this rule occurs when
the buyers sign an exclusive buyer’s agent
contract that provides that their agent will
be paid a certain commission amount.
Nevertheless, even when a buyer’s exclusive

contract is in place, many times the buyer’s
agent only charges the buyer when there is a
shortfall (e.g., the buyers agreed to pay their
agent three percent and the MLS amount to
the buyer’s agent was 2.5 percent.)
To be able to deduct a commission on your
tax returns requires that you can identify a
specific amount you paid and that you can
document that amount. Without an exclusive
buyer’s agent contract in place, how exactly
would you quantify the amount?
That’s not the only issue:
• If the buyers are indeed responsible for
the commission, exactly when is that
commission “paid?” It can’t be when the
deal closes, because the buyers haven’t
made any payments yet.
• One could argue that the commission could
come out of the buyer’s down payment,
but that could negatively impact the buyer.
For example, assuming the buyer put
20 percent down, if they paid part of the
commission out of that amount, it would
reduce the amount of their down payment.
The result would be that they’re stuck
paying PMI (private mortgage insurance),
which is an expensive proposition that
buyers typically try to avoid.
• A different approach would be to pro-rate
the buyer’s “commission,” but how would
the prorations work?

Assuming a 30-year fixed rate mortgage
for $250,000, the amount to pro-rated
would be $7,500 or $20.83 per month. If
the amount were added to the loan and
pro-rated over the life of a 30-year loan at
4.0 percent fixed, that amount would be
$35.81 per month, but how would that be
accounted for on the person’s tax returns?
• How would buyer rebates and agent
contributions to the cost of sale be
documented and what changes would
have to be made the TRID requirements to
handle these changes?
It’s easy to see how this process is fraught
with problems. The primary issue is that no
one can accurately state exactly how the
buyer “pays” in commission, because there
is no agreed upon procedure for calculating
the amount. Even if there were a procedure,
documentation in terms of the loan, the
closing process, and the reporting for tax
purposes would be a nightmare.
The Landmine that Can Blow Up the
Moerhl “Bombshell” Lawsuit
In a recent article I outlined serious issues that
exist within the Moerhl complaint.
There’s a landmine in front of the plaintiffs
and the Veteran’s Administration is the entity
that put it there.
The Veteran’s administration clearly states
that a VA borrower cannot pay a real estate

agent fee or a broker fee in connection with a
VA mortgage. The VA’s Lender Handbook sets
the guidelines for both broker and agent fees
in Chapter Eight, Section Three:
Fees or commissions charged by a real
estate agent or broker in connection with a
VA loan may not be charged to or paid by
the veteran-purchaser.
Veterans, of course, can use a broker or
agent’s services, but the rule again emphasizes
that the veteran cannot pay a commission to
any agent or broker.
While use of "buyer" brokers is not precluded, veteran-purchasers may not, under
any circumstances, be charged a brokerage
fee or commission in connection with the
services of such individuals. Since information on property available for purchase
and financing options is widely available
to the public from a variety of sources, VA
does not believe that preventing the veteran from paying buyer-broker fees will harm
the veteran.
Even if the plaintiff were to prevail, there are
a number of problems for the decision in
Moerhl that could block its implementation:
• How would buyer’s brokers be
compensated for representing VA buyers
if they are prohibited from collecting a
commission?
• Veterans are a “protected class.” Any
scheme that attempted to change the
current situation would run afoul not only
of the “protected class” laws, but probably
the Fair Housing laws as well.

• The biggest challenge to the plaintiffs in
Moerhl is contained in this statement:
Since information on property available for
purchase and financing options is widely
available to the public from a variety of
sources, the VA does not believe that preventing the veteran from paying buyer-broker fees will harm the veteran.
If the Moerhl litigation were to succeed, the
commission sharing on the MLS would most
likely end.
The result would be what we see other places
in the world where there are no Exclusive
Right to Sell Agreements and no MLS: we
would be reduced to going from brokerage to

brokerage trying to see the properties available
in our price range rather than being able to
view them with a single buyer’s agent or view
them online through portals such as Realtor.
com, Trulia, and Zillow.
Ultimately, the buyers determine how much
they will pay for a property based upon the
market conditions, regardless of whether it’s
listed with a commission on the MLS or without
a commission as a FSBO. The bottom line
is that the sellers pay the commission, both
in terms of the final closing statement and
certainly in terms of the tax code.
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Agent Coaching Guide
The Fine Art of Saying No
by Joeann Fossland, Chief Evolution Officer, Advantage Solutions		
It’s 2019 and unlike the 1990’s, there are no badges of honor
for working 12 hour days or 60-hour weeks. We each have 168
hours to each week the same as Bill Gates or Oprah! Are you
using those hours to their highest and best use? The simple act
of saying “NO” can often help you to buy you back much of the
time you lose each month.
People pleasers often struggle to keep everyone happy. This
often means they fail to complete their high priority items
because they are wasting time with lower priority time drainers.
If you want to strengthen your “No” muscle, you will need
strategies to help you elegantly deflect these low-priority
requests.
When you learn how achieve this goal, the results are almost
like magic: you will dramatically improve your bottom line while
also having more time for yourself.

Five No’s You Should be Using

time. The stronger that belief is, the more evidence you will
unconsciously acquire to prove it right.
Benefit:
By opening time in your calendar, you will have more time to
focus on the important people and activities. You will accomplish
what matters each most daily without working long hours.
2. The Training-Those-Who-Work-for-You “No” ( better
known as setting boundaries!)
What it is:
Do you jump in to help and give the answer each time someone
has a problem or asks for help? Is your door always open?
People will use your time as liberally as you allow them to.
Benefit:
Train others by telling them how you work and when you are
available. Let them know if they have a problem or complaint,
they should come with solutions and not expect you to fix every
little thing. When others realize that you are going to ask them
for the solution, they will begin to think things through before
dumping their problems in your lap. The more they do this, the
more they will grow their own abilities and self-confidence. Not
answering calls at night or being available the whole workday
often helps others to learn how to solve their own problems.

1. The Space-In-Your-Calendar “No”

3. The Unreasonable-or-High-Maintenance-People “No”

What it is:
Just because you are free, you should not (I repeat…NOT) accept
a request for an appointment just because there’s room for it.
Ideally, your calendar should have 20-30 percent white space for
unexpected opportunities or urgent issues. Otherwise, if your
calendar is full, those unplanned situations will only extend your
workday. It also reinforces the belief that there just isn’t enough

What it is:
If you’re like most people, 20 percent of the people you manage
or clients you have will take 80 percent of your time if you
let them. This circles back to the previous “No.” Once you set
boundaries with people, they will realize they can’t run their
neediness with you and have any success. Remember: Jerks are
not a protected class!

Benefit:
Ah…how much better it feels to not have negative energy in your
space! Letting go of the high-maintenance people (who are not
usually the most profitable) opens the space to concentrate on
the nice, profitable people. You do not have to accept clients or
agents who are energy drainers. There are plenty of good ones
who will help you build a great life and business.
4. The Unreasonable-Requests “No”
What it is:
In an effort to be liked, we will often say “Yes,” to an
unreasonable request. Making exceptions to policies or cutting
commissions are areas where a simple “No” is the best answer.
For instance, when someone asks you to reduce your
commission a simple “No” is all you really need to say.
Sometimes, this is a sign the other person doesn’t value or
respect you. Often, we project all the awful things that could
happen if we turn down their request. In many cases, they are
merely fishing to see what they can get.
Benefit:
You only get treated as well as you believe you deserve. Don’t let
others undercut your value.
5. The Long-Hours “No”
What it is:
You will never, ever, never get it ALL done! You are going to
die with mail in your inbox. Deciding each day what you are
NOT going to do can be liberating and energy creating. Each
unfinished item drains a little bit of energy. When you reduce
the number of items you try to stuff into the day, you can end
the day with a sense of accomplishment. If you prioritize and
set boundaries, you will end many more days by accomplishing
everything that you set out to achieve.

Benefit:
Deadlines bring urgency to getting things done. Create your
perfect week schedule that includes the hours you will work, the
hours that are family or personal and the white space. Maybe
there are evenings or weekend days that you need to work.
Then, just make sure to give yourself back those hours during
the week. Schedule exercise or self-care or even a nap! There is
research that validates getting a massage on a regular basis can
actually make your more productive!
Studies have shown, the longer you work beyond 40-hours a
week, the less productive you are. In essence, when you work
longer hours, your effectiveness decreases. Time-blocking and
adhering to a shortened workday will force you to get things
done. Then you can go home and be present with your family
without pulling the work into the rest of your day.
So, live by this mantra: “Just because you can, doesn’t mean you
should.” Just say NO!

Office Meeting in a Box
Having trouble coming up with a timely topic for this week’s office meeting?
If so, here are our Office-Meeting-in-a Box topics for this month.
Week of May 5, 2019
The Key to Social Media Success:
Share, Share, and Share Again
Have you ever noticed the one thing that virtually every social
media platform has in common? It’s the share button! Sharing is
the foundation upon which social networking is based as well as
the key to building a successful real estate business. Today we’re
going to discuss methods to build trust with your shares while
also building your business at the same time.
1. Discuss: Brian Brett, the Managing Director of the New York
Times Customer Research group, did an interesting study on
the psychology of sharing. His insights provide important
clues for how to build your business using social media. He
discovered there are five key reasons that people share.
Three of these reasons are the way real estate business has
been conducted offline for decades. In the past, the goal was
to spread your marketing messages as widely as possible
via print and other broadcast media. The more people you
reached, the greater your rate of return would be.
2. Group discussion: Have you ever seen an agent win an
award, and then they send a postcard marketing campaign
to their farm, post on their blog and website, as well as in a
press release to their local newspaper sharing that news? Do
you think that is an effective approach? If so, why or why not?
3. Explain: According to Brian Brett, this type of sharing is
based upon satisfying our needs for recognition and is at the
heart of the old style of marketing. In other words, it’s about
meeting your needs rather than those of your potential
customers.

4. Group discussion: Suppose that you are marketing yourself
as the real estate expert who helps homeowners save
money on their property taxes. That’s a good thing, right?
You feel good when you help people save money and
you also enjoy the credit you receive in the community as
someone who cares about helping others. Do you see any
potential problems with this approach and if so, what are
they?
5.

Explain: This is an example of sharing for self-fulfillment
and getting enjoyment for receiving credit. But again, these
actions are based upon satisfying the agent’s needs for selffulfillment—not helping the client.

6. Ask: With a show of hands: “Have you ever shared
something on social media that was advocating for a cause
you believe in?”
7. Explain: While promoting a favorite charity or organization
seems like a worthy thing to do, the focus is upon the
causes that matter to the agent rather that what matters
to the client. The key point to note is that the sharing process
yields the best results when you make the shift from sharing
what is important to you to sharing what matters to others.
The approach that works best today is called “Give-to-Get
Marketing.”
8. Group discussion: Why do you think that seeking out what
matters to others makes a difference in social media? How
does finding ways to help someone satisfy their needs make
a difference in your online presence?

relationship becomes. What other ideas to you have about
the types of things you can share that will continue to build
trust with your clients and sphere of influence?
End the meeting with this thought: When it comes to the
social media, a better approach is to follow the 95-5 Rule.
95 percent of what you share is about helping others or
commenting on what they have said. Only five percent of your
posts should be about you and your needs. Consider this quote
by Anthony J. D’Angelo, and let this inspire your social media
posting for the next month: “Build your reputation by helping
other people build theirs.”
Week of May 12, 2019
Would You Hire This Agent?
9. Explain: This becomes the basis for building trust and
creating a relationship that can lead to doing transactions.
10. Ask: As an example, have you ever met someone who is
an avid gardener who loves to cook, and you found a really
interesting article about using locally grown produce that
you shared with that person? What happened with your
engagement with this person when you shared something
personal and of interest to them?
11. Explain: This is an example of how we share because we
enjoy bringing valuable or entertaining content to others.
This concept forms the foundation upon which Give-toGet-Marketing works. In the social media space, most
relationships grow based upon how much you engage with
others, not how many ads you post for your various listings.
12. Group discussion: Once you acquire a new friend on
Facebook or make a connection with a potential client,
sharing becomes a way of strengthening your relationship.
In fact, the more you share with each other, the stronger the

How often have you opened your mailbox to find a personal
marketing brochure from an agent that was an extraordinary
example of the “Me-me-me” show? If you were thinking about
selling your home, would you hire this person to represent you?
Today we’re going to discuss why the “Me-me-me” approach
doesn’t work, and how to make your print marketing program
more effective!
1. Ask: What is wrong with this marketing message: “I just
wanted to take a moment to say how much I value you. Building
relationships is what gives me the greatest satisfaction in my
career. I have enclosed a personal brochure about me and my
business philosophy. I hope that you will take a few moments to
read it. I want you to feel comfortable calling me if you have any
real estate questions. (signed) Your Realtor.”
2. Explain: This marketing copy is all about the agent, and in
case you weren’t counting, there are 11 references to “I,”
“me,” or “my.” This is referred to as vanity marketing, and it
focuses on the agent rather than the person receiving your
marketing piece. If your marketing looks like this, you are not
only wasting your money, your marketing piece (and you by

extension) will end up in the trash. Also, signing a letter or
marketing piece with “Your Realtor” assumes a relationship
where none exists.
3. Group discussion: What are some other examples of vanity
marketing that you’ve seen?
4. Discuss: Several years ago, Steve Kantor surveyed 1,000
homeowners about the types of marketing materials that
they received as well as their responses to those marketing
materials. Their comments illustrate how poorly the “Meme-me” type of marketing material is received. Regarding
postcards with pictures some of the comments were,
“I’m also really turned off by cards and brochures that feature
your spouse, kids, church affiliations, etc.”
The most critical observation from one seller was:
“Why do these agents always put their pictures on their post
cards—who do they think they are—movie stars?”
5. Ask: If consumers don’t like seeing your photo on your
marketing materials, what do you think you should use
instead?
6. Explain: A number of studies including research from SHR,
one of the major brand management firms in the country,
have repeatedly found that people are more likely to contact
you for a special report or some other service if you include
your website or a QR code. The moment agents ad their
picture to the marketing piece, however, the consumer
response drops to nearly zero.
7. Group discussion: What language can you use in your
marketing to avoid “Me-me-me” marketing?
8. Explain: Regardless of whether you’re writing a copy for a
newspaper ad, a brochure, a postcard, or the web, shift from

using “I” language to using “you” language. In other words,
make it about your recipient rather than about you.
9. Ask: What kind of photographs are well-received on
marketing materials?
10. Explain: If you are going to use pictures on your marketing
pieces, focus on illustrating the lifestyle in the area. If you
can include pictures of past clients or of someone other than
yourself enjoying the lifestyle in your market area, you will
have a much more powerful marketing piece.
11. Ask: Can you think of ways to provide a solution to your
recipients’ problems in your marketing?
12. Explain: Information that assists the homeowner in some
way is one of the best ways to market your services. A smart
strategy is to link your marketing to events that happen at
various times of year. For example, you may do a marketing
piece with a checklist on how to winterize your home if you
live in a cold climate. If you live where it’s hot, you may want

to recommend some suggestions for lowering your electric
bills including having air conditioning units serviced regularly.
13. Group discussion: What are some unique ways you can
market to your farm area or community?
14. Explain: Too often real estate agents use the same templates
as every other real estate agent. Look for what is interesting
and different that will make the person who receives your
marketing pieces take notice. Be unique and have fun!
End the meeting with this thought: If you haven’t done so
already, review your current marketing materials and dump the
“me-me-me” language. Tailor your marketing messages with
“you” messages, and make the focus about your recipient and
how you can provide solutions to their problems. I think you will
be pleasantly surprised at the results!
Week of May 19, 2019
Expired Listings: Turning Failure into Success
Why do listings expire? Normally it’s because they are
overpriced. Learning to prospect this important part of the
market can keep your business running strong for years to
come. Today we’re going to look at some tips for working with
expired listings.
1. Ask: With a show of hands, how many of you have ever coldcalled or knocked on the door of an expired listing? If so,
what happened?
2. Ask: How many of you would be willing to prospect for
expired listings if you didn’t have to go to their door or cold
call them?
3. Explain: Laura Duggan, the broker owner of West Austin
Properties as well as the founder of
MailYourselfARaiseIn30Days.com, does a major portion of

her business from prospecting owners of expired listings—
but she hates to cold call. She has designed a very effective
system for prospecting owners of expired listings contacting
them every three days using snail mail.
4. Group discussion: Why do you think using a snail mail
marketing system is effective with expired listings?
5. Discuss: Duggan cites these reasons: 1) You can target
exactly the listings you want and that fit your style of
marketing, 2) The sellers have already identified themselves
as wanting to sell in today’s market, 3) You avoid sending
costly direct mail to strangers who aren’t interested in
selling now. Instead your expired direct mailing program is
both highly targeted and strategic, 4) You can delegate the
management of this program to an assistant. Additionally,
she says that each expired listing that she converts normally
generates an additional 3-5 sales for her team.

6. Ask: How do you find the contact information for an expired
listing?
7. Explain: Duggan uses the expired listing service from
TheRedX.com, specifically searching for the expired listings
where one or more of the owners is on the Do Not Call List.
She lets the agents who like cold-calling and door-knocking
compete for the listings that are not on that list.

to sell the property, there is often a seller-related issue
that is blocking the sale.
10. Group discussion: What do you do if your expired listing
prospect refuses to make the necessary changes to sell their
home?

8. Group discussion: Do you have any specific criteria you use
when you are prospecting for an expired listing? If so, what
are they?

11. Explain: For Duggan, getting the sellers’ permission to
tell the truth about what they will have to do to sell their
property is paramount. As she puts it, “You don’t live in a
house the way you sell it.” If the sellers are unwilling to make
the changes she suggests, she walks away from the listing.

9. Explain: Duggan has five criteria that she uses to decide
whether an expired listing is really worth going after or not.

12. Group discussion: What are some other things that you can
do to help that expired listing get sold?

• The first of her criteria is location—she prefers high
visibility homes in areas where there is high activity.
• Her second requirement is the property’s condition. She
carefully reviews the MLS photos to discover the age and
condition of the property as well as whether it is wellsuited to the buyers who are purchasing in that area.
• Third, she looks at how the property was previously
marketed. For example, did the agent hire an architectural
photographer who could show the house to the best
possible advantage?
• Fourth, she wants to avoid taking an overpriced listing. In
order to do this, she does an extensive statistical analysis
to show the owners exactly where the property should
sell. If the sellers cling to the old price, Duggan passes on
the listing.
• Finally, she evaluates who was the previous listing agent. If
the previous listing agent was a strong, competent agent,
Duggan usually passes on the listing. If a top agent failed

13. Explain: Let’s face it, when there is plenty of inventory
agents are going to show the properties that are easiest
to show first. Duggan says that if there is an issue with the
door sticking or with the lock being hard to operate, fix it.
Don’t require the agents to make an appointment with the
listing agent to show the property. Furthermore, get rid of
the big security sign out front and leave the security system
off. Agents are reluctant to deal with security systems.
Furthermore, it also sends a non-verbal message to the
buyer that the area may not be safe.
End the meeting with this thought: What makes Duggan’s
approach so effective is her careful targeting plus her clear-cut
standards about pricing and staging. If you haven’t considered
working with expired listings, review Duggan’s approach, and
fine-tune your marketing for expired listings. There’s no better
time than now.

1. Ask: With a show of hands, have you ever had a gut feeling
that you shouldn’t work with a particular client and then,
against your better judgment, you decided to work with the
client and it turned out to be a disaster?
2. Explain: Clients who are a poor fit for your business are
perhaps the single biggest source of aggravation in our
business. Ira Serkes (www.BerkeleyHomes.com) had an
interesting situation facing him several years ago. He once
wanted to be the #1 Agent in Berkeley. He had always been
in the top ten, but never #1.
One day he came to the realization that he would rather be
the “The Happiest Agent in Berkeley.” For Serkes, that meant
referring out leads he and his wife could not handle rather
than building a team. The question for Serkes was how to
determine which leads were best suited for his business and
which ones should be referred to other agents.
3. Group discussion: Do you have any criteria in place about
the kinds of clients you want to work with?
4. Discuss: Ira’s first criteria was based on his motto: “We
specialize in helping nice folks sell and buy wonderful homes
in Berkeley and nearby communities.” If the clients weren’t
pleasant or fun to work with, he would refer them to another
agent. After carefully evaluating his business, he decided to
focus on clients who were buying or selling a home within
15 minutes of his home. They also had to meet specific price
range and down payment criteria. If the client didn’t meet
these criteria, they were referred to another agent.
Week of May 26, 2019
How to Exercise Your Walk-Away Power
Do you consciously ask yourself before you start working with
a client, “Is this person a good fit for my business?” Today we’re
going to look at how creating standards for your business can
improve your production while reducing your stress as well.

5. Ask: Do you feel you would lose too much business if you
used an approach like the one Ira Serkes uses?
6. Explain: After the first year of using this approach, Serkes
netted $60,000 in referral fees. If he had established a team,
he would have had the supervisory and training headaches,
much higher overhead, more liability, and more stress. Even

better, since Serkes made that decision, he and his wife
Carol have represented more buyers and sellers in their
neighborhood than any other agent. Clearly, the referral
model was a good choice for him.

and industrial to agents who specialize in these areas.
You’re better off receiving a referral fee as opposed to
getting nothing at all or providing your clients with poor
representation.

7. Group discussion: What strategies have you used to “walk
away” from a prospect that was a bad fit for you?

12. Ask: Have you ever referred a close friend or family member
to another agent? If so, why?

8. Explain: The very first strategy to use is to ALWAYS listen to
your intuition! While you may need the money, if your gut
feeling tells you something is off—listen to it!

13. Explain: The problem with dealing with people you know is
that if there is an issue, it can destroy friendships and create
feuds within families. Also, many people don’t want friends
or family members to know about their personal financial
situation. They would rather work with a stranger and keep
peace in the family.

9. Group discussion: Being involved in a lawsuit is a headache
everyone wants to avoid. If you see a lot of similarities
between certain types of clients, properties or areas that
result in a lot of lawsuits, walk away!
10. Group discussion: How do you feel about accepting a client
who wants you to find a property outside of your normal
geographic area? Or what about the client that has a home
outside of your normal area of expertise? What are some of
the consequences of working with that type of client?
11. Explain: It can take a tremendous amount of time driving
and looking at properties that are outside of your normal
area. You won’t be as familiar with the community and may
not be able to quickly locate the type of property your client
wants.
For example, if you normally work with first-time buyers and
have a lead for a million-dollar estate, you may not know
how to price that property correctly. You may also not be
prepared for dealing with the attorneys, personal bankers,
and business managers who generally negotiate these
types of deals on their clients’ behalf. The same is true for
short sales, REOs, HUD properties, and clients who need
a VA loan. Furthermore, if your experience is exclusively
with residential, refer leads for commercial, residential
income of five or more units, business opportunities, land,

14. Group discussion: If you have a prospect you don’t want
to work with, what do you say to make that referral without
making the client upset?
15. Explain: No one ever wants to be “referred out.” That
expression sounds as if you’re throwing them in the trash. A
better approach is to say the following, “Mr. and Mrs. Seller, I
would like to introduce you to the agent who I feel is the best
qualified real estate professional to represent you on your
real estate sale.”
End the meeting with this thought: If you haven’t already
done so, make a list of the characteristics of your ideal client
and the geographical areas where you have expertise. When
someone fits your criteria, do business with them. If not,
exercise your walk away power. You may find out that becoming
“The Happiest Agent in your area” is much more profitable and
more stress free!

Quick Hints
Weekly Agent Profitability Tips
“Quick Hints” allows you stay in regular contact with your
agents, even when they don’t make it into the office. Each
week we will provide you with at least two pre-written
communications for your agents. Here’s how to use each
type:
Profitability Tips
Each week our profitability tips provide your agents with
a single strategy, system, or tool to help them become
more profitable. You can email these tips, post them on
a private Facebook page for your agents, or use them to
create a video email.
Thought of the Week
These are inspirational quotes that can help agents stay
focused and on track. You can send them as a text
message, tweet it on Twitter, post it with a photo or
image on Instagram, or use it to create a quick video
email each week.

Week of May 6, 2019
Profitability Tip: What is the #1 ability of top performing
agents?
There are plenty of agents who are good at paperwork,
showing properties, going on presentations, negotiating
deals, and handling transaction problems. None of these skills
matter, however, until someone generates a lead. The bottom
line is, real estate success starts with making lead generation
the primary focus every single day. As one top producer in
Beverly Hills once explained, I always put the same thing at
the top of my three primary goals for each day—List or sell a
house today.
Thought of the Week:
Happiness depends upon ourselves. 					
								
—Aristotle

Week of May 20, 2019
Profitability Tip: Use This Simple Tip to Achieve 95
percent Customer Satisfaction
Would you like to have a 95 percent approval rate from
your buyers and sellers? If so, send every buyer and seller
who closes a transaction with you a post-closing survey.
Here’s what to ask:
• Their feedback on how well you did.
• Recommendations they may have about where you
can improve.
• Permission to use them as a referral in the future.
• Whether they know someone who is thinking about
buying or selling a home.
• If they do share something negative, do your best to
correct the problem immediately.

Week of May 13, 2019
Profitability Tip: How to do 18 times as many deals
Many agents who sell single family residences are
missing a great opportunity. The typical American buys
a new home every nine or ten years. In comparison,
the average investor buys two properties per year. In
other words, every investor client you work with will
purchase 18 times as many properties as a typical single
family purchaser. If you want to do more business, start
exploring how you can do more work with investors.
Thought of the Week:
Most folks are as happy as they make up their minds to be.
						 — Abraham Lincoln

Agents and companies that use this strategy report a 95
to 97 percent satisfaction rate among their clients. Try it
out with your clients.
Thought of the Week:
A positive attitude may not solve all your problems, but it will
annoy enough people to make it worth the effort.
—Herm Albright

Memorial Day
May 27, 2019

Week of May 27, 2019
Profitability Tip: How to attract your ideal client
Would you like to attract better quality clients? If so, here’s a
simple tip. Write down at least two pages of characteristics of
your ideal client, right down to the clothes he or she wears.
Now, go back through your list and place a check mark next
to each of those characteristics that describes you personally.
The closer your personal characteristics are to those of your
ideal client, the more likely you are to attract that perfect
client for your business.
Thought of the Week:
You can't do anything about the length of your life, but you can do
something about its width and depth.
—Shira Tehrani

Memorial Day is a holiday in the United States that
honors the men and women who died while serving
in the U.S. military.
Originally known as Decoration Day, it began after
the end of the Civil War. Memorial Day became an
official federal holiday in 1971.

